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ABSTRACT 

 

Fashion design entrepreneurs play a big role in the fashion industry, they are the reason 

people wear what they wear. In Swaziland there are so many talented fashion design 

entrepreneurs with great ideas; however, they are not successful in the fashion industry. The 

purpose of the study was to identify challenges facing fashion design entrepreneurs in 

Swaziland. Data was collected from twenty five fashion design entrepreneurs operating as 

small and medium enterprises. The results of the study revealed that Swaziland has unique 

and talented fashion designers with great ideas; however, they are faced with challenges that 

hinder their success in the fashion industry in Swaziland. Fashion entrepreneurs are having a 

challenge with securing a sustainable market locally and internationally. It is hard for new 

fashion design entrepreneurs to find a platform to showcase their work. The fashion industry 

is all about being well connected, who you know counts. Getting your work out there let 

alone your name may be difficult if you do not have the right connections. While a number of 

Swaziland designers can become famous and successful on the continent, the study revealed 

those who are most competitive and able to gather more support are the ones who are able to 

travel globally, specifically to fashion capitals such as Paris or New York. Fashion design 

entrepreneurs skills can be improved by going to fashion school, but in Swaziland there are 

fewer universities/colleges that offer fashion programs. However, if you know how to design 

but do not have business skills it becomes difficult to thrive in the fashion industry. The 

strategies suggested in the study are business clusters for entrepreneurs, the partnership of a 

designer and business partner and the concept of adopting quality standards for certification 

as a requirement in the global market.  
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CHAPTER 1 

       INTRODUCTION 

1.1Background 

Textile and apparel industry products can be divided into two general categories: basic and 

fashion products (Kunz & Garner, 2007). Basic products do not change radically from one 

season to the next, while the driving force behind fashion products is change. Fashion is 

defined as “the prevailing or accepted style or group of styles in dress or personal decoration 

established or adopted during a particular time or season. Such prevailing customs or styles 

considered as an abstract force”(Webster's Third New International Dictionary, 1986). 

Kawamura (2005) builds on the second definition above and refers to fashion as newer 

prevailing customs or styles considered as an abstract force whose integral components are 

novelty and change.  

McCracken (1986) describes fashion as a system that “serves as a means by which goods are 

systematically invested and divested of meaningful properties”. On another note, Hamilton 

describes the fashion system as a function of any complex, industrial nation-state has the 

responsibility for the production, marketing, and merchandising of products associated with 

the construction of individual appearance (Hamilton, 1997). Dickerson (2003) describes the 

Fashion business as all companies and individuals concerned with the design, production, and 

distribution of textile and apparel goods.  

Frequently included under the discussion of the fashion business are components of the 

industry such as accessories, jewellery, and perfume (Dickerson, 2003). The production of 

basic apparel items does not depend on the same abstract driving force based on novelty and 

change.  
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The Fashion Industry is, for the purpose of this study, all businesses or individuals involved 

in the creation, production, promotion, and sale of items that have specific aesthetic and 

functional properties, trigger psychological reactions related to desire and need and are 

adopted by a group of people for a limited amount of time. The Fashion Industry operates 

within the context of industrial societies that willingly accept, indeed encourage, the radical 

changes that result from deliberate human effort and the effect of anonymous social forces 

(McCracken, 1986).  

In order to remain successful, companies must change the aesthetic properties of a product on 

a regular, usually seasonal, basis, carefully cultivating the desire for and need of the new 

product by transferring to the new item an abstract force similar to the one that created the 

meaning which initially pushed the outgoing product into popularity. The fashion industry is 

filled with young and innovative entrepreneurs. The composition of the fashion design 

businesses ranges from design and production to retail, marketing and distribution. Due to the 

fast paced nature of this industry, entrepreneurs within it need to be innovative and generate 

new and desirable styles. Successful professionals in the apparel industry must recognize 

trends and predict their customer’s wants and needs.  

In 2004, Textiles and apparel were ranked third in worldwide commercial exchanges, behind 

automobiles and electronics. Because the textile and apparel industry requires relatively small 

capital investment and low-skilled labor, this industry has been instrumental to the economic 

growth of underdeveloped countries since the industrial revolution at the turn of the 19th to 

the 20thcentury (Dickerson, 1999, Glock & Kunz, 2007). Textile and apparel production 

continued to contribute significantly to the economic development of newly industrialized 

and developing countries (Glock & Kunz, 2007). By 2007, the Global market value of the 

textile and apparel industry was $1, 6711 billion. 
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 The United States apparel industry grew by 2.4% from 2005 to 2006 and reached a value of 

$295.5 billion (Data monitor, 2007).Due to the large amount of money spent on fashion 

yearly, there is a better chance for entrepreneurs to join the Industry.  

The more money that is being spent increases the chances of financial success for apparel 

entrepreneurs. However, due to the constant influx of competition within the fashion 

industry, in order to maintain customer loyalty and brand recognition, fashion design 

entrepreneurs need to be more efficient than those in other industries (Granger & Sterling, 

2003). 

Innovation is a key success factor in many entrepreneurial settings and is at the top of the list 

in regards to fashion. An entrepreneur in the fashion design industry must stay in touch with 

their market, even if it means reinventing the business multiple times. The entrepreneur must 

have knowledge of the industry, being updated on trends, and being innovative extremely is 

important in any apparel business (Granger & Sterling, 2003).  

The fashion design industry has many outlying factors including fast seasonality, a crowded 

market, and overseas trade. The apparel industry is driven by trends from the streets, 

celebrities, socialites, and history. It is one of the most fast paced industries with products 

constantly changing with the season of the year, trends being forecasted years in advance, and 

ever growing importance of being in style. The fashion industry is dominated by big players 

of the industry like Dior, Prada, Gucci, H&M and Zara, populated by star designers like Marc 

Jacobs, Karl Lagerfeld or Tom Ford and influenced by fashion metropolises like Paris, Milan, 

New York or London. All these leading companies, designers and fashion cities together 

drive consumer preferences and the fashion system on a global scale (kurz, 2010)  

In relation to successful fashion designers, a Swazi clothing label ‘Lihiya’ hit a jackpot to 

market their designs abroad, after getting an invite to showcase during the 2015 annual Africa 

Fashion Week London at Olympia, London.  
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The African Fashion Week London is a celebration of African and American-inspired designs 

and aims to highlight established and up-and-coming designers who are at the forefront of 

trend (Swazi observer, 2015) 

On another note, SADC Fashion Council has also tried to host the craziest fashion event in 

the whole of Southern Africa right at the kingdom of Swaziland. The Mission of SADC 

fashion week in Swaziland was to bring buyers and sellers together at one place at the same 

time to explore, network and market their collections. It’s  so unfortunate that there were 

more Zimbabwean and South African designers features and none of our local designers were 

confirmed which translate to that it was just a marketing platform created only for the 

designers from outside Swaziland.(Times of Swaziland,2016) 

1.2 Problem statement 

Marketable fashions have been the key to survival of the fashion design entrepreneurship 

since the early 20th century. The size of the country together with the smaller but emerging 

economy is doing a big harm to entrepreneurship within the country. Fashion entrepreneurs in 

Swaziland start their own fashion design businesses right after graduating or after gathering 

some years of experience, but most of those designers struggle to reach the global market. 

On their toiling in the fashion industry many of the fashion designers are confronted with 

business challenges and a number of external obstacles. Worth noting is the smaller number 

of professional fashion design entrepreneurs in Swaziland compared to other parts of Africa 

like South Africa and Nigeria.  
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South Africa’s most celebrated fashion designers, David Tlale, Marianne Fassler, Thula 

Sindi and Nkhensani Nkosi have set catwalks alight all over the world. On the same note 

Nigeria is boasting with the likes of Duro Olowu, Ohimai Atafo and Frank Oshodi who 

have made name for themselves in the global market. When it comes to Swaziland, there is a 

relatively absence of Swazi designers making a mark in the global niche market.  

Moreover, South African and Nigerian fashion designers can also enjoy commercial success 

by harnessing the fashion week, a fashion industry event, lasting approximately one week, 

wherein fashion designers, brands or "houses" display their latest collections in runway 

shows to buyers and the media. In Swaziland, such a platform is lacking yet very useful as a 

springboard for the fashion design entrepreneurs. 

1.3 Justification of the study 

The information from this study will be essential to various stakeholders within fashion 

industry in Swaziland. The study will be of interest to policy makers developing new 

strategies and policies to support the scaling up of SMEs in Swaziland, more especially in the 

area of fashion design. 

1.4 Purpose and objectives of the study 

To examine the challenges faced by Swazi fashion design entrepreneurs that hinders their 

success within the industry and may provoke other research in the area of mainstreaming 

fashion design entrepreneurship.  

The objectives of the study were to: 

1. Identify the challenges facing fashion design entrepreneurs in Swaziland. 

2. Determine the type of products local fashion design entrepreneurs produce 

3. Determine their skill level on fashion designing. 
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4. Suggest strategies that can be employed to overcome challenges faced by fashion 

design entrepreneurs. 

1.5 Scope and Limitations of the study 

This is an exploratory study to determine challenges facing fashion design entrepreneurs in 

Swaziland, Limitation related to the study was that data had to be collected in a short time to 

generate conclusions based on the fashion design entrepreneur’s challenges. Additionally, 

most of the entrepreneurs approached did not want to be recorded during the interview. 

Lastly, resource constraints have limited the representation of all stakeholders, leading to data 

being gathered from key informants. 

However, the above limitations cannot render this study worthless. Attempts have been made 

to get data from the respondents with all means possible.  

1.6 Definition of Terms 

 Entrepreneur- An entrepreneur is a person who undertakes and operates a new 

enterprise and assumes accountability for some inherent risks (wickham,2001) 

 Entrepreneurship-has traditionally been defined as the process of designing, 

launching and running a new business, which typically begins as a small business, 

such as a startup company, offering a product, process or service for sale or hire 

(Davidson,2006)  

 Fashion design entrepreneur-is a person who has possession of a fashion enterprise, 

venture or idea, and assumes significant accountability for the inherent risks and 

outcome (Burn&Bryant,2007) 

 Buyer- is an individual who selects what items will be stocked in a store, based on his 

or her predictions about what will be popular with shoppers (Dickerson,2003) 
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 Fashion-a popular trend, especially in styles of dress and ornament or manners of 

behavior (Jackson,2006) 

 Design- is the art of application of principle and elements with aesthetics or natural 

beauty to clothing and accessories influenced by cultural and social attitudes, and 

have varied over time and place based on conducting research on fashion trends and 

interpret them for their audience (Bruce,2002) 

 Global market-The activity of buying or selling goods and services in all the 

countries of the world, or the value of the goods and services sold (Burke,2008) 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Entrepreneurship 

Entrepreneurship is a process of creating new wealth. This process focuses on discovery, 

creation, and profit exploitation of markets for goods and services. Therefore, 

entrepreneurship entails activities of an individual or a group aimed at initiating an economic 

enterprise, under legal form of business (Laeticia, 2016). The primary role of 

entrepreneurship is to discover new business opportunities, identify and mobilize available 

resources, create and run new business enterprises that provide the missing goods and 

services.  

According to Jordan Fliegel (undated), Entrepreneurship is an unavoidable life calling, 

pursued by those who are fortunate enough to take chances and are optimistic enough to 

believe in themselves, aware enough to see problems around them, stubborn enough to keep 

going, and bold enough to act again and again. Entrepreneurship is not something you do 

because you have an idea. It's about having the creativity to question, the strength to believe 

and the courage to move.  

The study of entrepreneurship has its origins in economics, and historically there has been a 

strong tendency to study entrepreneurship in terms of economic opportunities, rationalities 

and economic change (Steyaert & Katz, 2004). In developing countries, the notion of 

‘necessity entrepreneurship’ has become increasingly popular. In contrast to ‘opportunity 

entrepreneurs’, who are seen as being pulled by opportunities and a quest for independence, 

‘necessity entrepreneurs’ are perceived as pushed by poverty and lacking alternative 

employment choices (Kelley, 2013). 
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2.2 Entrepreneurship in the fashion industry 

 Entrepreneurship in the fashion industry represents a great challenge since the fashion 

business environment consists of many actors who are competing for the same market share. 

It is dominated by big players of the industries who put upon trends, and drive consumer 

preferences and the fashion core on a global scale. However, there is a great variety of small 

actors who compete in the fashion industry and contribute original concepts and ideas into the 

industry.  

There is also a strong indication that the creative industries are very much rooted at the local 

level, that they have a sense of place and that localities are important in fostering enterprise 

and synergies and in facilitating mutually supportive partnerships and networks (Karhunen, 

2011). These entrepreneurs in micro, small and medium scale industries, operated by small 

players of fashion design fostering the requirements of the customers at the local level 

become the subject of the research. These entrepreneurs are seen to design and communicate 

the design to the customers wherein they engage in a collaborative effort to arrive at a 

mutually accepted set of specifications according to which the garment is sewn.  

2.3 Creativity in the fashion design Industry 

Creativity which is the generation of new ideas is essentially an individual act, but one that 

relies principally on interaction with others operating from within the same ‘organizational 

field’ (Powell & DiMaggio, 1991 as cited by Wilson & Stokes 2005). The importance of 

creativity in today’s business world is effectively discussed by Harari  where he describes the 

“Copycat Economy, where everyone has access to the same resources and talent, where the 

web is the great equalizer and where the market’s twin foundations are imitation and 

commoditization” (Harari, 2006). Through case studies this book provides thought-provoking 

principles relevant to effective business leaders in the 21st century.  
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Creativity is so important in the new economy that Richard Florida (2002) describes a new 

social category called the creative class; a distinct group that is defined, not by the material 

objects they possess, but by the creative contributions they make to the economy. Florida 

describes the “3 T’s of economic development: Technology, Talent, and Tolerance” (Florida, 

2005). He argues that creativity flourishes and develops best in an open, diverse environment. 

Thomas Friedman (2006) emphasizes the importance of creativity, not only in the production 

of tangible products, but also in the creation of business models and in the ways individuals 

adapt to the changing global environment. 

There has also been a heightened awareness of creativity in fashion demonstrated through the 

topic of a symposium sponsored by New York fashion school. In 2006, an organization called 

Initiatives in Art and Culture sponsored a conference at The Parsons New School called 

Cutting Edge: Fashion and the Avant-Garde, where leading fashion designers spoke about 

creativity in their work (kurz,2010) 

In creative industries, like the designer fashion industry (DFI), turning this individual activity 

into a business requires the creative persons to diversify their focus so they can exploit their 

creativity for commercial gain (Mills, 2012). Creative industries and creative 

entrepreneurship are in many terms different from traditional industries and enterprises. 

Enterprises in the creative industries are often small, and identified with the owner-

entrepreneur and his or her artistic profile. Hence, many creative entrepreneurs need to 

balance between artistic ambitions and business goals (Karhunen, 2011).   

Renzo Rosso, creator of Diesel, stated: “Fashion is inspiration, creativity and intuition. 

Moreover, it is also organization, strategy and management. These two apparently contrasting 

sets of elements have to come together to ensure the success of a business idea”.  
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The challenges of a fashion entrepreneur can be differentiated between specific industry 

challenges and personal challenges. Enterprise development in the creative industries is 

characterized by a tension between creativity and business processes (Wilson & Stokes, 

2005). Like in any other industry, entrepreneurship in the fashion industry combines the 

creation and management of a venture with the specific aspects of the industry, in this case 

fashion (Kurz, 2010). 

2.4 Characteristics of fashion design entrepreneurs 

Jackson (2006) alluded that designers must be multi-skilled. Their role requires balancing act 

of two elements - creativity with business skills and art with commerce. Firstly, the design 

part consists of the aesthetic and technical product development process. Secondly, the 

business part includes the business strategy and management of the label. Fashion design 

entrepreneurs have to be aware and in charge of all the different fields of the business. Key 

responsibilities include: 

 Product development (aesthetically, qualitatively and technically) 

 Sourcing production material 

 Production 

 Marketing 

 Distribution 

 Sales 

 General management (business strategy, direction of the brand, positioning, pricing, 

corporate identity)  

 Research (market research, trend research, consumer behaviour) 
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To be able to carry out responsibility of fashion design entrepreneurship, according to 

(Arthurs & Busenitz 2006) designers must possess the following skills: 

 Ability to combine design, business, and manufacturing knowledge-Some things can 

be outsourced from manufacturing firm or bought but other things are critical for the 

fashion entrepreneur or the management team thus must be done in-house. 

 Ability to develop a new symbolic language - a style - that is experienced as 

distinctive, consistent, and new. “They need this kind of young energy that the 

designers can produce, like new ideas all the time, just like that. The industry really 

needs it to be inspired otherwise it is just commerce.” Jens Laugesen (Designer). 

 Ability to manage the process of communication on which fashion depends. 

 Ability to understand and manage strategic, marketing, and branding issues for the 

fledgling firm. 

2.5 Fashion Design  

Fashion design is the art of application of design and aesthetics or natural beauty to clothing 

and accessories. Fashion design is influenced by cultural and social attitudes, and has varied 

over time and place. Fashion designers work in a number of ways in designing clothing and 

accessories such as bracelets and necklace. Designers conduct research on fashion trends and 

interpret them for their audience. They attempt to design clothes which are functional as well 

as aesthetically pleasing. They consider who is likely to wear a garment and the situations in 

which it will be worn. They have a wide range and combinations of materials to work with 

and a wide range of colors, patterns and styles to choose from.  

Fashion is a branch of aesthetics, of the art of modern society. It is also a mass pastime, a 

form of group entertainment, of popular culture. Related as it is to both fine art and popular 

art, it is a kind of performing art (Wilson, 2003).  

https://en.wikipedia.org/wiki/Art
https://en.wikipedia.org/wiki/Design
https://en.wikipedia.org/wiki/Aesthetics
https://en.wikipedia.org/wiki/Clothing
https://en.wikipedia.org/wiki/Fashion_accessory
https://en.wikipedia.org/wiki/Fashion
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Although some, especially those in the fine and performing arts may find this description to 

be overstated, for those who truly understand the complexities of the phenomenon of fashion; 

Wilson has quite effectively described the essence of fashion in today’s cultural and business 

environments.Though most clothing worn for everyday wear falls within a narrow range of 

conventional styles, unusual garments are usually sought for special occasions such as 

evening wear or party dresses.  

Some clothes are made specifically for an individual, as in the case of haute couture or 

bespoke tailoring. Today, most clothing is designed for the mass market, especially casual 

and every-day wear. Fashion designers may work full-time for one fashion house, as 'in-

house designers', which owns the designs. They may work alone or as part of a team. 

Freelance designers work for themselves, selling their designs to fashion houses, directly to 

shops, or to clothing manufacturers. The garments bear the buyer's label. Some fashion 

designers set up their own labels, under which their designs are marketed ( Karhunen, 2011).   

Some fashion designers are self-employed and design for individual clients. Other high-end 

fashion designers cater to specialty stores or high-end fashion department stores. These 

designers create original garments, as well as those that follow established fashion trends. 

Fashion Design provide services like trend and color forecasting, market analysis, design 

concepts and design documentation for manufacturers (Kurz, 2010). 

2.6 Fashion in Swaziland  

The fashion industry of Swaziland is becoming more competitive day by day. In the past 

three years, Swaziland has experienced the emergence of numerous fashion designers, 

clothing brands and modeling agencies. 

https://en.wikipedia.org/wiki/Formal_wear
https://en.wikipedia.org/wiki/Haute_couture
https://en.wikipedia.org/wiki/Bespoke_tailoring
https://en.wikipedia.org/wiki/Mass_market
https://en.wikipedia.org/wiki/High-end
https://en.wikipedia.org/wiki/Trend_forecasting
https://en.wikipedia.org/wiki/Market_analysis
https://en.wikipedia.org/wiki/Design_document
https://en.wikipedia.org/wiki/Manufacturer
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A number of these industry players in Swaziland are publicly known while some are yet to 

blow up. There is no doubt that the activity within the local fashion industry is stimulating the 

birth of more Swazi clothing brands. The performances of some of these clothing brands have 

been analyzed and the analysis reflected the top three leading clothing labels in the country. 

The brands in descending order are Sgonian Republik, Mark Swag and Cava wear(Times of 

Swaziland,2014) 

 Sgonian Republik 

SR is a brain-child of Philani “Sgonia” Mpanza from Siteki in the Lubombo region of 

Swaziland. Sgonian Republik is Swaziland’s No.1 local brand for its consistency and its 

alignment to the culture of Swaziland. All along, they’ve been producing casual wear. In the 

fall of 2015, they added a menswear line which deals with tailor-made suits. The SR brand is 

highly visible on social media and has been featured on local newspapers for a number of 

times. 

 Mark Swag  

Mark Swag clothing was founded by Chenx, who is a well-known fashion designer in 

Swaziland. Chenx is known for his impressive touch on apparel. He designs for people who 

hold high-status positions in most organisations. The Mark Swag brand has transcended to 

the outside of the borders of Swaziland. We’ve seen it on a South African music video and 

also worn by Fifi Cooper, a South African artist nominated for the upcoming Metro FM 

awards. Mark Swag clothing is loved mostly by young people who embrace the new street 

wear trends. Mark Swag clothing runs a retail shop called “EMC Design Studio” in Manzini 

town, just adjacent to Liqhaga building. 
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 Cava Wear 

Started in the fall of 2014, CAVA Wear has taken the streets by storm. This clothing brand is 

under the directorship of Sbusiso “Cbuj” Ngubeni. Cbuj is a graduate of the University of 

Swaziland and holds a B.Sc. Degree in Food Science Nutrition & Technology. He has 

managed to grow his clothing brand to becoming one of the bestselling clothing labels in 

Swaziland. CAVA wear has been showcased to a number of fashion shows. In December 

2015, they dressed some of the artists who were booked for Mega Sound Annual Crossover 

Party. CAVA Wear also retails at EMC Design Studio, opposite Lighaga Building in 

Manzini, Swaziland. 

This does not suggest that these brands are the only local clothing labels in Swaziland. The 

three brands were mentioned because of their significant dominance in the market. Other than 

them, we also have the following clothing brands: Phumakimi Clothing, Mookelwear, Black 

Forest, Teddz Urban, Heritage, Tycoon Swag, MothaTongue as well as Candido (Times of 

Swaziland, 2014) 

2.7 A Fashion Week 

 

The major fashion weeks happens twice a year in the major fashion capitals of the world: 

New York, London, Milan, and Paris. This takes place on a citywide basis and occurs twice a 

year. The main seasons of Fashion Week include, spring/summer, fall/winter, resort, swim, 

and bridal. Fashion weeks are held several months in advance of the season to allow the press 

and buyers a chance to preview fashion designs for the following season. In February and 

March, designers showcase their autumn and winter collections. Fashion week for spring and 

summer is held in September and October. This is also to allow time for retailers to arrange to 

purchase or incorporate the designers into their retail marketing.  

https://m.facebook.com/cavagear/?refid=46&sld=eyJzZWFyY2hfc2lkIjoiY2QzNTc4YzgyODNjNjhjNGNmM2ViNDg5YTdhNWQwYTQiLCJxdWVyeSI6ImNhdmEgd2VhciIsInNlYXJjaF90eXBlIjoiU2VhcmNoIiwic2VxdWVuY2VfaWQiOjIwMTI3MzU0MDQsInBhZ2VfbnVtYmVyIjoxLCJmaWx0ZXJfdHlwZSI6IlNlYXJjaCIsImVudF9pZCI6MTQ4NzQ5ODYyODE5NjI3NywicG9zaXRpb24iOjAsInJlc3VsdF90eXBlIjoyNzR9
https://en.wikipedia.org/wiki/Fashion_Week
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The latest innovations in dress designs are showcased by renowned fashion designers during 

these fashion weeks, and all these latest collections are covered in magazines such as Vogue. 

This platform allows retailers to purchase or arrange to incorporate designers in their retail 

marketing. On another notes designers get a chance to share skills with other industry 

professionals (New York Times, 2017)  

London Fashion Week, which is best known for its spate of talented, cutting-edge designers, 

including household names such as Burberry or Vivienne Westwood. Milan Fashion Week 

comes third during "fashion month," and is one of the strongest of the fashion weeks, with 

catwalks from legendary designers such as Gucci, Prada, Dolce & Gabbana and Fendi; the 

list is as long as it is impressive. Although many of the shows happen under the umbrella of 

the Italian Chamber of Fashion, many more do not. 

Many consider Paris Fashion Week to be the "mother" of all fashion weeks. And though, 

technically, Paris was the last city to adopt a fashion week (the first, surprisingly, was New 

York), Paris is, after all, the birthplace of fashion, and of the "haute couture" salon shows that 

became fashion week(New York times, 2017). 

2.8 Challenges Faced by Fashion Design Entrepreneurs Globally 

 

As consumer preferences across national markets converge, trade barriers fall, and national 

economies integrate to form a global economic system, increasing numbers of small 

businesses across national markets are taking advantage of trading opportunities engendered 

by the globalization of markets and production. The potential for global sales is clear, but 

does it extend to small businesses in Africa? Some observers have noted that African 

countries are falling behind in this global economic race (Zeng, 2008). This is a serious 

matter because of the key role that entrepreneurs and small businesses play in job creation 

and economic growth in every country.  
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Despite the fact that small businesses are the engines that drive economic growth in most 

economies, small scale enterprises in Africa are at a great disadvantage in this race for growth 

and profitability. A number of developments and long-standing issues have combined to 

endanger the ability of small firms in Africa to survive in today's global economic system. 

Some of the key challenges include: globalization of markets and production, lack of 

financial support, poor infrastructure, international expansion issues, and government 

assistance and support. 

Globalization refers to a fundamental shift in world economy in which nations are moving 

toward an interdependent global economic system (Hill, 2009). Globalization has resulted in 

markets in which previously historically separate markets have become one huge global 

marketplace as a result of reductions in trade barriers and advances in information and 

transportation technologies. As a result, small firms can now participate in international trade 

right from inception. Another facet of globalization is globalization of production. 

Companies can locate production facilities in countries where labor and other production 

inputs are cheaper. 

Despite existing policies on financial support for small businesses, very few entrepreneurs 

receive financial help when they need it. For example, Mambula (2002) found that 72 percent 

of entrepreneurs he studied in Nigeria considered lack of financial support as the number one 

constraint in developing their business. According to Mambula, small businesses consider 

procedures for securing business loans from banks cumbersome, and the collateral demanded 

for such loans excessive. 

Banks, on the other hand, defend their behaviour by noting that most small firms that apply 

for loan do not present acceptable feasibility study or good business plan.  
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Basic physical infrastructure required for economic development, such as good roads, ample 

power supply, and good rail and river transportation facilities, are in very poor shape in most 

African countries. As a result, deplorable roads, deteriorating rail lines, where rail 

transportation still exists, inadequate power supply, and unusable waterways have combined 

to make small business operations difficult. For example, damage to equipment because of 

power surges and down time due to unavailability of electric power during production hours 

are major problems for small manufacturers in some African countries (Akwani, 2007).  

Basic physical infrastructure required for economic development, such as good roads, ample 

power supply, and good rail and river transportation facilities, are in very poor shape in most 

African countries. As a result, deplorable roads, deteriorating rail lines, where rail 

transportation still exists, inadequate power supply, and unusable waterways have combined 

to make small business operations difficult. For example, damage to equipment because of 

power surges and down time due to unavailability of electric power during production hours 

are major problems for small manufacturers in some African countries (Akwani, 2007).  

Unlike their counterparts in other parts of the world, small African firms have mostly sold 

their products in their home market or in adjacent countries that belong to the same regional 

economic block as their home country. It also appears that most small businesses in Africa 

follow the incremental stages of international expansion model. The reasons given for the 

favouring of gradual internationalization by small firms in Africa include: unsaturated 

domestic markets, reputation for low quality products, technological requirement for success 

in markets in developed economies, and difficulties in joining international supply-chain 

networks (Rankin, Soderbom & Teal, 2006). According to this model, firms typically begin 

with domestic focus and progress to experimental involvement, active involvement in foreign 

markets, and finally committed involvement (Johanson & Valhne, 1977)  
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The problem with this approach is that gradual internationalization is no longer realistic in 

today's fast-paced global economy. Foreign companies now enter many formerly protected 

markets in developing countries in large numbers, increasing competition and driving down 

prices. As a result, young entrepreneurial firms have become born global companies that take 

on international expansion early in their inception (Knight and Cavusgil, 1996). Small firms 

in Africa must do the same to survive in today's competitive market environment. 

Generally, small business assistance from governments of African countries is weak and 

inadequate. Take Nigeria for example. The Nigerian government established a Small and 

Medium Scale Industries Development Agency (SMEDAN), but this agency has limited 

scope and reach. The agency is no way near providing the kind of support the United States 

Small Business Administration (SBA) gives to small businesses. The SBA provides financial 

aid, counselling, and other forms of assistance and protection to entrepreneurs and small 

business start-ups, and is a good model for African countries to adopt. Small firms in Africa 

need central government assistance in the form of loan guaranty, direct loan, and training and 

counselling in how to effectively manage a small business. In addition, local governments 

should increase their support for small scale enterprises located in their area. 

Most research studies on African entrepreneurship have concluded that training programs for 

entrepreneurs have been few and far between and different in content than what is needed 

(Wallace, 1999). The training has been mostly urban-centered, and given by people 

unfamiliar with the actual needs of African entrepreneurs. The technology involved in the 

training tended to be beyond what trainees can afford to buy and use. In most cases there was 

no after-training follow up services. And there was no effort made to ascertain the 

effectiveness of the training 
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CHAPTER 3 

METHODOLOGY 

This chapter includes the research methodology of the dissertation. In more details, in this 

part the author outlines the research strategy, the research method, the research approach, the 

methods of data collection, the selection of the sample, the instrumentation, the validity and 

reliability of the instruments, type of data analysis and the ethical considerations. 

3.1 Research Design  

A qualitative descriptive research design has been used to describe systematically the fashion 

design entrepreneurs and challenges they face. Its basic advantage, which also constitutes its 

basic difference with quantitative research, is that it offers a complete description and 

analysis of a research subject, without limiting the scope of the research and the nature of 

participant’s responses (Collis & Hussey, 2003). 

3.2 Sampling 

Fashion entrepreneurs in Swaziland who design fashion apparels were the population with 

estimated number of over 100. Purposive sampling was used because this sampling allowed 

selection of respondents with relevant and factual information. Sample of 25 fashion design 

entrepreneurs were interviewed.  

3.3 Instrumentation 

An interview guide has been used by the researcher with structured interviews to ensure 

candidates have equal opportunities to provide information and are assessed accurately and 

consistently, with a set of systematically structured questions to get needed information from 

respondents. The questions were structured in such a way that they were open-ended. The 

interview guide had sections focusing on each of the objectives of this study. 
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3.4 Validity and Reliability 

According to Colin Phelan and Julie Wren (2005-06), validity is the degree to which an 

instrument measures what it is supposed to measure. For validity a panel of 3 experts were 

consulted comprising of 2 lecturers in the department of Consumer Sciences and 1 from the 

department of Agricultural economics and Agriculture business management (AEM). The 

experts were asked to review the items in the instruments and determine if there were within 

proper language and understanding of small business owners in Swaziland. Moreover, the 

experts were allowed to remove irrelevant items and simplify the relevant items. Reliability is 

the degree to which an assessment tool produces stable and consistent results. Reliability was 

never tested since the study is based on views, perceptions, feelings and experiences. 

According to Conway, Jako and Goodman (1995) reliability is challenging with this tool 

because each interview is unique in some way. This variation can be because there are 

differences between interviewers in terms of the questions would be asked, the data collected 

and the way that the data is interpreted. 

3.5 Ethical Consideration 

An ethical consideration helps protect individuals, communities and environments, and offers 

the potential to increase the sum of good in the world. Social scientists must try to make the 

world a better place by avoiding (or at least minimise) doing long-term, systematic harm to 

those individuals, communities and environments (Israel & Hay, 2006). 

Two principles of ethics used were: 

 Confidentiality-coding instead of using names 

 Avoiding harm, to do good- Interviews were held in a quiet, non-threatening, and 

private place. 
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3.6 Data Collection 

Data was collected through the use of an interview guide whereby the researcher took notes 

as the interviews proceed. Appointments were set prior with each of the 25 fashion design 

entrepreneurs, to avoid disturbing them on their busy schedules. Taking relevant and detailed 

notes of observable behaviours and verbal responses during each interview was crucial. The 

notes helped in reducing the burden on the interviewer to remember details about multiple 

candidates. 

3.7 Data analysis 

Thematic analysis was used for data analysis. Thematic analysis allowed interpretation of 

various themes and analyse the relationship between them. Coding was used for data themes, 

labelled in a manner that different patterns can be grouped according to specific codes. As 

Boyatzis (1998) has observed, thematic analysis is not another qualitative method but a 

process that can be used with most, if not all, qualitative methods. 
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CHAPTER 4 

RESULTS 

This Chapter presents findings of the study. It presents the challenges faced by the fashion 

design entrepreneurs in Swaziland, their skill level in design and strategies that they can 

adopt to overcome those challenges. From data collected in the sample of 25 fashion 

entrepreneurs thematic analysis was used in which the results will be presented in themes. 

4.1 Demographic Characteristics 

The findings of this study from my sample, shows that the industry in Swaziland  is 

dominated by males who are raising the country flag high in as far as fashion design is 

concerned. Among the respondents, most of the fashion design entrepreneurs (60%) were 

male, compared with 40% who were female. The average age for local fashion design 

entrepreneurs is 27 years.  

A more in-depth analysis showed that the majority of respondents were between the ages of 

23 and 40 years old from the 25 Swazi fashion design entrepreneurs interviewed. From the 

results one can clear see that the fashion industry in Swaziland has a higher number of males 

running small and medium fashion design businesses in different areas in the country. 

The number of businesses employing one or none was (80%). Only businesses (20%) 

employed more than two people but less than five. The majority of these were those on 

tailoring and bridal wear. Respondents were asked whether they had received business-

management training, either after establishing their businesses: among the respondents some 

mentioned that they did not receive any form of training ever since they started their 

businesses. 
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From the interview in relation to the years those businesses were formed it shows that; most 

of the respondent’s entrepreneurial businesses about 44% were formed between 2010 to date, 

mostly those on street fashion after the recent innovations on portable heat pressing 

machines. About 24%  were formed between 2001 and 2009  with the last group of about 

32% were formed before 2000 and started as dress makers after sewing a gap in school 

uniforms then later on they started diversifying their products.  

The entrepreneurs were motivated by a number of things to start their businesses; with 55% 

who just wanted to be rich, 35% who wanted to be their own boss and 10% who wanted to 

enjoy satisfying life. Most of the businesses were started from capital raised from family 

members, friends and own personal savings.  

4.2 Products Mix of Local Fashion Design Entrepreneurs  

In terms of product; a majority are producing street/fast fashion which include branded t-

shirts, caps, sweaters targeting the youth and an outgoing an outgoing person. Some are on 

tailoring and bridal wear producing suits and wedding gowns their target population is the 

adult group. Others are doing all types of garments a customer may want targeting people 

from the different generations. Very few, are specialising on African prints and tribal wear, 

they target high profile people.  

Apart from specialising in the different market segments, they offer accessories hence 

forming a related merchandise offer with a perception that if the two go together can enhance 

ones look. Most provide advice to customers based on style that can suit one’s body shape. 

4.3 Swazi Fashion Entrepreneur’s Skill level on Fashion Designing. 

Most entrepreneurs highlighted that technical skills training in this industry is in the top list 

of things needed for one to master essential skills quickly to be more effective on their  

businesses.  
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In term of educational background, some of the respondents went to colleges both locally and 

out of the country, holding diplomas in fashion design. From my respondents it shows that, 

the industry also comprises of those who went as far as high school because they were being 

attracted by the perceived glamour and fun associated with the fashion industry.  

A larger number of local fashion entrepreneurs have university degrees but with only a few 

who did fashion design related courses, others shifted from their careers by passion and the 

gap they saw in the industry. Among the designers mentioned apparel pathway of the 

Apprenticeship in Fashion and Textiles as another option that would give a designer an 

excellent grounding and professional experience.  

The entrepreneurs highlighted that Apprenticeship in Fashion and Textiles offers the 

opportunity to work in the industry while gaining a recognised qualification. In the process of 

being an apprentice one gain real experience of the workplace, a broader understanding of the 

fashion and textiles industry and when they finish their training one will be ready to work and 

with a network of professional contacts. 

Among the designers, only those who went as far as university have managerial skills and 

this has a positive impact on the way they run their businesses. Moreover, as mentioned 

earlier under human resource, some local fashion design entrepreneurs are only able to hire 

machinist to specialise on the sewing.  

On the other hand Swazi fashion design entrepreneurs are not well equipped on quality 

standards and their use in design and process control inspection of their products, so that it 

will be easier to get certification form local quality agencies. The certification indicates that a 

company has met the criteria for business-to-business documentation used on the global 

market.   

http://creativeskillset.org/who_we_help/young_creative_talent/ways_creative_industries/creative_skillset_apprenticeships/filter/apparel+pathway
http://creativeskillset.org/who_we_help/young_creative_talent/ways_creative_industries/creative_skillset_apprenticeships/filter/apparel+pathway
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4.4 Challenges Facing Fashion Design Entrepreneurs in Swaziland. 

The results revealed a number of challenges facing Swazi Fashion design entrepreneur in 

Swaziland. Among the respondents, they listed registering brands to be trademarks as the 

major challenge; followed by having the problem with sourcing capital, moreover others 

mentioned lack of managerial experience as a challenge. From the data collected other 

challenges highlighted were; distribution, getting good manufacturers, low scale production, 

and lack of government support. 

4.5 Strategies suggested by the entrepreneurs to overcome the challenges  

To get an edge and position themselves ahead of the challenges, entrepreneurs must 

implement effective business strategy for overcoming all the challenges they are faced with. 

Strategies that were suggested by the entrepreneurs are; forming clusters, the adoption of 

quality standards such as ISO, using fashion week as a springboard and lastly having 

government policies to support emerging entrepreneurs. 
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CHAPTER 5 

DISCUSSION 

This exploratory study investigated the challenges facing Swazi fashion design entrepreneurs. 

The discussion concentrates on all the challenges Swazi fashion design entrepreneurs face. 

Moreover, suggested strategies to overcome the challenges will also be discussed. The 

challenges include insufficient capital, lack of business skills, distribution, getting good 

manufactures, low scale of production, registering trademarks and lack of Government 

support. 

5.1 Description of Challenges  

Many fashion design entrepreneurs, who want to compete by running their own brands, are 

faced with many challenges including personal challenges and a variety of external 

obstacles.The fashion industry is an unpredictable and hyper competitive market with short 

product life cycles.  

One of the most powerful elements in fashion is time. Apparel is developed for different 

seasons, special event and for different time of the day (Jones, 2005).The high fashion 

designers in Swaziland and across the globe have to work according to the traditionally 

fashion industry calendar, which is divided into major season; spring/summer and 

autumn/winter. The whole industry must arrange itself around these standards. 

5.2 How the Challenges Affect Entrepreneurs 

5.2.1 Availability of materials 

Swazi fashion entrepreneurs have been facing difficulties in getting affordable, high quality 

and unique fabric from Swazi fabric suppliers such as Mr cheap and Standard traders.  
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This has led to different designers being forced to use same fabrics in their collections. From 

the respondents a majority of fashion entrepreneurs have the problem of sourcing fabric and 

they pointed out that “this is due to the fact Swaziland do not a local manufacturer of 

different kinds of fabrics with unique print designs”. While it is possible for some of the 

fashion designers to source fabrics from suppliers outside the country; cost, effort and 

minimum order sizes become a real problem. This is why one can see so many Swazi fashion 

designers using the same fabrics. It is not that the fashion designers are lacking imagination 

or they copy from each other, but that it is all they can find from local suppliers.  

On another hand, it is worth noting that the prices of some of the fabric from local suppliers 

are also high. Although only a few of our local fashion entrepreneurs are able to source 

material across Africa and even abroad through connections with other entrepreneurs in other 

countries. 

5.2.2 Insufficient Capital 

During the interviews some designers mentioned that “in this industry countless people with 

incredible ideas fail because they are not able to access funds to enter the industry”. 

Entrepreneurs highlighted that; fashion design entrepreneurship is a business where you need 

money in every step, to make quality design, to market and to promote your business. A 

study done by Koop, de Reu, and Frese (2000) found that the amount of starting capital was 

positively related to business success. In Swaziland a majority of the designers interviewed 

lack funds that would help them achieve quality in design and promotion.  

The major source of capital being owner’s capital (equity) which the entrepreneur has raised 

is through savings. Other source is a variable capital which is money and assets needed from 

time to time to help during peak seasons to increase stock.  
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What local fashion entrepreneurs are lacking is outside sources (borrowed, loan, foreign) and 

trade credits where they can buy stock/raw material on credit from suppliers. There are also 

no other government programmes aimed at helping the nation start business in the clothing 

industry apart from Youth fund and Kick-start by Swazi Beverages. For some start-up 

business they highlighted that it took time for their business to break-even because they 

didn’t have enough money to keep the business running as a form of working capital.  

Whereas some researcher highlighted views that were completely different from what was 

gathered from the respondents, Studies by Dia (1996), Godsell (1991), Hart (1972), and 

Harper (1996) found that additional capital is often not required and can be overcome through 

creativity and initiative. Kallon (1990) found that the amount of capital needed to start a 

business is significantly negative when related to the rate of growth for the business. Further 

highlighted that access to commercial credit did not contribute to entrepreneurial success in 

any significant way, and, if it did, the relationship would be negative. On the other hand, 

some researchers have argued that small businesses are under-capitalized.  

Business owners in Africa tend to depend upon their own or family savings and access to 

capital remains a challenge. Most of them cannot meet the requirements for commercial 

loans, and those who do find such loans expensive (Gray, Cooley, and Lutabingwa, 1997; 

Kiggundu, 1988; Trulsson, 1997; Van Dijk, 1995). For example, Kallon (1990) found that 

65.6% of the firms studied depended entirely upon personal savings for capital, 10.9% had 

access to family savings, 9.4% used commercial banks, and 7.8% drew resources from 

partners, shareholders, and other sources. 

On another hand, the entrepreneurs mentioned that they are failing to get loans from financial 

institutions because most of the times their capitals contribution may be too small.  
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Some lack experience in financial management; this create difficulties when approaching 

potential suppliers of needed finances to help them. Lack of financial expertise in small 

business; related to the lack of experience in financial management but specifically concerns 

the business plan. Too much emphasis on collateral by suppliers of finance; “if you don’t 

already have an umbrella, I can’t help you get one”, a statement used by most banks to 

disqualify applicants from getting a loan. 

5.2.3 Lacking Essential Business Skills Set: 

These are skills that are essential in the success of all firms. This set of skills keep enterprise 

prosperous and successful, not only their own prosperity but the prosperity of shareholders, 

managers ,staff and even the nation itself depend upon maintaining efficiency and 

competitiveness in the free –enterprise world. According to Jones (2008) Fashion consists of 

both commerce and creation. You need to find the right balance, if not you cannot continue. 

Although I will always defend a very pure creation, I should not forget that I am responsible 

for the jobs of the 500 people working for Yohji Yamamoto. In the interviews it emerged that 

a majority of the Swazi fashion design entrepreneurs were attracted but the perceived 

glamour associated with the industry they end up not acquiring all necessary business 

management basics. In light of this, one respondent suggested that:  

“As entrepreneurs we lack essential skills of carrying the responsibilities and becoming a 

good entrepreneur who indulges in risk taking and knows how to sell. This doesn’t mean 

however that all of us lack skills in being an entrepreneur. There are some that are better 

than others, and some who have a lot of room for improvement. Entrepreneurial skills can be 

honed and sharpened, but only with practice of being in business. I believe a successful 

entrepreneur is one who has faced and learned from failures and not just one who has been 

dependent on success”.  
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The set of skills challenging the fashion design entrepreneurs are: bookkeeping, marketing, 

pricing, human resource management, networking, sustaining clientele and growing the 

business.  

In relations to bookkeeping, among the fashion design entrepreneurs interviewed some were 

having problem with record keeping and the basics of accounting yet it affect their business 

in many ways. Accounting is the art of controlling a business by keeping accurate 

bookkeeping records, measuring and interpreting the financial results of the business by using 

the information in these records, communicating the result to management and other 

interested parties. A study by Kazooba (2006) revealed that poor recordkeeping and a lack of 

basic business management experience and skills are major contributors to business failure. 

Researchers also identified inexperience in the field of business, particularly a lack of 

technical knowledge, plus inadequate managerial skills, lack of planning, and lack of market 

research as additional causes of business failure (Lussier, 1996; Mahadea, 1996; Murphy, 

1996; van Eeden 2004). 

Some designer even stated that “Swaziland Revenue Authority demand its shares in the form 

of income tax which must be correctly calculated in the accounting books to avoid incurring 

losses”. True purpose of accounting is to maintain proper control of finances of a business 

and must be done using double entry bookkeeping that must be done careful and efficient. 

The Cash received from daily (or evenly hours) sales must be safeguarded and banked as 

quickly and as efficient as possible. With accounting businesses decide on effective pricing 

(as problem to be discussed later in the study), credit policies, financial procedures and 

processes.  
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With relations to marketing, Swazi fashion design entrepreneurs are having a big problem 

and it’s been noted that the fashion industry, more than other fields, relies a great deal on 

marketing to sell. When we are talking about marketing it’s a combination of (advertising, 

promotion and public relations).A lot of people do not know that for a particular dress the 

amount of money fashion entrepreneurs spend is actually much lesser than the money spend 

in marketing, because no marketing no sell. Entrepreneurs alluded to the fact that ,it is not 

enough to have an excellent product or services you have to be able to inform and convince 

the target market about it and make it easy to buy it. Marketing must be effective and 

efficient for the success of business, but for Swazi fashion design entrepreneurs it is not so.  

The lack of marketing activities has led to a lack of consistent income for the small business 

owners. In seeking to make messages that stand out amidst traditional marketing clutter, 

Grossmann(2000)notes that ‘new type of advertising are popping up everywhere, you will 

find them at the bottom of golf courses, on the roof of taxi cabs, on fresh fruits, on hotel room 

key cards and supermarket floors. With magazine advertising, it is likely that consumers who 

buy special interest magazine will be interested in the type of product and services that are 

advertise in them for example, Getaway readers will have interest in camping equipment 

being advertised. E-communication/internet advertising is an economical and efficient way to 

market to customers.it foster new and different forms of interactions; it ensures low cost, real 

time interactivity between a large number of people worldwide. Marketing in the internet can 

take a number of different forms.  

The multimedia capabilities of the web allow advertisers to use color, graphics, movement, 

video and even sound. Typically, business uses their website as vehicle to advertise 

themselves and their product or services.  
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Moreover with relation to pricing, the price of a garment is the consensus on its value, and at 

all times clothing company has to adjust itself to the market price for its products. This price 

is determined by the total supply of the product offered by all sellers against the total demand 

for the products by all buyers. The entrepreneurs pointed out that in Swaziland People always 

complain and say that “one can buy a top at Mr Price for E50”. The truth is with E50!!! The 

designers cannot even buy enough fabric from local suppliers for a top like that. This 

excludes manufacturing costs, marketing costs, overheads and a tiny slice of profit. The 

entrepreneurs mentioned that it is very difficult to compete on price if your manufacturing 

operation is based in Swaziland. 

On another hand, Human resource is very important when you are running a business, it 

doesn’t matter the size.More recently organizations consider the HR department as playing a 

major role in staffing, training and helping to manage people so that people and the 

organization are performing at maximum capability in a highly fulfilling manner (McNamara, 

1998). In the global business, HRM is increasingly considered a contemporary development 

to reshape employment relationships as a tool that may have effectively replaced other 

management traditions like Personnel Management (PM) and Industrial Relations (IR) 

(Marchington & Wilkinson, 2002). With local fashion design entrepreneurs; Fashion design 

entrepreneurs at some pointed out that they fail to set proper agreements or even come up 

with documented policies to help deal issues of human resource.  

Some fashion entrepreneurs mentioned that “we hire people and promise them to pay them 

maybe  E2000 every month yet at the end of the month you will find that the person was not 

productive enough even to produce stock double his salary so that the business will be able to 

pay other expenses on top of the employee’s salary”.   
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With relations to sustaining clientele, before going to any seller the designers has to access 

the group to whom they actually target, but the fact is way different at selling points. 

Entrepreneurs have highlighted that, for any product the end user is not the only decision 

maker who will buy and wear, in most of the cases the decision makers buy the garment or 

dress and the end user wears it. So this process is ridiculously complex and the designers 

need to understand whom to target and whom to not for every product or for every line of 

collections. In that way they can increase their connection with the end user which not only 

benefits them but also the retailers will get the benefit out of this process.  

The design competencies should move towards those of the ‘strategic design’, thus 

introducing the concept of ‘strategic design for sustainability’: the design of an innovation 

strategy, shifting the business focus from designing and selling physical products only, to 

designing and selling a system of products and services which are jointly capable of fulfilling 

specific client demands, while re-orienting current unsustainable trends in production and 

consumption practices. 

Lastly, sustainable growth is among the biggest challenges any business leader faces, but it 

isn’t a new problem. Entrepreneurs involved in the fashion design industry in Swaziland fail 

to create long-term value from the work they direct without exhausting the finite resources at 

their disposal. The entrepreneurs lack authentic purpose for their business yet, when a 

business has a clear vision; it’s easier to create products and services of value.  

One good example by the Revlon founder Charles Revson, always used to say that he sold 

hope, not makeup. Business growth can take the form of intensive growth, integrative 

growth, and lastly, diversification growth (Kotler, 2010). 

 



35 
 

Intensive growth consists of four sub-steps and these are market penetration, market 

development, product development, and diversification (Middleton (2009); Kotler et al., 

2010; George, 2012), integrative growth (backward, forward, and horizontal integration). 

This is then followed by, thirdly, diversification growth (concentric, horizontal, and 

conglomerate diversification).  

5.2.4 Distribution  

The designing and production of clothes is up to a designer but one cannot fully control the 

distribution of their product. Among the respondents 80% mentioned that they have to work 

hard to have all their collection sold. Moreover, they have to work even harder but at the end 

fail to get their brands into clothing stores and this cost them a lot of effort and time. When 

the goods don’t sell at retail, the designer is forced to take them back and turn around to sell 

them to a discounter, further extending the cycle of “more for less.” This obviously doesn’t 

work. Delivering directly to customers sometimes require one to have transport to ferry the 

good to a customer who may fail to come to the business premises as a way of building 

customer loyalty. Most fashion design entrepreneur’s local use a direct distribution to 

customer without use of a middle man. This channel of distribution is time consuming. Very 

few have their product sold through the middle man such as an agents or a marketing 

company which need to be paid commission for their services. 

5.2.5 Getting good manufacturers 

During data collection, one entrepreneur complained saying “I have my orders from 20 

stores, some of them are high profile, but I just can’t seem to find anywhere where I can make 

these garments to the standard I need them to be at a fair price also.”  
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Swazi fashion design entrepreneurs mentioned that getting good and a reliable firm to handle 

the production process of their work is a challenging experience. “If you decide to handle the 

production yourself, that would actually mean a lot more capital because of the costs of 

equipment and if you decide to outsource to companies abroad where it is usually cheaper, 

you would have the problem of minimum order quantity because these companies usually 

have a minimum order that they can take which is sometimes in hundreds”. A question they 

ask was “How sure are you that you would be able to sell a hundred pieces of the same 

design easily?” Again, one would need a lot more capital to do this.  

Part of the problem is that manufacturers don’t generally devote time to marketing 

themselves, due to lack of time, low levels of IT skills and a lack of available finance. 

Together, these factors make it difficult for emerging designers to find manufacturers, except 

through referrals. Many manufacturers – particularly those who are older and have been in 

business for a long time – may lack even basic IT skills, and therefore do not have any online 

presence. This is problematic for young designers used to using the internet for information.  

In addition there are sometimes discrepancies between designers and manufacturers in terms 

of what each considers a ‘luxury garment’, depending on the knowledge and experience of 

each party. It’s not just emerging designers that struggle with sourcing a manufacturer; many 

established designers also find it difficult to source a production unit that can meet an 

increase in demand or grow with them. For designers who are more established, producing 

larger order sizes can be a problem, as many of the Swaziland’s high-end manufacturers are 

small operations. 
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Designers don’t always know where to go to find a factory that can produce larger orders. 

Currently there is no single directory, either print or web-based, that has a comprehensive list 

of high-end manufacturers. Likewise, for those manufacturers that are actively seeking new 

designers, there is no obvious place to go to find them. The situation is made worsened by the 

reluctance of designers to share contacts with each other. In reality the sharing of contacts is 

mutually beneficial to designers and manufacturers alike.  

If a manufacturer doesn’t have sufficient clients, they might be forced to close, which 

ultimately doesn’t help any of the designers. Some suggested solutions to the current situation 

of the industry: Organising a database of manufacturers, including details of specialist skills, 

provision of IT training for manufacturers to enable them to use database, search engines and 

create their own webpages, hosting cross-sector forums/events to bring designers and 

manufacturers together, developing Cross-Industry factory assessment criteria and lastly 

developing cross-Industry Quality requirement criteria. 

 Furthermore, Fashion design entrepreneurs need to develop code of Practice to be signed by 

manufacturers and factory assessment checklist to be able to see if all the work delivered by 

the firm meet met their requirements. 

5.2.6 Low scale of production 

 In the conversations with different fashion designers and  it turned out that 76% of  the  

fashion design entrepreneurs who have just set up their small businesses do not dream big but 

rather they view themselves as artist not business people. “When we started we never thought 

about making money, we wanted to create beautiful things” 
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However the entrepreneurs highlighted the following as demerits of operating small scale 

production businesses: high cost of production, wastage of by-products, Lack of division of 

labour, difficulties in getting loans, difficult to face economic crisis, costly raw materials, 

lack of standardized goods, lack of Research and difficult to face competition with large scale 

producers. 

The cost of production per unit increases because there is a high cost of labour for those with 

few workers, a very little scope for division of labour and lesser use of machinery. In the 

small scale production, it is not possible to make economic use of the by-products, as in the 

large scale production. By-products of the small producers generally go waste. 

In the small scale industries, the size of production is small, and there is lack of division of 

labor and less profits to the entrepreneurs. It cannot enjoy the financial economies. Funds are 

either not available and if available, they have to pay higher rate of interest. Due to the 

limited resources and financial weakness, the small scale producers cannot face economic 

crisis. The producers do not have the capacity to bear losses for long. In fact, under a small 

economic crisis, many small businesses are closed down. 

In the small scale production, raw materials are purchased in small quantities which are 

available to the small producer at higher prices. The quality of goods is not standardized or 

up to the mark in the small scale production. It is difficult to sell goods because of their low 

standard and inferior quality. The small scale industries have limited means at their disposal.  

The small scale firms cannot spend much on research in the field of science and technology. 

In this way, the small scale industries are a hurdle in the way of technical research and, 

industrial development. If some large scale producers enter the market; the small producers 

find it difficult to compete with them. The small producers perish at the hands of the large 

scale producers. 



39 
 

5.2.7 Brands and Trademarks 

A trademark is a valuable asset that a business can have. This is because your brand is an 

investment in the future of your business, one worth protecting. A registered trade mark 

protects your brand and is more valuable than a business name or a domain name. By 

registering your trade mark, you have the exclusive, legal right to use your brand on your 

goods and services.  

A trade mark registration also alerts other traders of your intellectual property rights, which 

may deter them from choosing the same, or a similar, trade mark. Trade marks, like other 

assets, can be licensed or sold. Results from this study shows that almost 92% of the 

designers interviewed were having a problem with registering their brands as trademarks.  

The entrepreneurs mentioned that “we do not know where to register our brands as 

trademarks and we fear that it will take a lot of money from our businesses”. This may mean 

that there is lack of information disserrnination with the Government ministry responsible for 

the registration of those trademarks. Branding and trademarks are used to identify product in 

the market place, according to Cant M.C & Strydom JW (2006) a brand can be defined as a 

name, term, design, symbol or any other feature that identifies your product as different from 

those of competitors.  

A trademark is a brand or part of the brands that has been granted legal protection and it 

protects seller’s exclusive right to use the brand (Jooste, 2005).The business that has 

registered the trademark gets exclusive use of that trademark and no competitor is legally 

allowed to make use of it, examples of trademarks is Nike and Adidas.  
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There are legal implications for the small business entrepreneur registering a trademark but if 

you want to build your brand and make sure no one else grabs it, it needs to be protected and 

that means that it is imperative that it be registered. Jooste (2005) alluded that, as the owner 

of a registered trademark you have: The exclusive right, with certain exceptions, to use your 

registered trade mark as a brand name for the goods or services specified in the registration. 

Moreover you have the exclusive right to authorise other entities to use your registered trade 

mark for the goods or services specified in the registration. A registered trademark as a 

personal property and can be sold. 

5.2.8 Lack of Government Support programmes 

Almost all the fashion design entrepreneurs 100% highlighted that what is real affecting them 

in the industry is that there are no policies put in place by Government to support and finance 

start-up businesses, including grants, finance and loans, business support (e.g. mentoring and 

consultancy) and more programmes that will encourage business start-ups. One of the 

entrepreneurs interviewed actually asked, “Is this going to help our company in future? Will 

the government look at what has been affecting us so far and assist as per the challenges that 

underlie this industry? 

One cannot run from the fact that good regulation is a good thing. It protects consumers, 

employees and the environment; it helps build a more fair society and can even save lives. 

But over the years, regulations together with the inspections and requirements that go with 

them have piled up and up. Fashion entrepreneurs pointed that this has done harm to our 

economy and society too, because businesses are also a form of income for any country 

through their taxes. When people are confronted by a raft of regulations whenever they try to 

volunteer or play a bigger part in their neighbourhood, later on they begin to think they 

shouldn’t bother. 
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5.3 Strategies that can be employed to overcome challenges faced by fashion design 

entrepreneurs. 

5.3.1 Collaborations 

Setting up a business with a business partner implies the benefit to be able to share the work. 

The tasks and duties have to be clearly arranged and coordinated. And it implies furthermore 

to gain advantage of the complementary skills the business partner brings in the relationship. 

The business and management tasks can be handed over to the partner so that the designer is 

able to concentrate on the creative side of the business without having the business issues 

always in mind.  

If the relationship is mutually advantageous, the couple works closely together and can 

discuss certain issues. Decisions do not have to be taken alone, but can rather be reached 

collectively. It reduces risks, since two heads are better than one. Mistakes can be avoided 

and risks can be passed out to two persons. The partner is at best a source of motivation and 

additionally it is not only a business partnership but also a long-lasting friendship. Through a 

partnership of a designer and business partner complementary skills can be matched. 

Already at university, communication and interaction of creative students with business 

students need to be enhanced. The relevant example for a partnership in the fashion industry 

is characterised by a long-lasting friendship between Mark Jacobs and Robert Duffy. In 1984 

Marc Jacobs and Robert Duffy met at the graduating fashion show of Marc Jacobs at the 

Parsons School of Design. The complementary minds are on one side Marc Jacobs as the 

designer and creative person, whereby Robert Duffy is the rational and business minded 

Partner.  

In 1984 they founded the company Marc Jacobs International. Duffy is taking care of the 

business strategy and overlooks the whole company, such as the corporate culture to ensure 

that it is based on a common vision and Jacobs’s design language.  
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He is the one who is handling the business related issues and who knows how to 

commercialise the business in an optimal manner. 

5.3.2 Forming Clusters  

The term ‘cluster’ is used to indicate a sectorial and geographical concentration of enterprises 

which produce and sell a range of related or complementary products and are, thus, faced 

with common challenges and opportunities. These concentrations give rise to external 

economies (such as the emergence of specialized suppliers of raw materials and components 

or the growth of a pool of sector-specific skills) and favour the emergence of specialized 

services in technical, administrative and financial matters.  

Clusters are also a conducive ground for the development of a network of public and private 

local institutions which support local economic development promoting collective learning 

and innovation through implicit and explicit coordination.The concept of ‘networking’, 

finally, refers to the overall action of establishing the relationships characterizing both 

networks and clusters.  

The programme will also emphasize the development of local institutions to act as facilitators 

of the networking process, or "system integrators". These should support the emergence of a 

joint entrepreneurial vision involving the whole business system composed by firms, their 

suppliers, buyers and support institutions and be able to enact that vision through common 

development projects. Indeed, it is this emphasis on the whole business system and not on the 

individual enterprise that constitutes the main difference between networking programmes 

and other traditional technical cooperation programmes. 

Through networking, individual SMEs can address the problems related to their size and 

improve their competitive position. On account of the common problems they all share, small 

enterprises are in the best position to help each other.  



43 
 

Through horizontal cooperation (i.e. with other SMEs occupying the same position in the 

value chain), enterprises can collectively achieve scale economies beyond the reach of 

individual small firms and can obtain bulk-purchase inputs, achieve optimal scale in the use 

of machinery and pool together their production capacities to satisfy large-scale orders (Pyke, 

1992). Through vertical cooperation (with other SMEs as well as with large-scale enterprises 

along the value chain), enterprises can specialize on their core business and give way to an 

external division of labour (Marshall, 1990).  

Inter-firm cooperation also gives rise to a collective learning space, an "invisible college" 

(Best, 1998), where ideas are exchanged and developed and knowledge shared in a collective 

attempt to improve product quality and occupy more profitable market segments. Lastly, 

networking among enterprises, providers of business development services (BDS), and local 

policy makers can help to shape a shared local development vision and give strength to 

collective actions to enhance entrepreneurial strategies. 

5.3.3 The adoption of Quality Standards such as ISO 9001  

Standards are a set of characteristics or procedures that provide a basis for resource and 

production decisions. Standards are used to define the quality level, characteristics and 

performance for a firm’s product (Glock & Kunz, 2005). The ISO 9001 quality management 

standards are accepted in many parts of the world .in many countries a company must ISO 

9001 Certified in order to trade. Many companies in the US and other countries have become 

ISO 9001 Certified to maintain access to international market.  

Certification indicates that a company has met the criteria for business-to-business interaction 

documentation existing in for various activities, including design, purchasing, process control 

inspection, record keeping, delivery and storage. Outside audits are conducted periodically to 

evaluate the system.  
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Benefits of quality certification include; eliminating unproductive work, reducing cost, 

providing a competitive advantages for companies, promoting teamwork within the 

companies and developing a better understanding of processes and responsibilities throughout 

the company.  

5.3.4 Using a fashion week as a springboard  

A fashion week is a fashion industry event, lasting approximately one week as earlier 

mentioned in the literature review, wherein fashion designers, brands or "houses" display 

their latest collections in runway shows to buyers and the media. These events influence 

trends for the current and upcoming seasons with a support structure of fashion editors, retail 

store buyers, fashion bloggers, industry influencers and designers form all over the world. 

Fashion weeks are held several months in advance of the season to allow the press and buyers 

a chance to preview fashion designs for the following season.  

In February and March, designers showcase their autumn and winter collections. Fashion 

week for spring and summer is held in September and October. The latest innovations in 

dress designs are showcased by renowned fashion designers during these fashion weeks, and 

all these latest collections are covered in magazines such as Vogue. This platform can allow 

retailers to purchase or arrange to incorporate Swazi designers in their retail marketing. On 

another notes designers get a chance to share skills with other industry professionals. 

The fashion week can be possible with the existence of a cluster because it calls for collective 

effort to host an event of that nature. Our neighbouring countries have been able host such an 

event for years now and this has benefited their designers having their product feature in 

department stores such as Edgars. 
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The SAFW (South African Fashion Week) does a lot for South African designer even the 

new ones to market their product to a wider customer base. The fashion weeks are not only 

about the fashion shows, but it is also a networking platforms for designers specialising in 

different product and thus fostering collaborations. 

The event also comes with workshops to empower the designer and other stakeholders. Under 

the careful guidance of the Cluster, Swazi Fashion Week can become more individually 

selective while at the same time expanding the areas of selection, both nationally and 

internationally presenting only the best in creativity, artistry and quality for which this 

country’s designers must be known of. 

5.3.5 Having Government policies to support emerging entrepreneurs:  

Through inputs subsidies and tax exemptions or leave for a fixed duration, this must be aimed 

at reducing the cost of production by lowering the price of inputs. They usually take the form 

of subsidies directly applied to inputs like fabric subsidy. Moreover, the small firms must be 

exempted from indirect taxes or must be given special tax treatment. The entrepreneur must 

also get long-term investment assistance which will help in increasing productivity and 

profitability whilst also moving away from low scale production which is a problem in 

business.  

The government must use other tools such as marketing support with the aims to reduce the 

marketing cost of home producers through different programmes such as transportation and 

storage subsidies and subsidized marketing credit. Hence when entrepreneurs export their 

product they will benefit more from the exchange rate, which is the price of domestic 

currency in relation to foreign currency.  
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CHAPTER 6 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

This chapter presents the summary, conclusion and recommendation of the study. 

6.1 Summary 

The purpose of the study was to identify the challenges facing Swazi fashion design 

entrepreneurs in order to provide documented data. Data was collected through purposive 

sampling from 25 Swazi fashion design entrepreneurs using an interview guide designed for 

the entrepreneurs. 

The study findings indicate lack of business management skills, absence of market networks, 

lack of knowledge on the application of quality standards, not registering brands as 

trademarks, low scale of production, and lack of recognition by the government and 

insufficient resources as the major perceived barriers hindering success of the fashion 

industry and preventing entrepreneurs from reaching the global market. 

On the basis of the findings of this study, it is concluded that Lack of financial support and 

lack of policy coherence for small business support need to be addressed quickly if the 

entrepreneurs are not to fall far behind their counterparts in other parts of the world. Students 

in universities and technical schools should be encouraged to become entrepreneurs because 

of their potential to explore non-traditional business models. 

6.2 Conclusions 

There are varied challenges in the fashion design industry in Swaziland. Lack of financial 

support and lack of policy for small business support need to be addressed quickly if the 

entrepreneurs are not to fall far behind their counterparts in other parts of the world.  
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According to (Biggs and Shah, 2006) education and training support for entrepreneurs and 

small-scale enterprises will help establish a good foundation for small business growth. 

Strengthening network cluster will enhance learning for local entrepreneurs and provide 

opportunities for growth and acquisition of skills for effectively competing in today's global 

marketplace. Supply relationships with large buyers provide small firms market access, new 

products, process technologies and, sometimes, trade credits. Therefore, Swazi governments 

should encourage clusters formation incorporating small firms and large buyers. Effort should 

be made to help small firms to meet international product and process standards. 

Partnerships with foreign firms through joint ventures, licensing, and other collaborative 

modes of operation should be encourage, especially partnerships that have export potentials. 

Development programs such as the Export Promotion of Organic Products from Africa 

(EPOPA) for agricultural products, initiated by the Swedish International Development 

Cooperation Agency (SIDA), is a good example of the kind of partnership that helps small 

businesses in Africa gain access to markets in developed economies. EPOPA offers small 

farmers in Africa opportunities to participate in organic food markets in Europe. 

Access to bank loans and direct government financial support are reported in study as a 

serious problem for small businesses in Swaziland. Better financial assistance is needed to 

address this problem. According to Honohan and Beck (2007), African firms finance a 

significant percentage of their investment with internal funds, about 68 percent. This 

observation highlights lack of financial assistance to small-scale enterprises. Policies to 

address this problem should be established with input from lending institutions. The concerns 

of banks should be taken into consideration in developing financial support policies for small 

businesses.  
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Governments should work with lending institutions to lower the risk of loan default. While 

governments need to play an important role, other sources of assistance to small businesses, 

such as venture capitalists, should be considered. Entrepreneurs should be aware of the 

importance of family members, friends, and business partners in raising start-up capital. It is 

also important that entrepreneurs recognize the benefits of education and training in ensuring 

the success of any business endeavour. 

6.3 Recommendations 

In order to encourage entrepreneurship in the fashion industry, adequate methods of teaching 

and training are necessary. A basic level of business and entrepreneurial knowledge needs to 

be taught at fashion design education institutions to save design entrepreneurs from making 

mistakes that could be prevented. Designers need to take courses in entrepreneurship in order 

to set up sustainable businesses after their studies. 

As mentioned before, a number of fashion entrepreneurs lack of interest in business 

management skills. The education institutions need to raise the awareness for essential 

management and business topics, especially for potential fashion entrepreneur students. The 

students have to understand what is connected to a company creation, to learn how to behave 

and why management and business skills are important.  

Further research needs to be conducted one may be to check the effectiveness of the 

strategies suggested in this study and to what extent are the entrepreneurs benefiting from 

them. Other research may be: How is it possible to apply the concept of an external 

professional management on young fashion design companies to achieve a sustained success? 

The fact is that the possible role of government and other authorities/ agencies in improving 

entrepreneur performance is also worth investigating. 
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LUYENGO CAMPUS   

P O BOX LUYENGO  

Swaziland 

TEL:2685283021/1/2/3 

FAX: 268528302/5283441 

TELEGRAM: UNISWA 

                                                                                                                              

Dear Sir/Madam 

                                 Re: Request for validation of research instrument 

 

I am a final year student at the University of Swaziland, Faculty of Consumer Sciences 

pursuing my degree in TEXTILE APPAREL DESIGN and MANAGEMENT. In partial 

fulfilment of my degree I am conducting a study on the “CHALLENGES FACING SWAZI 

FASHION DESIGN ENTREPRENEURS. 

 

In view of your expertise and experience I am kindly requesting for your assistance in 

validating the relevance of the items on the attached interview guide. 

 

The objectives of the study are: 

1. To identify the challenges facing fashion design entrepreneurs in Swaziland. 

2. To determine the type of products local fashion design entrepreneurs produce 

3. To determine their skill level on fashion designing. 

4. To suggest strategies that can be employed to overcome challenges faced by fashion 

design entrepreneurs. 

Your kind co-operation in this regard will be highly appreciated. 

 

Yours Faithfully 

…………………                                                                                            …………………. 

KUNENE, LINDELWA                                                                                     Miss S. Moyo 

(Researcher)                                                                                                       (Supervisor)                                                                                                   

+26876827857 
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INTERVIEW GUIDE: 

SECTION A: DEMOGRAPHIC INFORMATION 

 ADDRESS………………….REGION…………… …………………. 

 AGE……………………MARITAL STATUS………………………. 

SECTION B: CHALLENGES  

 When was the business started? 

 How do you finance your business? If any challenges what are they? 

 What keep you motivated during difficult times? 

 How big is your clientele? 

 Do you have problems in attracting new clientele? If so what could be the cause? 

 Where do you sell your product, how do you promote? 

 Are Swazi’s willing to buy from local designers. 

SECTION B: PRODUCT MIX 

 What type of product do you design/make? 

 Why did you choose to concentrate on these products? 

 Do you make any accessories to go with your designs? 

 Who is your target market?  

 Would you consider extending into other services such offering advice/ consultation?  

 Where do you source material, do you always get what the customer want?  

 If you fail to get the material the customer want, are they allowed sourcing it 

themselves that satisfaction of the final product is not compromised. 

 Do you offer alteration of garments to your loyal customers to build good company 

reputation? 
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SECTION C: SKILL LEVEL 

 Do you think technical training is relevant in this business or person’s self-teaching 

can be enough? 

 Did you get any technical training? If so where and what qualification do you have? 

Would you consider furthering your studies and obtain higher level qualification? 

 If without qualification, did you do apprenticeship with any of the industry pioneers to 

grasp the necessary skills? 

 Do you think Swazi designers are well equipped compared to designers from other 

countries? If not what do you think can be done to improve their skills. 

 Do you have skills in management to help run your business smooth? 

 Do you do everything on your own or you have employees with relevant expertise ? 

 Do you offer training to your employees or do you attend any workshop to improve 

on your skills. 

 Do you use any quality standards in your production process? Which one ISO or 

ASTM 

SECTION D: STRATEGIES TO HELP OVERCOME THE CHALLENGES 

 As a designer have you done collaborations with those who have skills on other 

sectors of the industry to gain competitive edge and enjoy economies of scale? 

 What is your take on forming a cluster in Swaziland for the fashion industry, that can 

be as a network for all the players in the industry locally? 

 Are you as a designer ready to adopt ISO 9001, which are standards, used when 

trading in the global market in order to have a broader market? 

 As local fashion design entrepreneurs do you think hosting a fashion week can help in 

creating mutually relationship with global retailers and press. 

 Are there any Government policies or strategies put in place to protect emerging 

fashion designers from failing during their start-up?  

 

 

 

 



58 
 

 

 

 

 

 


