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EXECUTIVE SUMMARY

Although at a somewhat slower pace in recent years, “green con
sumerism” has been on the  rise in Germany and is increasingly
bearing upon markets of key export interest to developing coun-

tries. The present report reviews the consequences of this phenomenon in
Germany for the export opportunities of developing countries in three sec-
tors: textiles and clothing; leather and footwear; and timber and furniture. It
aims at providing information for exporters in developing countries on the
main manifestations of  “green consumerism”,  such as eco-labelling initia-
tives and environment-related standards and regulations, and suggests mar-
ket-oriented strategies for suppliers in developing countries which may help
them take advantage of “green consumerism”.

The report consists of six chapters.  After a brief introductory chapter,
chapter 2 analyses the greening of the demand side in Germany, and  re-
views the environmental awareness and purchasing behaviour of German
consumers. It also analyses the willingness-to-pay more for environmen-
tally preferable products in the three target sectors. Chapter 3 provides  an
overview of eco-labelling and environment-related standards and regula-
tions in those sectors. Chapter 4  analyses the greening of the supply side in
Germany. It describes the latest eco-trends in the three sectors and gives
examples of the development of  “green” markets and associated cost ef-
fects. It  also analyses specific government support policies and autono-
mous  initiatives of the private sector. Chapter 5  reviews promising export
strategies for developing countries. Finally, chapter 6 sets out a number of
general conclusions and possible follow-up activities. An appendix lists
the addresses of relevant public and private authorities, organizations and
associations in order to facilitate contacts between exporters and importers.

The report concludes that export-oriented firms in developing coun-
tries should be encouraged to pursue a pro-active strategy that not only
relies on short-term exploitation of comparative cost advantages, but also
attempts to narrow the technological gap between developed and develop-
ing countries. For this purpose, suppliers in developing countries should
closely assess the existing and emerging environmental requirements of
export markets and investigate, with the assistance of German partners,
new technological opportunities. Since a central body for collection and
distribution of relevant information does not exist in Germany,  forms of
continuous exchange of information and experts should be established with
organizations, such as the Federal Environmental Agency (UBA), the As-
sociation for Technological Cooperation (GTZ), the German Standardiza-
tion Institute  (DIN) and central and regional chambers of commerce. An-
other way of intensifying cooperation could be the establishment of  “com-
pany partnerships”  between eco-pioneers in Germany and exporting firms
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in  developing countries through, for instance, company visits, exchange of
personnel or regular on-line communication. Such partnerships could also
be instrumental in the  training of managers in cleaner production methods.

As a first practical step in the above direction, the report proposes
intensive networking among producers, retailers, industrial associations,
and government agencies of developed and developing countries  which,
in addition to providing  a regular exchange of information and experience,
identifies suitable ways of cooperation and alliances along the product chain,
including marketing. With this objective, the report encourages the holding
of sector-specific, bilateral workshops bringing together actors from a source
developing country and from a target developed nation, based on a back-
ground paper like this study on Germany. Such workshops, with the partici-
pation of experts from government institutions, consumer organizations and
the private sector, can review export opportunities and simultaneously take
a first step towards the creation of specific partnerships among the actors
involved.
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