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TRENDS =

A trend is a generd diredion into which something is changing,
developing, or veering toward. The term may aso mean a fashion or
aaz,i.e,afad.

The verb ‘to trend means to develop or change in agenerd direction.
In the world of soda media, if something trendsiit is the topic of meny
posts.
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of recurring fashion cycles.”
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SOUTH AFRICAN MEDIAN AGE

SOUTHARCA ASWTHMCESTDEHCANGCOUNTR ES HASAN OVBRAHEMINGLY YOUTHRUL FCRULATON.

The globd median age has inareased from 21.5 yearsin 1970 toover 30 yearsin 2019.
Owerdl we see that higher-income countries, aorass North America, Burope and East Asiatend to
have ahigher median age.

Aooording to the most recent estimétes, it is noteworthy that dose to half of
the South Africas tota population (i.e. asegment totaling around 27
million people) falswithin the age bracket of 0-24 years.

7.0 M 15.9 M
CHILDREN YOUTH ADULTS
5356 M 0-14 YEARS 1534 YEARS 34-59 YEARS
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GLOCALISATION

Qocdisation is acombination of the words "globdisation” and
"localisation.”

Thetermis used to desaibe aprodud or senice that isdeveloped and
distributed globaly but isalso adjusted to acocommodate the user or
consumer in alocal merket.

Investopedia, 2020.
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WHAT IS
GLOCALISATION?

Gocddisdion means the aeation of produds or senices for the
globd merket by adgpting themtolocd aultures.

Qocdisaion can be applied at various levels and can be seenin
globd tolocd, local to local and local toglobdl.

A evary levd it is about taking a conoept, trend or item and
understanding how that can be gpplied to different settings
whilst maintaining the core elements digned to

maternd.
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GLOCALISATION
WHAT IS GLOCALISATION?



“Qocdising” trends dlows for owerarching idess to be
presented to aloca merket in an aocessible way that dlows
for companies to dign themselves to intemationd ideas that
can beeffidently exeauted at locd lenels.

Qocdisation isimportant as it dlows for trends to be digned
to the loca markets and gpped to loca consumer bases, both
in broader and hyper focused capadties.

Understanding globd trends a a locd level ensures tha
produd is designed, marketed and sold in the optimum way
a the best time for locad consumers. This dlows for
companies to capitdise as much as possible on aurent and
future trends.

GLOCALISATION
WHY IS IT IMPORTANT?

NICOLA COOPER & ASSOCIATES




.

AFRICA AS A - %

Ganing tradtion in recent years, Africa has become a trend
dnver. This means that there are Tends coming out of the
continent that are driving Goba markets to adopt African led
trends.
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TRUST,
REPRESENTATION,
CULTURE &
COLLABORATION

The newpillars of trust

S what buys you trust these days?

Businessis now expedted to be an age of positive dhange. Ofthose
suneyed in the Edelmen Trust Barometer, 64%say they believe a
company can take adions that inarease profits and improve
economicand sodd conditions in the communitywhere it operates.
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TRUST,
REPRESENTATION,

CULTURE &
COLLABORATION

Wbk to understand your customers fears. Build stirategiesthat dleviate
these through inareased transparency

+ Build capaaty through your business that dlows you to extend your role
into communities, particularlyintimesof aisis

+ Tkealeadership ralein the thingsthat concem your consumer

« Think locally: areate resonance through effortsthat build trust
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LIFESTYLE
SHIFTS

DUE TO COVID-19

Now more than ever, reaognising sodety's cdhanging
behavours, understanding consumer attitudes and adapting to
forward thinking intelligence will guide your future strategies
and denelopments.

Himinating risks assodated with new opportunities as much as

passible and identifying longderm dnanges that will impact
your businessis recommended forward thinking action.
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ULTIMATE COMFORT
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[t'sfasdnating to see the speed at
which companieshave adapted to
remote working, embradng the
flexibility of a‘home working’ practice
that we nowredise, inmost cases is
possible and successful.

Likewi se we see the office becorme
more ‘homedike’ with the combined
effect of fumishings, shapesand
mlourscreating a ‘feel-good’
amosphere of comfort and harmony.

LIFESTYLESHIFTS

DUE TO COVID-19
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COMMUNITY

Athough atime of immense fear,
pressure and uncertainty, the aurrent
pandemichas d o highlighted the
importance of community.

From hotel sopening up asmake shift
hospitd sto automotive manufadurers
and technology companiesmaking
ventilators.

Fashion houseshave shifted produdion
toassast in produdng protedive
equipment for key workers, beauty
brandsand even beer mekershave
been switching to produdng hand
sanitiser.

LONGEVITY

W& will familiarise ourselveswith dow
living, finding time to read &leam new
skills, arafting, baking, gardening and
areating self-auffigent waysof being.

The time that we nowdll find on our
handshas, in part, been used to reflect
on our fasdnation with matendistic
[uxuries, our foaus on consuMmersm
and disregard for our environment.

VA& are nowseeking sanctuary within
our home and outdoor spacesduetoa
newly restriced way of living.

POSITIVITY

Timesof chdlengeand aigshave
proven to spark innovation and
areativity; we saize opportunity and
embrace newwaysof living.

Postive outcomeswill follow; speeding
up our need for sophisticated living,
embradng innovation &support from
technology, aswell asinvesting more
intheworld'shedth sygemsand the
needsof individuals.

RECOVERY

Adower consumption and putting
the planet before industry, will be
integrd to building our “isonary
Future’. Utimately, the curent globd
pandemicmight be the acoelerant to
our creating smarter, more
sugtainable atieswith ‘materia use’
outweighing ‘aegheticdedres.

Asasreault of aurrent events,
consumer purchaseswill be mede
with much more congderation; isita
necessary purchase?\V\hat matenas
isit mede from?Can it be recyded?



MACRO SHIFTS IN
MARKETING

The shift in Marketing is driven by consumers are demending
transparent conversationswith the brandsthey interact with.

Roduds are no longer, just produds, consumersare digning with
brands who treat their businesses asethicd, sustainable, indusive
and theyarenot afraid to pay more for abrand that dignsto them
froma persond, political or aspiraiond perspedive.

NICOLA COOPER & ASSOCIATES
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60%of retail exeautives
surveyed say they are
developing propositions that

speak to local communities
WEN Retal Exeautive Survey, November 2018
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RADICAL
TRANSPARENCY

Transparencyisin demend indl fadors of the fashion
industry, fromdesign, supply chain and produdtion through
to mark-up costsand what the brandseam per itemsold.

Some forward thinking businesses are provding the aost of

product details, outline supply cdhannelsand provide a
platform for consumers to leam who mekes their dothing.

NICOLA COOPER & ASSOCIATES
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-~ transparency is all about
. creating that trust for your 1* 1

clients and also with your | *
«. | employges. It's important & *
to,create that cultureg

MOVES IN MARKETING:
RADICAL TRANSAPRENCY




RADICAL . s .
TRANSPARENCY TRANSPARENCY IS

A PHRASE USED

ACROSS FIELDS OF

Gontemporary consumers and their preference of

radicd transparency pushes to continue to disrupt s ’ GOVERNANCE,

the fashion industry as these consumersopt to v " POLITICS,
engage and support brandsthat dlign totheir e 5l .. | SOFTWARE DESIGN
personal opinionsand provide informetion to their =TT L e AND BUSINESS TO
oonsumerseasily asthisinstils trust between ; e S 5 DESCRIBE ACTIONS
oonsumersand retailers. i # Y 5| : i AND APPROACHES

THAT RADI CALLY
INCREASE THE
OPENNESS OF

ORGANISATIONAL

PROCESS AND DATA.
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LOCAL
POSITIONING

in order to exeaute effective positioning to achieve meximumtrend
potential and ensure the most profitable outcome.

.
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MOVES IN MARKETING: LOCALISTION
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Fromsnack ades for students to aty-spedfic running shoes,
retalers are finetuning their produdt offerings to meet the needs
of their local communities.

There'salot to gain fromthistrend: 63%o0f consumersare
interested in persondised recommendations fromretailers,
aooording toarecent study.

NICOLA COOPER & ASSOCIATES . .
Source: (BIngghts, Retall Tends2019
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AFRICAN
TRENDS ON A
GLOBAL SCALE

Africais becoming alarger played in the Qobd fashion industry,
resulting in the longterm steady growth of Africaed trendsbeing
adopted on agloba scale. Thisshows how local trends or fashions
can be adopted and adapted globally, further emphasising the
importance of Gocalisation.

"The adoption of Africarded trends has recently been expedited by
Beyonce's recently released film“ Bladk in King” in which various
Black Alrican artistswere highlighted. (Hdured right).

AFRICA AS A TREND DRIVER
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MANUFACTURING &
COLLABORATING IN
AFRICA

Meny Local and Gobd Brandsare beginning to identifytothe
importance of collaborating with local businesses, brands,
independentsor colledtives.

Some of these Gollaborations ind ude;

* |keds aollaboration with African Designers
» Nendo's design Africacompetition

» FPs adllaboraive partnershipswith designers launching 2020.
» Wbolworths “Siyled by SR’ collections

NICOLA COOPER & ASSOCIATES
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Getting to know and understand Gen Zis integra to successful
merketing in 2021 and Beyond

CONSUMER SEGMENTATION:

GEN Z



- MIA LONDON

Based in London, gamments are mede by tailors in South Africaand
| f 2o ZArbia

AoonymMIA= Madein Alrica
OPENING SOON

“MIALondon sourcestailors via recommendations fromexpertsin
gienaan, & new Afio ubdpl e the fashion industry in both South Aficaand Zambia, Their next
store in Market, featuring premium e . 5 _ -

African fashion, music, art, design and aollaboration is set to happen in founder Aii Ayorinde'shome ry
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lifestyle brands. of Nigeria” ‘
bidhaar will be a showroom for new S o
emerging and established premium L mt—
African creatives and cultural ;
s : producers aiming to access an

international market. | ' - -

3 \ -\ @bidhaarofficial
d %‘ N N _vww.bidhaar.co.uk
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GLOBAL =
PLATFORMS .

i

\ogue Hents. Souting for Africa2020.
As part of Itaian \bgue, and in collaboration with the African Fashion
Foundation (AFF) the conpetition istargeting at supporting
emerging designers fromthe African continent.
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THEBE
MAGUGU

» DMVIH2019 Rize Winner

» Featured in intemationd exhibitions sudh as IFS—announced as

Winner

* Honourable mentionsin various intemationa publications
+ Featured/Syled on Galebritiesin print, for events and in candid

Street style.
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GLOBAL
ACCLAMATION OF AFRICAN DESIGNERS/
CREATIVES






CEDRIC

“QGedricMizero has aunigue vision of fashion whidh strives for
sodd change. Hislong termprojed Fashion for All putsthe women
and men of the rurd village where he was brought up at the centre
of hiswork, presenting an indusive vision of fashion, which rejeds
limitations based around age, Sz, sodd or economicstatus.”

Featured in intemationa exhibitionssuch as IFS

Nominated in Kenya Feshion Avards

Brand —-Amizro

“leamed up with fellow Rwandan designer Moses Turahinnato

aeateaa“zrowaste” unisexoutfit in July 2020.

NICOLA COOPER & ASSOCIATES

GLOBAL
ACCLAMATION OF AFRICAN DESIGNERS/
CREATIVES



2 =
= =
—=— E_t
4 ==
o

I ;W




PALESA
MOKUBUNG:

SOUTH AFRICA

“CadricMizro has aunique vision of fashion which strives for
sodd dhange. Hislong term prgject Fashion for All putsthe women
and men of the rurd village where he was brought up a the centre
of hiswork, presenting an indusive vision of fashion, which rejeds
limitations based around age, size, soda or economicstatus.”

Featured in intemationa exhibitionssuch asIFS

Nominated in Kenya Fashion Avards

Brand—Amizro

“Teamed up with fellow Rwvandan designer Moses Turahirwato
aeaeaa“zrowaste’ unisexoutfit in July 2020. P - .
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GLOBAL
ACCLAMATION OF AFRICAN DESIGNERS/

CREATIVES
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JUNE ISSUE

I see what's
happening as an
African Renaissance

- Yinka Shonibares ™




In their finest robes, the children shall return (2019) Sao Tome Sunny Dolat
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LESIBA MABITSELA STUDIO




What to Note About AGOA

= AGOA s not permanent

= AGOA is a preferential, non-reciprocal trade agreement and not a free
trade agreement

= Rules, conditions, access, individual beneficiary status can change when
the US Congress / President decides

= The US market is highly competitive yet a massive consumer market — if
you successfully sell to the US, you can be competitive anywhere



Benefits of AGOA

..... 10 SSA /the Exporter

= duty-free access — competitive advantage

= 6,500 tariff lines

= access to the largest single market in the world

= encourages export diversification

= encourages regional integration + production sharing

= job creation .... 350,000+ direct jobs in SSA, 1000,000 in the USA

= supports value chain development and economic growth

43



AGOA RULES OF ORIGIN

Apparel Rules of Origin

= AGOA’s ‘wearing apparel’ provisions reflective of the historic
sensitivities around the trade in garments

= Countries must first implement an apparel ‘visa system’

= Once qualified, eligible countries may ship garments duty-free in a
number of different categories, incl.

> Apparel from foreign fabric made in a lesser developed country

> Apparel from regional fabric from U.S. or African yarn
Subject to (theoretical) quota based on total US imports



9/15/20

USAID TradeHub support to exporters

1. Buyer- seller linkages
» US buyer missions to the region;

» Trade Show participation support for
regional firms; o

« B2B activities

2. Development and implementation
of AGOA Utilization strategies. ‘

3. Technical resources

FOOTER GOES HERE



Firms responsibilities

1. Export readiness
2. Collaborative spirit

3. Responsiveness to buyer
requests

911520 FOOTER GOES HERE



Key Resources

-African Growth & Opportunity Act: hitp://trade.gov/agoa | www.agoa.info

-US Trade Representative: www.ustr.gov

-Trade Law Centre: www.tralac.org

-US Int'l Trade Commission: www.usitc.gov

-US Food and Drug Administration: www.fda.gov

-US Department of Commerce: www.doc.gov
-Office for Textiles and Apparel (OTEXA): http://otexa.ita.doc.gov

-International Trade Administration: www.trade.gov

-US Department of Agriculture: www.usda.gov

-US Customs and Border Protection: www.cbp.gov

-SOURCE Africa: www.sourceafrica.co.za

= USAID LF:JABDE % FEEDIFUTURE
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_ Country Contact Details

Gerrit Struyf Botswana Gerrit_Struyf@satihub.com

Marina Bizabani Lesotho Marina_Bizabani@satihub.com

Honorata Chipepo Mozambique Honorata_Chipepo@satihub.com

Frances Fraser South Africa Frances_Fraser@satihub.com

SOUTHERN AFRICA

TRADE
+INVESTMENT

HUB

ROM THE AMERICAN PEOPLE




SOUTHERN AFRICA

usaip JRADE
HUB

" FROM THE AMERICAN PEOPLE
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