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EXECUTIVE SUMMARY

The global second-hand clothing market represents one of the fastest-growing sectors in the
fashion industry, with valuations projected to reach USD 581.3 billion by 2035, growing at a
compound annual growth rate of 10.7%. Within this context, Africa emerges as a dynamic
epicenter of opportunity, with the continent's second-hand apparel market anticipated to
expand from USD 5.2 billion in 2025 to USD 17.9 billion by 2031—a remarkable 22.8% compound
annual growth rate that outpaces global market expansion by nearly 2.1 times.

Burundi, positioned in East Africa's rapidly evolving textile and fashion landscape, presents a
distinctive opportunity for high-quality second-hand apparel providers. Despite macroeconomic
headwinds including elevated inflation rates averaging 40.9% and a poverty rate of 73.8%,
Burundi's growing consumer base increasingly demands affordable, quality clothing
alternatives. The convergence of sustainability consciousness among younger demographics,
infrastructure development, and regulatory shifts toward circular economy models creates a
compelling entry point for premium second-hand clothing suppliers.

Hissen Global, leveraging a world-class operational platform featuring a 20,000 m?
manufacturing facility, an 80% repurchase rate reflecting exceptional customer loyalty, and A-
Grade standard quality certifications exported to 110 countries, is uniquely positioned to
capture market share in Burundi's emerging second-hand apparel sector. This whitepaper
provides a strategic assessment of market dynamics, competitive positioning, sustainability
imperatives, and actionable recommendations for market penetration and value creation.

1. MARKET OVERVIEW AND GLOBAL CONTEXT

1.1 Global Second-Hand Clothing Market Trajectory

The second-hand clothing market has undergone a fundamental structural transformation over
the past five years, evolving from a niche sustainability positioning to a mainstream consumer



phenomenon. The global market was valued at approximately USD 210.3 billion in 2025, with
projections indicating growth to USD 581.3 billion by 2035. Alternative market analyses project
the market expanding from USD 198.64 billion in 2025 to USD 485.97 billion by 2031,
representing a compound annual growth rate of 16.0%—substantially exceeding conventional
fashion retail growth trajectories of 2-3% annually.

This market expansion is driven by multiple converging factors. Consumer preference evolution,
particularly among Generation Z and Millennial cohorts, has normalized second-hand fashion
consumption, with 72% of consumers in 2024 reporting reduced stigma around secondhand
shopping. The emergence of specialized digital platforms—including ThredUP, Poshmark,
Depop, and Vinted—has reduced transaction friction, enabling peer-to-peer commerce and
professional resale operations at unprecedented scale. Additionally, macroeconomic pressures
including persistent inflation, elevated energy costs, and food price volatility have intensified
value-consciousness among consumers across income segments.

Online resale platforms demonstrated particularly robust growth, with the sector expanding
23% during 2024, representing a substantial acceleration relative to traditional retail clothing
channels. Consumer survey data indicates that 59% of shoppers indicated willingness to
purchase secondhand gifts for value enhancement in 2025, signifying fundamental shifts in
consumer attitudes toward pre-owned apparel.

1.2 Africa's Disproportionate Growth and Market Dynamics

Within the global second-hand market context, Africa occupies a strategically significant position
characterized by exceptional growth rates and expanding consumer demand. The African
second-hand apparel market is projected to expand from USD 5.2 billion in 2025 to USD 17.9
billion by 2031, representing a 22.8% compound annual growth rate. This expansion rate is
approximately 4 times higher than growth observed in other global regions, reflecting the
continent's unique demographic composition, rising middle-class populations, and increasing
consumer appetite for quality apparel at accessible price points.

The Middle East and Africa apparel market collectively was valued at USD 96.23 billion in 2025,
with second-hand segments representing an increasingly significant portion of total apparel
commerce. This expansion is complemented by complementary developments in sustainable
textile production, with organic cotton fiber production in Africa increasing 90% between 2019
and 2020, positioning the continent as an emerging hub for sustainable fashion initiatives.

Notably, the second-hand clothing market now represents approximately one-third of global
apparel imports, underscoring the sector's structural significance within global fashion value
chains. However, this growth trajectory exists in tension with substantial environmental
challenges, as approximately 40% of secondhand garments entering African markets currently
end up in landfills, drainage systems, or riverways, reflecting infrastructure and quality control

gaps.



1.3 Consumer Behavior Evolution and Sustainability Consciousness

Consumer preference evolution represents a fundamental driver of second-hand market
expansion, with particular significance accorded to younger demographic cohorts. Generation Z
consumers demonstrate pronounced sustainability consciousness, with research indicating that
33% of Gen Z consumers prioritize sustainability as "very important" in purchasing decisions—
substantially exceeding millennial prioritization levels of 14%. These younger consumers
demonstrate willingness to pay 20-30% premiums for authentically circular products with
verified recycled content.

Generation Z adoption of resale platforms reflects broader behavioral patterns around
consumption and value creation. Research data indicates that 50% of Gen Z consumers sell pre-
loved clothing to declutter, 33% explicitly cite sustainability motivations, and 56% pursue
financial income generation through resale channels. Additionally, approximately 40% of Gen Z
consumers actively utilize resale platforms specifically to access distinctive fashion styles,
reflecting functionality beyond economic factors.

This demographic cohort actively employs social media to hold corporations accountable for
greenwashing and unethical practices, creating pronounced incentives for brands and suppliers
to substantiate sustainability claims with authentic operational metrics and transparent supply
chain documentation. This heightened accountability orientation creates competitive advantage
for suppliers capable of demonstrating genuine commitment to environmental stewardship and
circular economy principles.

2. BURUNDI MARKET ANALYSIS

2.1 Macroeconomic Context and Consumer Purchasing Power

Burundi's macroeconomic environment presents a complex landscape characterized by
moderate growth alongside persistent inflationary pressures and constrained consumer
purchasing power. According to World Bank projections, Burundi's gross domestic product
expanded 3.9% in 2024, with projections indicating continued economic growth through 2026-
27. However, this growth trajectory exists in significant tension with inflationary pressures that
have substantially constrained real income expansion.

Inflation in Burundi averaged 40.9% as of March 2025, with the first two months of 2025
reflecting inflation rates of 39%—figures substantially exceeding levels observed in developed
economies and most regional peers. The International Monetary Fund has identified monetary
expansion and supply chain disruptions as primary inflation drivers, with projections suggesting
continued price pressures through 2027. This inflationary environment has profound
implications for consumer purchasing power, particularly affecting lower-income populations.



Real per capita consumption growth is projected to average 0.8% over 2025-27, indicating that
nominal income expansion is substantially outpaced by inflationary pressures. Consequently,
consumers are increasingly constrained to identify value-oriented consumption alternatives
capable of maintaining purchasing power in the face of eroding disposable income. This
macroeconomic context directly supports second-hand apparel demand, as consumers seek
affordable access to quality clothing without proportional income expansion.

Burundi's poverty rate remains persistently elevated at 73.8% (projected for 2027), reflecting
structural challenges in income distribution and employment opportunities. For this substantial
population segment, second-hand apparel represents not merely a sustainability-oriented
consumption choice, but a fundamental economic necessity enabling access to quality clothing
within constrained household budgets.

2.2 Textile Trade Dynamics and Export Orientation

Burundi maintains an active position within East African textile trade networks, though the
nation's textile sector remains modest in comparative scale relative to larger regional
economies. According to trade data, Burundi's exports of worn clothing and textile articles
totaled USD 903.79 thousand during 2023, reflecting a modest baseline for market expansion
potential. However, this baseline reflects significant opportunity for qualified suppliers capable
of enhancing product quality and market differentiation.

Within the East African Community context, worn clothing and worn articles account for 2.4% of
intra-regional apparel and made-ups trade. This proportion reflects the significance of
secondhand trade within regional commerce patterns, yet indicates substantial capacity for
expansion through infrastructure investment and supply chain optimization.

East Africa broadly has emerged as a dynamic textile import market, with regional import values
reflecting substantial demand. Kenya's textile imports reached USD 420 million in 2024
estimates, Uganda USD 280 million, and Tanzania USD 310 million, collectively representing
approximately USD 1.01 billion in annual demand. Burundi, as a smaller market with
approximately 13 million population, would represent a proportionally more modest portion of
this regional demand, yet benefits from integration within regional trade flows and logistics
networks.

2.3 Regulatory and Policy Environment

Burundi's regulatory environment reflects broader East African policy trends concerning textile
trade, domestic manufacturing protection, and environmental management. Several East
African nations have implemented or considered restrictions on secondhand clothing imports as
mechanisms to protect domestic textile industries and manage environmental impacts. Rwanda
has continued phased restrictions on secondhand clothing imports to promote local textile
manufacturing; Ghana is discussing tighter regulations due to quality and environmental



concerns; and Uganda has considered limitations though enforcement has proven challenging
due to economic reliance on secondhand trade.

Burundi's specific regulatory framework for secondhand clothing imports remains
comparatively permissive relative to Rwanda or other regional leaders in manufacturing
development. This regulatory positioning creates opportunity for suppliers to establish market
presence without substantial tariff or quantitative barriers. However, Burundi's integration
within East African Community (EAC) and COMESA trade frameworks means that future
regulatory alignment toward stricter standards cannot be excluded.

The 2025-2026 fiscal period has witnessed increased taxation affecting consumer goods broadly,
with government implementation of new tax regimes expected to increase prices on essential
commodities. This tax environment indirectly supports secondhand apparel demand, as
consumers seek to maintain consumption levels within constrained budgets through more
affordable alternatives.

3. SECOND-HAND APPAREL QUALITY STANDARDS AND
CERTIFICATION

3.1 International Quality Grading Framework

The second-hand clothing industry has developed standardized quality grading frameworks
enabling consistent assessment and communication regarding garment condition. These
standards facilitate transparent buyer-seller relationships and support pricing mechanisms that
accurately reflect product quality.

Grade A (Excellent/Like New): Grade A encompasses clothing in excellent condition with
minimal signs of wear. Items in this category exhibit no significant flaws, appear unworn or
nearly unworn, and are immediately market-ready without requiring repairs or extensive
cleaning. Grade A items represent the premium segment of secondhand markets, commanding
pricing premiums relative to lower-grade alternatives. However, even within Grade A
classifications, typical rejection rates range from 3-7%, reflecting inevitable human error in
manual sorting operations and occasional misclassifications.

Grade B (Good/Very Good): Grade B contains clothing with moderate signs of wear but
remaining in fundamentally sound condition. Items in this classification display slight
discoloration, minor pilling, or small imperfections that do not substantially impair functionality
or aesthetic appeal. Grade B garments often require minimal rehabilitation through cleaning,
pressing, or minor repairs before resale. This segment represents a substantial portion of
second-hand market volume and appeals to cost-conscious consumers accepting minor
cosmetic variations in exchange for meaningful price reductions.



Grade C (Fair): Grade C encompasses clothing with noticeable wear, fading, or defects. Items in
this category may remain functionally sound but require repairs or alterations before optimal
resale. Grade C garments frequently enter upcycling, customization, or material recycling
channels rather than traditional secondhand retail.

Hissen Global's A-Grade Standard ensures that products exported across 110 countries meet
rigorous quality specifications consistent with Grade A international standards. This positioning
provides substantial competitive differentiation within markets where quality assurance
represents a primary purchase criterion.

3.2 Quality Variability and Sorting Challenges

Despite standardized grading frameworks, substantial variability exists in quality assessment
across suppliers, reflecting the labor-intensive nature of manual textile sorting and subjective
determination inherent in grading processes. Research indicates that worker sorting decisions
made in single-second intervals substantially influence grade assignments, with variations
reflecting subjective interpretation of quality thresholds.

Seasonality and category sensitivity further contribute to quality variability. Summer items
including t-shirts, silk garments, and chiffon fabrics reveal flaws more readily than winter
garments, resulting in stricter A-grade standards during seasons characterized by these items.
Conversely, winter garments may tolerate minor wear while remaining classified as A-grade,
reflecting reduced visual prominence of wear patterns.

These factors explain why "the same grade" merchandise varies substantially across suppliers,
even within standardized frameworks. Hissen Global's operational commitment to maintaining
consistent A-Grade standards across 110-country export operations represents significant
operational and quality management accomplishment.

3.3 International Certification and Export Requirements

Access to international markets increasingly requires compliance with voluntary certification
frameworks addressing sustainability, worker safety, and product integrity. For textile exporters
targeting developed-market customers, key certifications include:

ISO 9001 (Quality Management Systems): ISO 9001 establishes systematic approaches to
quality assurance, process standardization, and customer satisfaction. This certification remains
fundamental for textile exporters, particularly those servicing institutional buyers or large-scale
distributors requiring documented quality management protocols.

OEKO-TEX Standard 100: OEKO-TEX certification testing addresses textile safety and
sustainability throughout product lifecycles, ensuring garments are free from hazardous
substances. This certification has become de facto standard for many textile manufacturers
exporting to European Union markets.



ISO 14001 (Environmental Management): ISO 14001 frameworks establish systematic
environmental management approaches, supporting supplier differentiation on sustainability
dimensions.

ISO 45001 (Occupational Health and Safety): ISO 45001 certification documents workplace
safety management, increasingly important for customers demonstrating corporate social
responsibility commitments.

SEDEX (Supplier Ethical Data Exchange): SEDEX certification frameworks address labor
practices, worker rights, and ethical supply chain management.

These certifications collectively signal compliance with international standards addressing
quality, environmental responsibility, labor ethics, and operational reliability. As Burundi and
broader African markets increasingly integrate within international trade frameworks,
certification compliance becomes increasingly strategic for supplier competitive positioning.

4, SUSTAINABILITY IMPERATIVES AND CIRCULAR ECONOMY

4.1 Global Textile Waste Challenge

The global textile industry confronts a structural sustainability challenge of enormous
magnitude. Approximately 92 million tons of textile waste are generated annually globally, yet
only 12% of this volume enters recycling streams. This implies that approximately 80.96 million
tons of textile waste annually enter landfill, incineration, or environmental dispersal channels,
representing profound environmental and resource loss.

In Kenya, a bellwether East African market for secondhand clothing, the European Union alone
exported 22.5 million kilograms of clothing in 2021, representing 112 million individual garment
units. This constitutes only a fraction of the immense volume of used clothing flowing into East
African markets annually, with global estimates indicating approximately 5.8 billion kilograms—
approximately 11 kilograms per person globally—of clothing is discarded annually.

Africa's infrastructure limitations present particular challenges in textile waste management.
Unlike developed economies with established recycling infrastructure, African nations currently
lack comprehensive fiber-to-fiber recycling capacity. Consequently, 40% of secondhand
garments entering African markets ultimately end up in landfills, drainage systems, or riverways,
where they accumulate as environmental hazards. Poor solid waste management systems in
Burundi and other developing nations exacerbate this challenge, with many cities lacking
planned waste collection procedures.

4.2 Circular Economy Opportunities and Employment Generation



Paradoxically, Africa's textile waste challenge simultaneously represents an extraordinary
opportunity for circular economy value creation. Textile recycling facilities capable of processing
post-consumer garments can divert substantial volumes from landfills while generating
employment and economic value. Research indicates that the global textile recycling industry
has capacity to divert approximately 2 million tons of post-consumer textile waste annually.

Importantly, textile recycling processes can recycle 93% of textile waste without producing
additional hazardous waste or undesired by-products—substantially outperforming waste
management approaches relying on incineration or landfill. Advanced fiber-to-fiber recycling
consumes 90% less energy, generates 90% less greenhouse gas emissions, and consumes 99%
less water compared to virgin textile production methods, creating substantial environmental
value.

The sustainable fashion market, undergirded by textile recycling infrastructure, is projected to
reach USD 135 billion by 2031, expanding at 8.58% compound annual growth rate. This
expansion substantially exceeds conventional fashion market growth trajectories of 2-3%,
indicating market share consolidation toward sustainable segments. Currently, only 2% of post-
consumer textiles are diverted to fiber-to-fiber recycling globally, indicating extraordinary
capacity expansion potential.

4.3 Second-Hand Clothing as Environmental Solution

Second-hand clothing represents a crucial component of circular economy strategies for textile
materials. By extending garment lifecycles substantially beyond initial ownership periods,
secondhand markets reduce overall textile waste generation and defer end-of-life processing
requirements. This represents a pragmatic environmental intervention particularly appropriate
for developing economies with limited advanced recycling infrastructure.

For Burundi and other developing African markets, second-hand clothing supply serves dual
environmental and economic functions. Environmentally, secondhand markets reduce the
volume of textile waste requiring disposal in already-overburdened landfill systems.
Economically, secondhand apparel enables consumer access to quality clothing at price points
aligned with constrained household budgets.

However, this opportunity exists in tension with quality control challenges. Increasingly,
secondhand shipments entering African markets contain low-quality or unsuitable garments
that cannot be resold, instead accumulating as waste in local markets. This dynamic has
motivated several African governments to consider import restrictions, requiring secondhand
suppliers to ensure quality control and demand alignment.

5. MARKET SIZING AND OPPORTUNITY QUANTIFICATION

5.1 Addressable Market Estimation for Burundi



Burundi represents a comparatively modest absolute market opportunity within the broader
African context, yet presents substantial growth potential given the nation's population base,
underserved market positioning, and limited incumbent competitive presence.

Burundi's population is approximately 13 million individuals. Using regional market penetration
benchmarks, with approximately 35-40% of the population engaged in secondhand apparel
consumption, the addressable consumer base represents 4.5-5.2 million individuals.
Conservative annual per capita secondhand apparel spending of USD 15-25 per consumer
generates addressable market estimates of USD 67.5-130 million annually at maturity.

This addressable market expands substantially when considering indirect consumption through
informal distribution channels, institutional purchases by schools and organizations, and
professional uniforms entering secondhand markets. Additionally, as regional supply chains
optimize and competitive intensity increases, per capita consumption may increase through
combination of lower prices, expanded product variety, and normalized consumption patterns.

5.2 Competitive Positioning and Market Share Potential

Burundi's secondhand apparel market remains comparatively underpenetrated by organized
suppliers offering consistent quality guarantees and certification documentation. Most market
supply flows through informal channels, characterized by limited quality standardization and
minimal buyer-seller transparency.

Hissen Global's positioning as a certified, globally-oriented supplier offering A-Grade
standardization and 80% repurchase rate customer loyalty provides substantial differentiation
within this market context. Market entry with credible quality positioning, transparent pricing,
and documented certifications can enable rapid market share expansion within the underserved
institutional and professional segments.

Conservative market share assumptions suggest potential for capturing 5-15% of Burundi's
addressable secondhand apparel market within 3-5 years of market entry, depending on
distribution channel development, competitive response, and macroeconomic developments
affecting consumer purchasing power.

5.3 Revenue Projections and Scaling Potential

Based on addressable market estimates and competitive positioning assumptions, Hissen
Global could develop meaningful revenue operations in Burundi. Conservative projections
suggest:

e Year1(2026): USD 2.5-4 million in revenue through initial market positioning, focused
distribution channel development, and brand establishment

e Year 2(2027): USD 6-10 million in revenue reflecting expanded distribution, increased
consumer awareness, and institutional buyer relationships



* Year 3 (2028): USD 12-18 million in revenue reflecting market saturation of early-adopter
segments and expansion toward mainstream consumers

e Year 4-5(2029-30): USD 18-28 million in revenue reflecting competitive maturation and
potential for specialized market segments (workwear, uniform supply, etc.)

These projections reflect conservative market penetration assumptions and assume continued
macroeconomic stability. Upside scenarios incorporating rapid consumer adoption or
institutional procurement breakthroughs could support accelerated revenue growth.

6. COMPETITIVE LANDSCAPE AND HISSEN GLOBAL
DIFFERENTIATION

6.1 Incumbent Competitive Assessment

Burundi's secondhand apparel market remains characterized by relatively limited formal
competitive infrastructure. Most supply flows through informal traders, small wholesalers, and
traditional thrift retailers lacking standardized quality assurance, certification documentation,
or institutional buyer relationships. This competitive landscape presents opportunity for a
credible, quality-focused supplier to establish market leadership.

International competitors with African presence include online platforms operating in
neighboring Kenya, Uganda, and Tanzania, yet these typically emphasize domestic consumer
channels rather than institutional wholesale operations. Traditional secondhand retailers in
regional markets maintain established customer relationships but often operate with limited
quality standardization and constrained access to institutional procurement channels.

6.2 Hissen Global Competitive Advantages

Hissen Global's operational and market positioning provides substantial competitive
differentiation within Burundi's emerging secondhand market:

Scale and Capacity: The 20,000 m? manufacturing facility represents world-class operational
infrastructure enabling consistent product flow, quality control, and customer service. This scale
advantage enables cost-competitive pricing while maintaining A-Grade quality standards—a
combination unavailable from typical secondhand retailers.

Quality Assurance and Standardization: The 80% customer repurchase rate reflects
exceptional product quality and customer satisfaction outcomes. This metric—substantially
exceeding industry norms for secondhand suppliers—provides credible quality assurance
documentation for institutional buyers, schools, and organizational purchasers prioritizing
standardized product quality.



A-Grade Standard Certification: Hissen Global's commitment to A-Grade standardization and
export certification to 110 countries provides transparent quality documentation and
international benchmarking against global standards. This positioning directly addresses quality
control concerns affecting many secondhand operations in developing markets.

Global Export Network: The existing 110-country export network provides supply chain
experience, certification compliance knowledge, and market development infrastructure
applicable to Burundi market entry. Hissen Global can leverage established logistics networks,
reduce market entry friction, and accelerate institutional buyer relationship development.

Sustainability Credentials: Hissen Global's circular economy positioning aligns with growing
environmental consciousness among Burundi's younger demographic cohorts and institutional
purchasers increasingly incorporating sustainability into procurement criteria.

6.3 Market Entry Strategy and Positioning

Hissen Global's optimal Burundi market entry strategy emphasizes institutional wholesale
channels rather than competing directly within fragmented retail segments. Recommended
focus areas include:

e Educational Institutions: Schools and universities represent stable institutional buyers
capable of absorbing significant volumes through uniform and sportswear procurement
programs

e Corporate Uniform Supply: Organizations, government agencies, and service providers
offer consistent procurement opportunities for work clothing at quality levels exceeding
typical secondhand retail expectations

e Development Organizations: NGOs and development organizations operating in Burundi
represent institutional buyers with stated sustainability commitments and quality
requirements aligned with A-Grade standardization

e Regional Wholesale Distribution: Positioning as wholesale supplier to established retailers
and traders enables market coverage without direct retail infrastructure investment

7. OPERATIONAL IMPLEMENTATION AND MARKET
DEVELOPMENT

7.1 Distribution Channel Development

Successful market entry requires systematic distribution channel development reflecting
Burundi's unique logistics and retail infrastructure characteristics. Recommended approaches
include:

Direct Institutional Sales: Establishing dedicated business development team focused on
relationships with schools, government agencies, and organizational buyers. This approach



enables premium pricing, larger order volumes, and direct customer feedback informing
product assortment optimization.

Wholesale Distribution Partners: Identifying and developing relationships with established
Burundi-based wholesalers and retailers capable of reaching retail customer segments. This
approach provides market coverage without direct retail infrastructure investment while
leveraging existing customer relationships and distribution networks.

Regional Hub Development: Positioning Burundi as a regional distribution node within
broader East African operations, potentially supporting supply to neighboring Rwanda,
Democratic Republic of Congo, and Uganda. This approach enables operational leverage and
supply chain optimization across multiple markets.

7.2 Localization and Product Assortment Strategy

While Hissen Global's A-Grade standard provides quality foundation, successful market
penetration requires attention to local preferences regarding product assortment, sizing, and
design aesthetics.

Consumer research should prioritize:

» Preferred clothing categories and styles reflecting Burundi's climate, cultural norms, and
fashion preferences

e Sizing requirements and fit expectations among target customer segments

e Price sensitivity and acceptable price points by customer segment

e Color and design preferences reflecting local aesthetic and cultural considerations

Product assortment optimization should balance Hissen Global's standard A-Grade offerings
with localized selections addressing identified preferences while maintaining overall quality
standards.

7.3 Pricing Strategy and Margin Management

Burundi's constrained macroeconomic environment and elevated inflation create complex
pricing dynamics requiring careful management. Recommended pricing approach emphasizes:

e Competitive Pricing: Positioning pricing below imported alternatives while maintaining
premium relative to informal secondhand retail, reflecting A-Grade quality differentiation

e Institutional Pricing: Offering volume discounts and specialized pricing for institutional
buyers, recognizing their scale purchasing requirements and long-term relationship
potential

e Currency Management: Establishing pricing mechanisms protecting against Burundi franc
depreciation while remaining competitive relative to regional alternatives

e Inflation Pass-Through: Developing mechanisms enabling selective price increases aligned
with inflation while minimizing demand destruction



8. SUSTAINABILITY POSITIONING AND STAKEHOLDER
ENGAGEMENT

8.1 Environmental Impact Communication

Hissen Global's Burundi operations should explicitly communicate environmental impact
reduction, leveraging documented sustainability advantages of secondhand apparel:

e Waste Reduction: Quantify textile waste diversion from landfill through secondhand
apparel distribution

e Resource Conservation: Document energy, water, and greenhouse gas savings relative to
virgin textile production

e Lifecycle Extension: Communicate product lifecycle extension enabling additional wear
cycles before end-of-life processing

e Local Environmental Benefits: Highlight reduction in textile waste accumulation in
Burundi's limited landfill infrastructure

8.2 Stakeholder Engagement Strategy

Successful Burundi operations require engagement with key stakeholder constituencies
including government, NGOs, and consumer groups:

e Government Engagement: Establish relationships with Burundi's ministry of environment
and textile trade officials, positioning Hissen Global as partner in sustainable development
and waste management objectives

e NGO Partnerships: Identify environmental and development organizations operating in
Burundi capable of validating sustainability claims and facilitating institutional buyer
relationships

e Consumer Education: Implement marketing campaigns normalizing secondhand
consumption while emphasizing quality, affordability, and environmental benefits

8.3 Certification and Impact Documentation

Hissen Global should pursue environmental impact certifications and documentation
supporting sustainability claims:

e 1SO 14001 Certification: Environmental management system certification documenting
systematic environmental impact reduction

e Impact Quantification: Develop methodology for quantifying textile waste diversion,
resource conservation, and greenhouse gas reduction attributable to Hissen Global
operations

e Third-Party Validation: Engage independent auditors or certification bodies to validate
environmental impact claims, supporting credibility within institutional and conscious



consumer segments

9. FINANCIAL PROJECTIONS AND INVESTMENT
REQUIREMENTS

9.1 Capital Investment Requirements

Burundi market entry requires modest capital investments relative to greenfield manufacturing
or retail operations:

e Warehouse/Distribution Center: USD 150,000-250,000 for modest warehouse operationsin
Bujumbura or regional hub

e Management and Staff: USD 100,000-150,000 for market development and customer
service personnel

e Marketing and Brand Development: USD 50,000-100,000 for market positioning and
institutional buyer outreach

e Working Capital: USD 200,000-300,000 for initial inventory positioning and customer
payment terms

¢ Total Initial Investment: USD 500,000-800,000

9.2 Revenue and Profit Projections

Based on market opportunity assessment and competitive positioning:

Year Revenue (USD Millions) EBITDA Margin EBITDA (USD Millions)
2026 3.5 15% 0.53
2027 8.5 20% 1.70
2028 15.0 22% 3.30
2029 22.0 24% 5.28
2030 28.0 25% 7.00

These projections assume gradual market penetration, increasing operational efficiency through
scale economies, and relatively stable macroeconomic conditions. Projections reflect wholesale

distribution focus and do not include potential upside from successful direct institutional sales
development.

9.3 Risk Factors and Sensitivity Analysis

Key financial risks affecting projections include:



e Macroeconomic Volatility: Further currency depreciation or inflation acceleration could
reduce consumer purchasing power and compress demand

e Competitive Response: New entrants or aggressive incumbent expansion could reduce
market share assumptions

e Regulatory Changes: Potential implementation of import restrictions or tariffs could affect
pricing and market dynamics

e Supply Chain Disruption: Regional logistics challenges could constrain product availability
and increase distribution costs

Conservative sensitivity analysis suggests that 25-30% demand reduction below base case
would yield break-even operations in Year 3, while 25-30% demand upside could accelerate
profitability targets by 12-18 months.

10. STRATEGIC RECOMMENDATIONS AND IMPLEMENTATION
ROADMAP

10.1 Market Entry Phasing

Phase 1 (Months 1-6,2026): Market research, initial supplier development, and institutional
buyer relationship initiation

e Conduct detailed market research with schools, government agencies, and development
organizations

e Establish Burundi-based representative office and initial distribution infrastructure

* Initiate institutional buyer outreach and product sampling programs

e Achieve USD 0.5-1.5 million in initial sales

Phase 2 (Months 7-18, 2026-2027): Expanded distribution development and market
positioning

e Expand institutional buyer relationships and establish recurring procurement programs

e Develop wholesale distribution partnerships with established Burundi retailers

e Implement marketing and brand development positioning A-Grade quality and
sustainability benefits

¢ Achieve USD 2-4 million in incremental revenue

Phase 3 (Months 19-36, 2027-2028): Market expansion and specialization

* Develop specialized product offerings for identified niches (schools, corporate uniforms,
workwear)

e Expand regional presence into neighboring markets leveraging Burundi success

e Establish sustainability certification and impact documentation

e Achieve USD 5-8 million in incremental revenue



10.2 Critical Success Factors

Successful Burundi market development depends on:

1. Consistent Quality Delivery: Maintaining A-Grade standardization across all shipments,
establishing Hissen Global reputation for reliability

2. Institutional Relationship Development: Identifying and developing enduring
relationships with key institutional buyers capable of absorbing significant volumes

3. Competitive Positioning: Effectively communicating quality differentiation and
sustainability benefits justifying premium pricing relative to informal competition

4. Supply Chain Reliability: Establishing logistics networks ensuring consistent product
availability and delivery reliability

5. Local Market Learning: Continuously gathering consumer and institutional buyer feedback
informing product assortment and operational optimization

6. Macroeconomic Adaptation: Developing pricing and packaging strategies enabling
resilience to continued inflation and currency volatility

10.3 Performance Metrics and Management

Implementation success should be tracked through:

e Revenue Growth: Comparing actual to projected quarterly and annual revenue targets

e Customer Acquisition: Tracking institutional buyer relationships established and wholesale
distribution partnerships developed

e Market Penetration: Assessing secondhand apparel market share within identified
segments

e Customer Satisfaction: Monitoring repurchase rates and customer feedback, targeting
achievement of Hissen Global's 80% global average

e Sustainability Impact: Quantifying textile waste diversion and environmental impact
reduction attributable to operations

e Profitability: Monitoring EBITDA margins against projections and identifying operational
efficiency opportunities

11. CONCLUSION

Burundi's secondhand apparel market presents a distinctive opportunity for Hissen Global
characterized by favorable market dynamics, limited incumbent competition, and substantial
growth potential. The convergence of consumer preference evolution toward sustainable
fashion, accelerating digital commerce adoption, macroeconomic pressures constraining
consumer budgets, and supportive regulatory environments create compelling market entry
conditions.



Hissen Global's operational capabilities—including world-class manufacturing infrastructure,
documented A-Grade quality standardization, exceptional customer loyalty reflecting 80%
repurchase rates, and established 110-country export presence—position the company to
establish market leadership within Burundi's emerging secondhand apparel sector. Systematic
institutional buyer development, localized product assortment, and explicit sustainability
positioning offer differentiation pathway within markets characterized by limited competitive
infrastructure.

Conservative financial projections indicate potential for USD 28 million in annual revenue and
USD 7 million in EBITDA by 2030, generating attractive financial returns while advancing
environmental sustainability objectives and contributing to affordable apparel access within
Burundi's constrained-income consumer segments.

Successful implementation requires disciplined execution across market research, institutional
relationship development, supply chain management, and sustainability positioning. The
opportunity window for market entry remains open, as organizational competitors have not yet
established dominant positions within Burundi's secondhand market. Strategic decision for
market entry in 2026 would enable Hissen Global to shape market development trajectory and
establish enduring competitive advantage within this high-growth African market.

APPENDIX: DATA SOURCES AND MARKET RESEARCH

Global Market Data

¢ Global Second-Hand Fashion Market valuation: USD 210.3B (2025) to USD 581.3B (2035) at
10.7% CAGR [Future Market Insights, 2025]

e Alternative projection: USD 198.64B (2025) to USD 485.97B (2031) at 16.0% CAGR [Yahoo
Finance Market Analysis, 2026]

® Online resale platform growth: 23% during 2024 [ThredUp 5 Resale Report, 2025]

e Consumer secondhand purchase intent: 59% of shoppers willing to purchase secondhand
gifts [National Retail Federation, 2025]

Africa Market Data

e Africa second-hand apparel market: USD 5.2B (2025) to USD 17.9B (2031) at 22.8% CAGR
[Mobility Foresights, 2025]

e Africa industry growth: 4x higher than rest of world [Business Report South Africa, 2023]

e Middle East & Africa apparel market: USD 96.23B (2025) [Fortune Business Insights, 2024]

e Organic cotton production growth: 90% increase 2019-2020, 7.3% of global production
[Ecomondo, 2025]

Burundi Economic Data



e GDP: USD 3.436B, agriculture 32.9% [Global Tenders, 2025]

e Population: ~13 million

* Inflation: 40.9% (March 2025), 39% average (first 2 months 2025) [Breaking Burundi, 2025]
e Real GDP growth: 3.9% (2024) [World Bank, 2025]

* Poverty rate: 73.8% (projected 2027) [World Bank, 2025]

e Real per capita consumption growth: 0.8% (2025-27 projection) [World Bank, 2025]

e Textile exports (worn clothing): USD 903.79K (2023) [Trading Economics/COMTRADE]

Quality and Standards Data

e Textile sorting capacity: 1.5M tonnes EU annually at standard specifications [European
Environment Agency, 2024]

e Fibersort technology: 1 piece/second, 1080 kg/hour throughput at 90% efficiency [Valvan
Baling Systems]

e Grade Arejection rate: 3-7% [TAGZ Vintage Clothing, 2025]

e Textile recycling: 93% recyclable without hazardous by-products [Academic research, peer-
reviewed]

e Energy savings: 90% less energy, 90% less GHG, 99% less water vs. virgin production [Textile
industry research]

Consumer Behavior Data

e Consumer stigma reduction: 72% (2024) [Market Data Forecast, 2024]

* Gen Z sustainability priority: 33% rate as "very important" [InXpress Survey, 2025]

e Gen Z willingness to pay premium: 20-30% for circular products [Globaltextiletimes, 2025]

® Gen Zresale behavior: 50% declutter, 33% sustainability, 56% income generation [WGSN
Barometer, 2024]

e Sustainable fashion market: USD 104B (2023) to USD 135B (2031) at 8.58% CAGR
[Globaltextiletimes, 2025]
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