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Expectations for the Indian Expectations for the Indian 
Cotton Textile IndustryCotton Textile Industry

•• Raw Cotton Production and Mill Raw Cotton Production and Mill ConsumptionConsumption

•• Competitiveness of Indian IndustryCompetitiveness of Indian Industry

•• Tendencies for Consumption of Cotton Tendencies for Consumption of Cotton by by 
Consumers at RetailConsumers at Retail

•• Challenge to Cotton from MMFChallenge to Cotton from MMF
and and a Solution to that Challengea Solution to that Challenge



Indian Mill Consumption to Indian Mill Consumption to 
Outpace ProductionOutpace Production

••CCI Export Promotion Committee CCI Export Promotion Committee –– Aug 04 & USDAAug 04 & USDA
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Indian Cotton ImportsIndian Cotton Imports
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Cotton Production FactorsCotton Production Factors

•• Improvements in YieldImprovements in Yield
~290 kg/ha in 1998 up to ~340 in 2004 … up 17% 

…but how sustainable is it??

•• Rapid Growth in Use of Bt cottonRapid Growth in Use of Bt cotton
Now accounting for over 13% of crop at 1.13 m ha

… but can the advantages be realized?

•• Contract farming being implemented sparinglyContract farming being implemented sparingly

•• Government Technology MissionGovernment Technology Mission

Just a few key Just a few key 



Observations on Indian Observations on Indian 
Mill ConsumptionMill Consumption

•• The Indian textile complex will continue to be critical to The Indian textile complex will continue to be critical to 
the overall economy the overall economy 

•• The Indian textile industry has made significant The Indian textile industry has made significant 
investments to prepare for postinvestments to prepare for post--MFA eraMFA era

•• Textile industry capacities have grownTextile industry capacities have grown



Growth in Number of MillsGrowth in Number of Mills

Number of Spinning Mills
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Observations on Indian Observations on Indian 
Mill ConsumptionMill Consumption

•• Policies are expected to remain favorable toward exportsPolicies are expected to remain favorable toward exports

•• Consumption of cotton will grow more rapidly than Consumption of cotton will grow more rapidly than 
production production ---- both domestic & export endboth domestic & export end--usesuses

•• The Indian textile complex will continue to be critical to The Indian textile complex will continue to be critical to 
the overall economy the overall economy 

•• The Indian textile industry has made significant The Indian textile industry has made significant 
investments to prepare for postinvestments to prepare for post--MFA eraMFA era

•• Textile industry capacities have grownTextile industry capacities have grown



Competitiveness In SpinningCompetitiveness In Spinning

– India has state of the art spinning. 
– Spinning cost – especially for medium and finer counts is one of the lowest in the world. In 

last two years, competitiveness further enhanced
– Has over 25% of global trade in Cotton Yarn (7% in all Yarns)

Manufacturing Costs 2001 : Spinning Ring 
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Competitiveness In WeavingCompetitiveness In Weaving

– Weaving is  globally cost competitive. However lacks modernization
– Presence of a large unorganized sector gives it the flexibility to produce smaller quantities, 

difficult to be produced cost effectively elsewhere
– Mill sector has the capability to produce international quality fabrics 

•

Manufacturing Costs 2001 : Weaving Ring/ OE yarn 
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Competitiveness in KnittingCompetitiveness in Knitting

– India is a large supplier of knit garments 
– More companies becoming vertically integrated to reduce cost and

time, and achieve better value

Manufacturing Costs 2001 : Knitting 
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Competitiveness in GarmentingCompetitiveness in Garmenting

– India has one of the lowest conversion cost for garments. 
– Costs could be further reduced by “ Engineering” the facilities to increase efficiency

KSA Analysis based on KSA’s projects

Country M/c Cost/day Typical Efficiencies Cost/SAM Hrs. of Work
In $/day/machine In % terms in Cents Per Week

China 10 55 3.20 60
Sri Lanka 16 50 5.00 60
India 10 40 3.50 50
Dubai 30 65 6.00 70
Bahrain 36 65 7.00 70
Kenya 17 40 4.50 60
Madagascar 12 50 4.00 60
Bangladesh 9 45 2.50 60
Mexico 45 10.00 60
Guatemala 60 8.50 60
Honduras 60 8.50 60
Turkey 60 9.00 60



Characteristics of the Characteristics of the 
Indian Consumer MarketIndian Consumer Market

•• Tradition of Cotton Tradition of Cotton –– consumption, production, lifestyleconsumption, production, lifestyle
•• Strong economic growthStrong economic growth
•• Rapidly growing population of consumers Rapidly growing population of consumers -- + 1 billion+ 1 billion
•• Large and rapidly growing middle class  Large and rapidly growing middle class  -- ~ 200,000 mil.~ 200,000 mil.
•• Developing retail sector and corresponding growth in Developing retail sector and corresponding growth in 

media aperturesmedia apertures
•• Traditionally high percentage per capita cotton Traditionally high percentage per capita cotton 

consumption but under threat from influx of MMFconsumption but under threat from influx of MMF’’ss



India’s Cotton HeritageIndiaIndia’’s Cotton Heritages Cotton Heritage

A A ““Culture of CottonCulture of Cotton””



Key Economic IndicatorsKey Economic Indicators
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Rapidly Developing RetailRapidly Developing Retail

““India is second most attractive retail India is second most attractive retail 
destination, ahead of Chinadestination, ahead of China””

““India's market size offered tremendous promises as India's market size offered tremendous promises as 
its population is expected to surpass Chinaits population is expected to surpass China’’s by s by 
2050.  This is further supported by improved living 2050.  This is further supported by improved living 
standards and continuing economic growth.standards and continuing economic growth.””

Source: A.T. KEARNEY & India Business Line

Source: A.T. KEARNEY & India Business Line



Crossroads:
India’s First Shopping Mall

Crossroads:Crossroads:
IndiaIndia’’s First Shopping Malls First Shopping Mall

Crossroads opened Crossroads opened 
midmid--19901990’’ss

Now over 600 malls Now over 600 malls 
under construction under construction 
or or ““on the bookson the books””



Retailing in India TodayRetailing in India Today



What CCIWhat CCI’’s Research Tells Us s Research Tells Us 
about the Indian market? about the Indian market? 

•• Consumers overwhelmingly prefer natural Consumers overwhelmingly prefer natural 
fibers & specifically cotton over manfibers & specifically cotton over man--
made fibersmade fibers

Source: Global Lifestyle Monitor & CGA ResearchSource: Global Lifestyle Monitor & CGA Research



Natural fibers Natural fibers –– especially especially 
cotton cotton –– are considered bestare considered best
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Indian Attitudes Toward FibersIndian Attitudes Toward Fibers

•• 75% say 75% say ““I think that better quality clothes are made I think that better quality clothes are made 
from 100% natural fiberfrom 100% natural fiber””

Of Indians surveyed by BAI Global:Of Indians surveyed by BAI Global:

• 69% say “It’s important that my clothes are made from 
natural fibersfibers such as wool and cotton”

•• 71% say cotton is the best fiber for current styles71% say cotton is the best fiber for current styles

Source: BAI Global Source: BAI Global 



What have we learned What have we learned 
about the Indian market? about the Indian market? 

• Consumers overwhelmingly prefer natural fibers & 
specifically cotton over man-made fibers

•• Consumers increasingly demand quality and Consumers increasingly demand quality and 
are willing and able to pay for itare willing and able to pay for it

Source: Global Lifestyle Monitor & CGA ResearchSource: Global Lifestyle Monitor & CGA Research



65% of Indians say they65% of Indians say they’’ll ll 
pay more for natural fiberspay more for natural fibers

65%

30%No

Yes

Source: Global Lifestyle Monitor III, Synovate, Mar. 2004

““Would you pay more for clothes made from natural fibers such as Would you pay more for clothes made from natural fibers such as cotton than you cotton than you 
would for clothes made from synthetics such as polyester?would for clothes made from synthetics such as polyester?
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What have we learned What have we learned 
about the Indian market? about the Indian market? 

•• Consumers overwhelmingly prefer natural fibers & Consumers overwhelmingly prefer natural fibers & 
specifically cotton over manspecifically cotton over man--made fibersmade fibers

•• Consumers increasingly demand quality and are willing and Consumers increasingly demand quality and are willing and 
able to pay for itable to pay for it

•• Consumers are buying more cotton now than Consumers are buying more cotton now than 
they were even two years ago they were even two years ago ……. . But But …… they 
are buying even more polyester

Source: Global Lifestyle Monitor & CGA ResearchSource: Global Lifestyle Monitor & CGA Research
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•• Market Forecast for India, 1995Market Forecast for India, 1995--2020 2020 
–– MMFMMF

•• Market share is expected to increase from Market share is expected to increase from 32% to 62%32% to 62%
•• Overall volume growth of Overall volume growth of 13% per year13% per year

–– CottonCotton
•• Market share is expected to decrease from Market share is expected to decrease from 68% to 38%68% to 38%
•• Overall volume growth of only Overall volume growth of only 2.5% per year2.5% per year

As Elsewhere, There Is a Shift 
From Cotton to MMF



Historical FiberHistorical Fiber
Consumption, IndiaConsumption, India
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Projected FiberProjected Fiber
Consumption, IndiaConsumption, India
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Without organized support, Without organized support, 
cotton will lose share to MMFcotton will lose share to MMF
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The Solution: CGAThe Solution: CGA



The CGA StrategyThe CGA Strategy
Based on Cotton Inc. Strategy in the U.S.Based on Cotton Inc. Strategy in the U.S.

•• To provide product To provide product differentiationdifferentiation to quality, 100% cotton to quality, 100% cotton 
products via the Seal of Cotton, andproducts via the Seal of Cotton, and

•• To promote To promote fiber awarenessfiber awareness and and cotton preferencecotton preference among among 
IndiaIndia’’s middle and upper classs middle and upper class

•• By sponsoring By sponsoring advertisingadvertising, , promotionspromotions, , PRPR, and , and technical technical 
assistanceassistance and builds demand for CGA partners and and builds demand for CGA partners and 
ultimately, cotton vs MMFultimately, cotton vs MMF’’ss



Cotton Gold Alliance Cotton Gold Alliance 
BackgroundBackground

•• Cotton Incorporated, CCI, and USDA partnership with Cotton Incorporated, CCI, and USDA partnership with 
leaders of the Indian textile industryleaders of the Indian textile industry

•• ThreeThree--year, twoyear, two--million dollar Section 108million dollar Section 108--funded funded 
program began in 2002program began in 2002

•• Boost demand for cotton regardless of growthBoost demand for cotton regardless of growth
•• Goals: to increase consumption of cotton fiber among Goals: to increase consumption of cotton fiber among 

growing Indian middle class and thus to increase growing Indian middle class and thus to increase 
offoff--take of cotton in India as well as elsewheretake of cotton in India as well as elsewhere



Cotton Gold Alliance in 2002Cotton Gold Alliance in 2002

•• Established technical criteria for alliance membership; Established technical criteria for alliance membership; 
licensed first partnerslicensed first partners

•• Employed local marketing and advertising agenciesEmployed local marketing and advertising agencies

•• Developed Developed ““The New Face of CottonThe New Face of Cotton”” advertising advertising 
campaigncampaign

•• Program launched at trade level Oct. 25 in New Delhi Program launched at trade level Oct. 25 in New Delhi 



October 2002 Trade LaunchOctober 2002 Trade Launch



Cotton Gold Alliance in 2003Cotton Gold Alliance in 2003

•• Development of advertising, media, PR, and Development of advertising, media, PR, and 
direct marketing plansdirect marketing plans

•• Licensing of leading Indian textile, apparel and Licensing of leading Indian textile, apparel and 
retail firms as CGA partnersretail firms as CGA partners

•• Consumer advertising launchConsumer advertising launch



May 2003 Consumer LaunchMay 2003 Consumer Launch

•• Press conference in Press conference in 
Mumbai attended by 75 Mumbai attended by 75 
journalistsjournalists

•• Fashion show featuring Fashion show featuring 
products licensed to products licensed to 
carry the Seal of Cottoncarry the Seal of Cotton



May 2003 Consumer LaunchMay 2003 Consumer Launch



Core CGA PartnersCore CGA Partners



The New Face of Cotton: 2003The New Face of Cotton: 2003



Outdoor CampaignOutdoor Campaign



InIn--store Activitystore Activity

• Certificates/plaques 
given to partners for in-
store display

• Seal of Cotton stickers 
distributed, to be pasted 
on doors, panels etc. 

• Information leaflets 
distributed to all 
partners



Seal of Cotton awareness Seal of Cotton awareness 
doubled after 12 monthsdoubled after 12 months
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Growth highest among SEC AGrowth highest among SEC A
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Preference for 100% cotton Preference for 100% cotton 
products is high products is high –– and growingand growing
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Why Do We Believe in the Program?Why Do We Believe in the Program?
CottonCotton’’s share of U.S. market prior to Seal of Cotton advertisings share of U.S. market prior to Seal of Cotton advertising
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Seal of Cotton Worked in the USSeal of Cotton Worked in the US
CottonCotton’’s share increased from a low of 33% in 1973 to its present 60%s share increased from a low of 33% in 1973 to its present 60%
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In Summary, India will In Summary, India will ……

1.1. …… remain major producer of cotton and will growremain major producer of cotton and will grow
2.2. …… see growth in consumption of raw cotton, and at a see growth in consumption of raw cotton, and at a 

faster rate than production and thus will importfaster rate than production and thus will import
3.3. …… should be a competitive player in the postshould be a competitive player in the post--MFA eraMFA era
4.4. ……see continued growth in size and sophistication of the see continued growth in size and sophistication of the 

domestic marketdomestic market
5.5. …… see a continued consumer trend toward MMFsee a continued consumer trend toward MMF’’s and s and 

away from cotton despite the innate preference for cottonaway from cotton despite the innate preference for cotton
6.6. Unless a significant, coordinated demandUnless a significant, coordinated demand--building effort building effort 

is pursued to boost consumption of cotton at retail is pursued to boost consumption of cotton at retail 



Thank You!Thank You!Thank You!


