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Africa on the fashion map
[bookmark: _GoBack]One of the reasons to manufacture in Africa today is because of the tax breaks it offers to companies. The African Growth and Manufacturing Act (AGOA) gives quota-free and duty-free status to apparel made in over 45 countries in Sub-Saharan Africa which allows companies to import goods from Africa into the United States from duty-free taxes. Having being implemented first in 2000, the United States Trade Act is set to remain in place up to 2025. The northern African countries like Morocco, Egypt, and Libya are, however, not included in this Act. This act helps to keep taxes lower for companies which are not afforded in other continents. Since the act is expected to remain in force until 2025, this gives a good opportunity for companies to manufacture in Africa today (Young, 2015).
Secondly, in Africa, there is cheap manufacturing which has actually buoyed many higher-fashion entrants into the continent. There is a serious contingent of retailers and third-party manufacturers to contract which is making Africa be a priority for manufacturing companies.
Thirdly, due to the increased labor costs in other continents like Asia, Africa becomes the ideal place to manufacture today. Although the majority of apparel goods are manufactured in Asian countries like Vietnam, Cambodia, and Bangladesh where labor is cheap and the infrastructure is already established, the average manufacturing wages have increased by 80% since 2010 (Young, 2015). The increase in the labor costs will imminently outweigh the decrease in commodity prices and this will force retailers to raise the retail prices.  China’s exports like textile exports, for example, dropped by 5% in 2015. Due to these changing circumstances in Far East countries, many manufacturers are now building companies in Africa. This has made Africa an ideal place to manufacture for many Chinese companies. Therefore due to the changing circumstances in the Far East, this is a good reason to manufacture in Africa today.
African fashion can be made relevant to a global audience by building the industrial infrastructure required to compete with other continents like Asia. The logistics for the transportation network are poor in Africa such that it costs two to three times more to deliver merchandise to African customers than to their counterparts in developed countries. Therefore, for African fashion to be made relevant to the global audience, infrastructure has to be improved so that it matches with other developed countries (Fafchamps, 2013).  Significant international investment is thus needed to build the industrial infrastructure in Africa required to compete with the likes of Asia. There have been few bright spots in Africa like Mauritius, Madagascar, and Ethiopia where clothing and footwear factories are creating competitive products.
Also, to put African fashion into the global audience, poverty has to be eliminated, eliminate corruption and bureaucracy, and stabilize her political climate. Africa should be united like the European Union so that it is not economically fragmented as it is today. The 55 countries making the African Union should be integrated as a single common market.
According to Laura Eboa Songue from the article, the success of a Pan-African industry in Africa and put her on the global audience, the continent should be more organized, more efficient. Liya Kedebe argues that for Africa to attract the investment it needs, the fashion world needs to abandon some myths and misconceptions about the continent.
African fashion should be made relevant to the global audience so that it can compete with other fashions in other continents and to increase apparel and footwear market worth. African fashion should not rely entirely on their local markets (Young, 2015). Therefore, just like the western fashion brands, Africa should not entirely depend on their local markets, rather they should look for market globally and making the African fashion relevant at the global audience would be very helpful in creating new markets for African fashion outside Africa. Also, many African fashion businesses either large or small are innovative and profitable although most of them are underperforming and making it relevant to a global audience could open doors for more investors to come in. For Africa to liberate itself from the chains of poverty and unemployment crisis, its fashion should be made relevant to the global audience (Crawford, 2015).  
My learning from the two articles is that Africa is an ideal place to manufacture today given the tax breaks it affords to its companies. Therefore, instead of establishing companies in other countries with high tax rates, it would be wise to establish the companies in Africa where the tax burden is low. I can take advantage of AGOA, to import duty-free commodities to Sub-Saharan Africa which would help me make a maximum profit (Wang, 2015).
 I have also learned that there are inevitable challenges when starting companies in Africa. From the article, an Ethiopian-American Yodit Eklund points out that it is tough at the beginning because Africa is not like China. Also, I have also learned that Africa can be a good hub for fashion given its brimming culture, talent, creativity, talent, ambition and natural resources. The only things which are hindering this development are the poor infrastructure, corruption, protectionism, political instability, poverty, and bureaucracy. If Africa can be economically integrated as a common market, then Africa can be squarely on the global fashion map.
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