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SlafigR S, WHIERICBIT 2 BESFHOENRE BIFL T\, ZoKEHAWT, BEfREMIZE
(T 5 & BUH A O b BEPERCBIRME O B, BUAA OB HERSCRE L, R MRy 7 OO0 &1T o712,

EELIA4—HEE  100,000,000USD

EHL 2 ]] EHL E==4t ]]
A iR
880,000USD 164,500USD

B&4: REEI 4 —BHERRICAGT-TO0S ) FORBHE TV FHLOBEE

77V BT OEEREO T o= g Tk, FREET TR R S o BERLE G A
<oz bbliz, —HTELANGZTFAETRHOLERBOGEORIEZLBT 2D, 77>
7y 7 ELTEHL 772 REFI L TUIE I MEREN RSN, VYU X TOREREHERIC
b, FERIZT v 27 FOS— b —RERRICH ) 2K L. ELIA © 7 — (23T EHL Of
RN LT, ZEPkaBillsE b2 BHL #8522 ool SRR L, BRSO T T v
Ty 7ELTERHLTWS,

EHL IFR8GEABUG L TV A X v —TCHEESNTFEEOARNMEZXHT7 7 RTHY | ZOMmoH
i EITPATE R KBNS EL L 70D, ZOMEREBEICEFELRWE, 77 ROMEEZER R,
—F T, EHL 277 v /Yo 7L L UEHAT D 2 & T, KT F 427 B oM g
DESZERTIENTE, THUERICLSBRENTODMHBIZE L THREROA A —T 0% K%
BT ENnTE,



=TT

»

7BE—Yav

p

/ttﬁf

2= F4avy/7AE—Yav

77V FER

mEmEE

/77y FoRMERE
[EHL] [EHLE =]
[EHL] 1. EHLER{R#HDBaF 1. BELYF—OHBERE
1. &—=47v bfHEP7RE~ 2. REEMOFIEE -GED ||2. AL IKFoRE
T3 VRS OFEE REL - B 3. LIDIZ & v 7 ~D¥iii#en
2. EU/KETHEY 7SS4 Fz— ||3. 773V F7 v/ DBRETEELIA
PROEIN 130k 51 R— L= DFE [EHLAZ 8 5]
3. XKE. EU, F=ZEHH T 4, TSV RTvIICEDILCT S 4, NR—hFF—DEDRFE
EHLES S 0 BRFEIR HE Y RRERY XY FFEEOBRE | |5 EERMRE (PN

4. EVRRFVTL— OB
5. ALLF&IULTCSTOLIREE

o

7O0E—Y 3 vHRETOE
TEBER
ELIAZR & v 7~®D0JT

[EHLUAN D R & 2547 ]
6. fEF - MITHEMOIIE

[EHLLA 0 8L &R ] 7. AAXY YT AR AT LD

6. 77UATEHBTRE—V a3, BERER AT [EHLIA 0 i & 8 5]
VMD3g&E 7. 77VUHhWmHBIAE—Ya Yy

7. R EBREBRHRUEDERE. SN~ DORAMTHIE
VMD#giE

E%5: EREAICHITIRIENE (EHL BEUVEHL SO RERH - RESSR)

202341 ALV, ELIAIZ EHL 7 7 ¥ R 3 —Y % — % BT 5 Mr. Fitsum Arefeayne % J&E H
L7z, Mz Tl o R 70 SB35 HINEE - 98 024 % Mr. Endale Seifu  [FIRFH]
WREMALTWD, Yurv=7 METHIZ, ELIABRZ 9 LEAMEEH LEHLO 7 7> FEH, B X
O~y =TT 4o 7o 7 rE—a rE TS, —F, LIDLICBW T EFAPEZ & OHEARE
BRWCT~—7 7 4 772 £ MIDI ~BE Siviz, 07945 % LIDL L LG OTRGERER,
B EICESNT DL LD, EHL &I L7220 R ERIG GBI W Cid, Bl m Y=y
FMETHS EHL 77 ROTEMZHLT HEEBHTETEY, £ 9 L7cARZED ELIA o R
—DIREL BB HIT> TN,

3.3 Ethiopian Highland Leather ) @ E & E

(1) ERHORERE

K7 = — XOFPEITFFIC COVID-19 OEGILRIC LV JICA BFE N =T 4 7 12 ¥R L CTHIAlT
EaEMTHZENRNETH 72720, ERTORMREL E LIz, FiE - FEFM ot P T
FRICHETHAIET L, = F AT LMY EET-7 7 A ME (FEAKRE LT odEM) 2RicH

ATH T NEFHEL, £D 2 2E2HME L TA YT A LD HFe I —%BfE L7-, EHL
ITEEOEM T T R THDLN, ERMOMEUGEICE L T, 5L ZBICED,

1) ¥FEOHLIFICET 2EHTRIE

1) -1 ES7=Y LT

ERAOFNTRIL, 1 72—, §2 72— AT EHL #ita 5 SN 240550 1 #T
& % ELICO Awash Tannery (LLF, ELICO) ~OD3H4EIZ LIDI OHEANFE OB A 172036 FE T 5 2
Ll L7

2 Bahirdar Tannery 134 £ 0 & FER B A~OHEM IR EZITo TUILWE WS BERBH -7 Z &b, ELICO % Hiffi



BB ONFICBE L C=F ATl EHiga ER-E 2 A, ELICO THREL TV DFEED S B,
1226 5 7 L— R3OEIEIT 50%I25 729, 7 L—F 6 LLFOFEIZH LT, W HIMiEZ > T
BEL T DB RERIPETH D L ynoT-, FEAGLTH D A OEFIZEIL T, ELICO I T
HEROBENEDE (FE2) #ELT v 77— FRE2RATHWDLIH00, BERELS TIAF v 7 5
EVE VD RS OFHE TSNS OISV TRV, HERNA LB E 2, JICA BMZEICL 5T R
REARD R U2 fER, HOEAWITE U CRERNCELARTRS (BEOAD) 2 PEEEITAES)
AT L — M CTEBAT DL CTT v 77 L — KT HEERA L, §IET 27 A2 LTI,
H1EOFNC & Bt BIF HiEDHRZR 5F, 8 1 7 =— X THEZR L7- ELICO 28T 20 flE T (Y
o~ EF) IR LT, FRCENRLERRA U PLEDTNRE LT,

F T4 IS —IZIZ LIDI XY ELICO OEAME 74 RSN LT, LY —RERFZIS 1T 2 ARHf
OEMAHE, IV T TRBICABD 2T 255G, X—Ya2Z0ttoENariad iBo L
PF—DBRNDRA > MEIZOWTIERREMN LAY, A%BGIEA L TWEWnEDa 2 b
NooTe (MFE 6), D%, ELICO DHYFIHER LIZE ZA, ZOHMNERITIEH I, 71
— FOEWEDERE L 2TV RN SMNIMIEZ T2 Z N TETEY ., FEFICEATHL LD
A N e,

H% 6 : FEOMLLIFICEAT 2HTZIEDOFHE
Ehe A& Too4 Uit S F—0ORE
> EH :2021FE11 118
> SN
1. Mr. Mohammed Hussen, DDG, LIDI
. Mr. Mishamo Wakaso, Director, Leather technology, LIDI
. Mr. Wondimu Wolde, Team Leader, Leather technology, LIDI
. Mr. Wolde Migora, Director R&D, Quality, ELICO
. Mrs. Ejigayehu Zemedkun, R&D head ELICO
. Mr. Mesafint Arega, D. chief Managing director, ELICO
. Mr. Zinaw Haile, Skin Division, ELICO

Kt DIFFETHI L& STz 6ABB VSR FEFHAWT., JICA EFRIZKY T
T L—FRLEIRBEOY Y TILE GHo0K. 30 HER (8- BFE - R—
oa))

QUETIRZENROI-ETA (FRELRM) : hitps://youtu.be/hQDWtcF-pSM

QELOFIDH U TIL (FSATILADERIRME)

BT XEAR > BRARBROHHEHMELT KEDOFEVEEDERETOI—T 1 > J il

> BT XENE
+6AIBB JL—FDIAOLEHLISANEEZTYTIL—KT B8, %
HANIGEZEIRIER (BLEOAE) 2FFEEFEEBRATL—O#HBTE
wmY BAE. Hii,

CHEIRE (RBE~EL) IBALT, RBBITARERSA 2 FOHRE, BEEH
ZIx. OBADLEBDOHS—T—2DEROEEN. OFHDELA. O
BNEEAELERTEHAREZHIEER X OBPHR T L—DEEFE,

NoO g~ ODN

IEOMEE L, £~ LIDIEINEOSMERRLR O EMT 22L& L,
SRERMO T v—T 4 VT HEIZONTIE, F1 7 = — Akl EL SR,
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1) -2 LSEYHLET

B o= OBWEICBNT, RN EEHEHT 2 ERMWEEZRETE I HNEZ#Z TF
LWEWHIBEERENTZZ E0D, 200RR5 M2 EQTHEREL, KTV TTF A L L T
REZH A EFFETHD TAT8Y ) 2R Lz, b7 e LTHREL 7803, FTHICH R,
ZOLicAtEER, B A AV LET VA VEZEICFES L, ZHICH > THROT 0 23S
ENTHECHBEY ZHI VAL BT R (KK 7).,

HiNiXEoFikE LTE, 87 =V A RF LRk T, fETREO LY —H 7L LG T
FBAFELDEETAD 2 S5BHME LENRLA T4 TOFEMIEETT > 72, ELICO 75 IXIEH
IZEWWBLR TR Bl Z0%, B U T UERRE B S LTz,

Z D%, ELICO DHYMFITHR LT E 2 A, SRV D ZOEMIT I EEHTE TRy, &
DL Thotz, HAL L TIIREEZH D ZDDOMEOKIKE LR THHLERHY, 2Nt <IC
X TERNWEDTHo T,

HE7: LSEY
EEAA—CLELTEBYDYU T | #5037 Y

i

(FRE/A R https:/fyoutu.be/NZW37bb1POU)

2) £EOLLITFICET 2 EMKIE

FE O BTICBE T 2 8 3Bk ITIE, Batu Tannery & ELICO @ 2 /237351 L 7=, Batu Tannery /%
R 900 T 74—k (LLF, sqft) OFHEEAEFEL, EICTFAET a— A - SHO
HEERFE L CW DA EAFEDORKFETH D, FEET EHL BRI HIRWBILAH D . FEo L PEICm
F72 b T A T BB LTS, ELICO TIXREFLEE 400 1 sqft DA AEFELTZEERHY, 95
80~90% % 7 /L — N I (FEHME, ZaieE) MO L U Tlioe Sz,
ZEEANCEA L T AT O X o — L i a ElZ L 2 A, Batu Tannery, ELICO & & (T4
DJEEZT 6A/6B 13D DEIG D 80% L ETHY | fLEFICK DT v 77 L— ROFEEL LT, K
FRESHEN S OB EAVNRENT LT v T EIFRe, EROBGERT N TEL7Y > ML
BT A EERIRN D R3S o T, BEOEIZOWTIE, FEAEROMBENKET, EICoNT
TAEET 2R T/IMECBIZ L > T 26, REREER, Rl SAERNRRTH 52, Fizon

4 Ethio-Leather Industry Plc. (ELICO 7' /L—7") |ZiX, Awash Tannery (% > J—). Abyssinia Tannery (& > 7F—),
Fontanina Shoe Factory ($#{). Tikur Abbay Shoe ($U#). Universal Leather ($l&f1) 2N&EN D,

5 ELICO Awash Tannery DS FH /)N HHEEY (2021 4E 6 H),

8T v 7 ZARWANZZOIZEREETT VAT o BT ik,
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TIEFABFHOHITHIZ L 2B L L,

FH T OBEICOE A M#EE R E A2, DF AT L EMNENTZZ T A MEEEFWT JICA
HMAFENME BT ORI NV E R BREENE L, OV TV EE L LICHETAET O
ZoF—t#E L, ZrF—0BLREL, OB CTHBRRERE B EARE L, B kdE
WEZRE LT (KES, 9), HINHRFIEIL, FHRER, &7 —XvEffEnizs 72 MaH
W IV L BEETRAZND - T A2 ER LT (BE 3),

B 8 : £ EDHLIFICEIT HEMTXIEDFHM (Batu Tannery)

ES) WP

FToo4 VRS F—DORE
BfER : 2021 £ 12 A 22 H
SE :
1. Mr. Fedlu Mohammed, Production Manager
2. Mr. Samuel Belayneh, Production and Technical Manager

#BM

@® Batu & YEMSII-I SR L EEFEALTER LI-IREAIOY > TILE
@ BEIRFHRELIZETA
Corrected grain leather PR 22 Bf: https://youtu.be/RgL_Auosz1E
Magquillage finish leather BRTEZ22F: https://youtu.be/KhEvzAQjNMU
@ HEIFEOLVE
@ vX7—PatEFICRERARGES YT

R ERAE

> H'S5 RiE Y FE (Corrected grain leather) SN HHREZHIY . AREESE THE
T5H5ILT. WENBENEETESHELITAE

> I ¥ 7— 2t EIFf(Maquillage finish leather) b —>DRELZ S EHEFEERERK
TZYURERAL, SV VI IBEREICERTHIILTEHELZREILLETA
i

H%E9 : FEQMLEITICRAT 5HMIEDOHFHM (ELICO Awash Tannery)

ESiWap

F2 54 Vit 37— 0B
FAfER : 2021 £ 12 A 22 H
SE -
1. Mr. Yesef Mohammed, R&D
2. Mr. Yetayas Getachew, Head of Hide division
3. Mr. Solomon Amdie, Quality Control, QCA division,
4. Mrs. Ejigayehu Zemedkun, R&D head

M

@ BatukYEftshf=V SR FEZFERALTERLEZIEIOYTILE
Q@ REIRZFHEELEZETA

Pull-up finish leather (BRE 22 F4) : https://youtu.be/-LMFaCRxitl
@ HEIFEOLIE

R EAE

>  JIL7 v FHELEF (Pull-up finish leather)
Ty ARHFNEEHICERIETCILRT BELITFAE

Batu Tannery & ELICO [ZZNENM L IZA T A e I F—2E L (BE12), ®WETRERD
EDRA L PREEFHREICOWTHMF LI VHI Lok, BRISEZEm L7z, itz I)—
TlE. %72 Batu Tannery £V 2 SO EIFEAROEFITHT 2 @mWERB A 6N, I T —R&IC
X, BIMO RS Sh e L B CAFTE LKL LM L Ly EOFREIZE D AT
We, Fo, BN ZB U CEMENRT A AL LRZDRIIED7008GE (N7 HITHI
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W27 TANMITARYENTDE) IZHAENICRVEATEY, EIFXEOREN R LTS,
% D%, Batu Tannery 3 XN ELICO O FIZHER LI &L 2 A, WHF L & ZOHINAZFEHNTE T
WrWEDZ EThole, BMHIIMNELRIEENAFTERONL, LD EThoTe, JHINHLT
FAET TAFHRERELZAHEE L TREBARERIEMLDO U X M OB L THA LTz,
WA« FEEOREN DRBERL OATRE L o2 L9 ThDH, SHREABATTED IR
D, ZOHEMMNEHIND Z ERHIFEINS,

(2) REHSOKEHRE

A7 2 —ATHL7RE—V 3 AFEORG L 72 5Bk O BREVE & A EDNE D 2% iR
LoD, BERFENXEEIT > CE e, BERMICIT 20224 1 AIZT7 T A0 L OR202249 A7
AV D=2 —3—7 CHESNDIBRE~DODSMEBR L, S— b —{¥L L TGEH L7k
N4 AR U TR R AT 272, 7 a Y =7 FBBAEL S COVID-19 DIESYERK ORI ITE S
HL2021 8 HET, BLU2021 4 11 HOIEFFEESHK TG 202243 H E T, JICA HHZEMN
TF AT ~OWEMZ PWrEE 5 2820 & o I, SREOV TNV EHARNEST
H oW, FREE AT A AZE Y B2 TR LT,

1) IN— b F—2EDREE

2021 4F 3 AHA), ELIA D& BR¥EE xR E L TR— M —BEDOHEE - BFZ21T-o7, WHEDODH
ST 49XV W4 A0S 8 HIZT LU FOBENRE Sz, ®BITHA, JICA FMAZE DM
FIFR SN TV ZZHIRIE, BARIOSEREDY TV AANTIEA LT 9 2 TREEZIT-oT- (BH 4),
TP, TN OT A UL EN E BITENDLI BRSOV UL, THRBRCA T4 ik D
F—F =L OB DONE B E 2 N— FF—hFEL L TERE L, 7 ACmkiZ T TIEEEIS
B O o T BZEIZONWTIEL, BUHIJENA R 72 2021 4 8 AIC THEZFHM L, BARICELNT
P TNV OB O B EFEBIG ORI AR L ETEGREZHWE Lz, £7o, BEINTA
¥l7nvaes bPEoOMTREEZME L, RETHE oY =7 b BEZZERT D 7200 H@ERHE,
TuYxr b EREOEE DRORERBIEOIZODOMEDEBEIZOWTOEEN RSN,

Tl 72— A TR —REL L TEEINTWEREIZONTH, F27 =2—RXDRBICHT-
DD TN Z RO, MAEELERZEICFM Lz, BETIIE 1 7 =—XHFIC IVl o7
A UM, B, THOAFERGIS @B, &%F O EHL 7 7 > NIZBET 2B fi# 7 &% i Lk
AHNCREEIT -T2, TOME, F 1 72— XTI A= b =L L GRIENTHWED, A7 =
— A TIEEEDN LRI EELH -T2,
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HE10: 1 71— X -E271—XTEREShI=/NN—bFr—1%

£17x—X F£271—X
g 1 KOOTKEET 1 Zemen Amour Leather,
@ YezichalemMeaza (2020 1 H. # | @ KER EZHI Ethiopia,
EEHIBIC & YXIEER) @ KOOTKEET
@ Entoto Beth Artisan @ Meron Addis Ababa
@ SHIRSHIR (20194 B&Ysm) |® ELICO Universal Leather
® ELICO Universal Leather (2019410 | ® SAMURA LEATHER (2021 & 11 A
A& Ysm) & Y&m
® Abka Leather (2019 4 12 B& Y% | @ Rootin Style
) SHIR SHIR
s @ Sheba Leather (2018 &£ 7 A. #%& | @ Natural Footwear Studio
MR IC & VY XIBELR) MESGANA SHOE
Ramsey Shoes (20194 9 . 4 | @ VENUS SHOE (2021 & 11 A&LYS
WZEYXERT) )
@ Tikur Abay Shoes (ELICO %' )L—7 | @ ELICO FONTANINA
[Z#ESE)
Ambessa Shoe (2019 5 B& Y5
hn)
@ Natural Footwear Studio (2019 £ 12
A& Ysm)
g - F% | @ Kinaff Leather (2019 £ 6 A& Y% | @ Kinaff Leather
®iE hn) Davimpex Bahirdar Tannery

2) FSA VIZKDHEMKIBORERRE

v FIRGYEIL R OB LY JICA EMENZF A ET ~EM TE oo 7=/ (202143 H~
202147 H) . BEIO=F AT OIEFHEERESIC X DEMSIRMME (2021 45 11 A~2022 42 A)
I, A ITA XD HEINEEZE R L (BHES5), 2021 43 An6o S AR, £9. &%
DY TN BRI, = —hEREEToT-, TO%, BESN-BEERIRE L
a2l hoFV T —vay, KOHARANHRE LY 7 ARgmcxt T 2868807 1 A
o a vk E LT,
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BENM: 254 EE—8

B+ HEE RE
202144 B EHLEFRGES oF—14 |- 2 o —~ORMHBEICET HELIZDONT
202146 A aoFr—24 - EHL R5EEG T 02 R & EFEEEEICRE T 558

-FUSA UEMXEICET AELELY

2021 %€ 6 A IN—hF—DFET7# -AYTUF—ay (Fad sy MEERE, THA
IEE, HifEE, EHL SV KT R AV MIDWL
)

- Bt E D - HDEEREEHEA

2021 & 7 A N—rF—0E 73 -AVETMR—FRUTHA VERIZEDICERY VT
LIZDOWT DS

-FUSA URMXIEICET 51%%

2021128 |IN—FrF—DENMHE |- T5RAEBTRE (Who's Next) ~AODIFAET7TRER
Erh ik DR
SIDSUADWMI—C T FAEERFTIEE
2021 E 12 8 |/S—bF—D% 84t - Who's Next #EZ s E5

-EHL 75> FEBIZET 37y 77— MEHR. BRI

B
2021 & N— b F—X 74 YU TLEGROEKMTEE
12A~1R
20224 2R N—hrF—f% 84t I U ARTREWE

7
IN—hF—1% 5% 75 ZE?R%@}”:IJ? Nl AN

TFFETICHFEFREES VIS S, JICA HMZEDEMHIRA & > 72 2022 4F 11 A 225 1% 2022
1 A® Who’s Next (20T 7= %> 7L pdimIc kT 28O M E R N H - 7=, & Z CTHERRICY T
,wﬁm%L JICA EMER AV T A L DR EEITo72, UL, 7 A fEORL, @
BTt X ICREZ 2 L, PEBEY OETE IR ote, o, = F AT TEHEREEL TS
RRII o 7ol T2 be— L LTRHIICE Y Lo IELE A Z ENtHikTnieny ARl y
TA VB ThoT2Z N bEB 2 EMRE R o7, U EORENTEL TV
VINEANED ZEINTERN T, KTV ERBMAT D 12 ARETIZ, THA L HED
M ELZ2NWHRBEZHoT, Bl E LTI F 4TINS MERIZ 8%<%wﬁ&fﬂi&%ﬁ
WONE WD FEENF BRI TV WS b FHE AN T, ZRUCHh > TEET 2 v Z i
%ﬁ%hfn&m:&ﬁ%ﬁ%héoi%ﬁ57@ﬁ%_&of_m%i%@iiﬁ~&—ﬁ_%
D2 5METHD,

3) BHEBROHNTZIEDER

2021 -8 A D HEMEZOBIMIGEN R L. ShE~0MERG Lz (BHE6, 7, 24), BES
N — h P —EodITiX 2014~2017 FEO T 0 P = 7 "HFFEIC S— hF—¥EL LTI LA

O, RKTa vl FOFE 1 T o— ALk L TESMT A RENEEN TV, £9 LEBHEIC
LTI, ZZHFEORETETH AR EOR ERR 6z, L., BMEO &R

LT, BCKOBEEDOHRMCERAKT 52 L O T 5 WEEHARHICET 21T, 5% OS] Z ik
FEE, BENLDMEICRTEH7 L—b R 8IS LTV T ERMELEZ LD,
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H*& 12 : RiisE—%8

HH SR AF £ Hiliibe BERE
2021 |8~9 |/8S—hrF—DE10%t THA UEE - U TILDKE
IN— b F—DERERE 1% | BION— b F—DEEED=HDEEHM
10 IN— b F—1¥ 3% THA UEE - U TILDKE
2022 |3~5 |/N\—bF—1E 43 75V ABTRE Who's Next BDZTEEICIRDHIEE
IN—hFr—E 124 9 HOETRE (MAGICNY) AHY U TILTHA VigE
IN— b F—1 ¥ 3% EHEAHED VMD XiE
Z Dt 4 %
7~8 |/N—tF—DE13% 9 AmETRE (MAGICNY) ADOY > FILEEEE
IN—hF—fE 13 BEEIBOLATIMET7T ENAR
N—hrF—F 3% HMAVTFURDT N4 R
9~12 | IN—hrF—1¥ 4% MAGIC NY ZXDEFEASHICZRLIFMEERTE D
* AEB|X%iE
N—hrF—fF 2% BEETHEOLATIRET7 KN4 R
Z D3 2 %t BOEEICHIIREEERFE
ZDfthid 3 10 %t LIOVHARTRE, BLUTOATAEHICHITS
VMD 3 i
IN— b F—1 % 3% EHAHE VMD XiE
Z Dt 4 2

FREOTIA T —OFT WA U DY, XEEIMROT G L TR ICiIRE el 2 D 2 &
MWTE, LML, KEBEETEZ2ZHEOUNTIZ, BFTEHLTLE AN EDOREDOT A
FlicbEm LRI, BEEORBEE TCETZULITICEZIRIT L LB HLROLNLD
D, BMORERELZ ESENTI. FOTFT WA AT b e ORI ik 2 BRT 57 A F—
CHEREZTNRHIZONWTETWD Z ERHRTX T,

AT vz S BIESEICK U THEM LB SR, BRSSOV T ARBEBED & ER
DB DZIEI L DEFERFOIED FIZ 2 DI b, o 7AREMmERRZIL, RERE
DTFA L EEELSOL, HMERT A F—HHIZEZTHLLWARRLEHETES LS, E
DI, F=v 7 E2BRVIR LT, BREBOA—F—EREICEL X, A —F —25DEEN KD
HENZEE T = v 7 4TV, I RMEIE S 2R LdE 2R L,

X3 13 O&EHEL, = T —REAOITIRERGT HICHIZ VB L) =T —va v D&
BIDD OB TH D, NFT—2L o THHEARFEENDH Y, DX DR FEERIRTI20ICL-
T, MEORENPEDL-TL D, —HTHORMELZBLRTE 2082 0B RIRFICE 2 70 < TER
Be\, Fio, Effle X2 —r LEEREAZ AR L, BUICEHT L2 LT, BEOCEOREDIEXD
DENWHEDLZ LA LI,
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Sewing way,

single or double?
how far from edge ?

Pattern s e e e e
v Accuracy and clarity 1=
¥ Clarify the position; —
to sew the lining close, e —
to attach zipper, accessory, D ring tab, logo. . . R
E Dupe for Cutting Session ~ Spemﬁcatlon
No. o % '7""7 ¥" Reduce mistakes in _., = — i —
i s Q the combination of = ' — | I
“““““ N threads and =
L._‘ ainleather parts  Attached leather parts Lining Parts Inner foundation Y, materials. =
Eg- 4 ==
O] ) === =
======== o :
‘‘‘‘‘‘‘ .ﬁ
\ ﬂﬂﬂﬂﬂ parts  Attached leather parts Lining Parts Inner foundation J

KX 13 : I— b F—DREADF VI VFT—2a U THEALEEH

BEICLVNEOERIK, THVANOETH DN, WETHREIIHREOE L ONRMA/RZ LT
b, TNICEVITAOFEM « THA UNEEULIZR D —ANE o7, IhE THSD TR
DHNDNEHITOT HILTWZDIE, Meron Addis Ababa T 5, Zemen Amour Leather, SAMRA
LEATHER, SHIR SHIR, Rootinstyle {0 L7 FNA ZFHUUE, BT ZENTELHLHITRoT2,

Meron Addis Ababa | 2015 FFD 7 v =7 ML (7 =—X2) THARMIT I vE—T 3 SIS
L7 2 FFD, TOBRITA 2 AREO/ NI BREETH -T2, TORRITHE LA ZIHE L,
m'E - TS T EB oW AR O, EERD 25 NETHER L, R LHIKOFEFRY 5 —
W— BT VAT SNHN 2 DOJER, TR HIXTO T L BIA IR LT, E72. SHIR SHIR
t 2019 ISR ABIAA LZED O ITEABICRER M ELTWD, 29 Le¥ik, £ /0 72T
7o IEETCORTRGIERE, Hr R 2K TORRISHER ENOWRINL TWD, Bk, HA,
FHRETH1I 77 RELTHEBITE D LMD ED ATREMEDE L HivTe,

Flo, BI7 = — X% 7 e Y= 7 MISIL TV 5 Natural Footwear Studio 7> H 1, ~7
—THEOEENPONESTZT7 2V M EMEMY T MEZ RN E WO REEZ T, EIEEEDORK
FONRFHTRSBENFT NS D Th ot lewdE T EX iz, RIEEfiT Tnd, ~T v —7D
FITHNVEETEY, INE TIIREEORIEEINTEEM ThoTt, TR ETEH L
LI EVD, YATAF TN, U A7 NITHERRDDLE ) SV Darv 7 el i
o RBThHoTo, BEMNOZDOL D RIBEVPHRD L HITho722 &b LWMHMTH 5,
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— . R7 = — ABERER CRMOWETE T TR— M —RELZRBEL CLE- T, EREIC
il 5 & LEOIMERENE > TR niEbHoTo, RIFMES, MK TEL2EBIAE L,
BERTZE L TOHMTFEHELS L WORBOT CLELELREERZFEHA L T\, BREE LB
BIEIE, BRAEEIRVIRY AT S Z LT LW B2, EHETO THOBERZ (KIE
L7ce 29 LIeHBREOSFIZOWNTIEL, AP FEILREZ B L LTI Ao RG24 EIC
FFELTH, MBI TSR OMEATF AN T RN E W RURH D, 2022 4 9 ALY
UNIDO 3.6 b F 8% Z fk#t L T U 7= Ethio-International Footwear Cluster Cooperative Society

(EIFCCOS) DBz, ELIA DEBAFE0HENABETETH D, /~— M —EFED 5 5, Kootkeet,
Natural Footwear Studio, Amour, Ker Ezhi 3% Z ~D LOBIRZED TR Y, EEIZ)H LT JICA
HAZDPRANR T LA T 7 MCOWTHEZITo7e, ZNETEHKL, XV LWEEO TR
TOAEEIZLDFEREOUEN IAEND & & bIZ, AEEOR EHHIFTE 5,

(3) LIDI RE v I~DETXiE

B 17— AT, EES~OHEITXEEIZ LIDI @ Product Development Center (LA T, PDC) DOI%kE
DEATT 5 OIT ODFELZR AT, L L, FEE~OFHM AR FEIR T LIDUO T EN L TIZL
MoT-Z b, HYNHET DEEITWE -0l 2 & Enb o FLEREL o7z, DL, o
fﬁﬁ;@JmA%W%ﬁz%ﬁﬁ7mﬁﬁf%&<&ot%%ﬁ@CﬁE&@ziJ:&~va

HICEEL <720 | BN 2D L DR E DR - T,

ZIK@EJ@TE‘ WLl DR - R ELE LB S EB D Getachew Adhena HiE E ik L= & 2 A,
Computer Aided Design (UL T, CAD) OEEFIEOXTEEZRO Hivle, LixL, MEKFD Hailekiros
Debesay fll iz & OB CHMFIC L 2B ClE, BEITME 0T 1 o - BEHINICH 5 & O
TohoTo, CADIINF =D DITRDPERWEINTH L7, ~Z— 2 231213 CAD O#EAFE
LIRNZ AR 2 BKRE IR EE L 72D, 2072, O THYRIFE L#im L7 E T, PDC OF ¥
A BIORNY — BT 2 EIN R 21T) Z & TRE LT,

PDC & B 1354, All African Leather Fair (UL, AALF) IZ&hL., #Z CHHOR ML ZRET D,
ZOHEMESDET RX—2 3 ERoTND I ENNnoToA, 2021 4 12 A D AALF % i1l 1%
DREFEEOMES L L TEM L LD LRkA7-, 2021 £ 10 A2, 3454 12T PDC BE~
FVxrTF—yarzFEiLiz, Z0#%, = FAETICEWTHEMLBEEOEMFIC & % HiffeE
FELER, 11 AOEMEE L2, AETORAFEERESHETIC L 2BHIEE P IR ED
JICA MEMZE P IREZ R < Sc, ZORIL, N— M F—ELFARRICA VT A - TOHEI
ZA T3, PDC HE & OMEAKIIW A AT, K58 AALF 4 H £ CHoefiififes 2175 FEN T2
o7,

2022 4 11 i3y v X CoORRSHENGH Sz, [HFRODRVLD VX HGIZOWNTO%
REMBIT 5720 8 A2 % L=, LIDI NTHLRIEERNEE > W=7 7 U b
BT vE—va AL EZ ST HAHETH Y, LIDIO~Y—F 7 1 VR O Mr. Antigegn
Kebede, 77 v =2 7 il#RE D Mr. Tesfaye Birhan 7> 5 b FEMI 2B 5421525 Z LN T 7=, 441,
ELIA %5 (Mr. Solomon Getu), 7 7 U h i « lr#&LE#4 (All African Leather and Leather
Products Institute UL N, AALPI) OE5 - ~—47 7 4 > 723 (Ms. Birkinesh Gonfa) (B F=&0)
IZM 2, LIDIZ2»HIE 1 ADIREE MR LTV e, RAEORWAEND, 24 & bill&H & LT
TUACIRET D L Lis, WD v F R EEEE O RFRIHE L A — F &L L 7o TH
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DD, D%, B COREMKE & Ok, IERHELB LT, LY X TORER O FRGO
== AREEE LR — e LTI DT, £, VT UH « ZF AT KL OmiRRE LS+
RHNZATV, = F AT OFEEERGL L LTALY o Z~D PRICEND L O Hika iz,

ELIA FEJRE. AALPL Y FE L, XM= F A B 7 KRR PR ORBRBEEICHDH Z Lnb,
AT — A & L CBIMIGE 24129 5T, LIDIFSEFE OxMAL PROFRNCER T2 LB b
%, BIHMHEA% 1T, BIHICIEA Lo B8 oY 7 L% | LIDI OWFSEHiE C it B R 217 - 7=,
WU T, FHATLOHEMBAZRFIXERNICHT 27 2 272 LTV, fg%IT, mEHICBEDbhL, L
A— NORY EOICHEM A Lz, TEL CWlERESOFEMIFNICHENNAE T, BEEE
D—HIER DI TEFHENIRBIE 2o T2, TOHOERSHEBIZITH OB Y ENJRESND Z &

L7220 —BLIEEBMEICIIRIFTSMELEND,

% 14 : C/P #Bg HL MR — &

ik b B &l
MOTI B IR ELS BE Mr. Assfa Mulgeta
¥2022 | MOTRI ~Hf#. BHEEY -7 T4 (MoTRI R iR i)
1H TXER~HRA LH#k=EPE | Ms. Haimanot Tibebu
MoTRI ~ (MoTRI B #m{&1RE)
BiR EME Mr. Bereket Yohannes
______________________________________________________________________ (2022 &£ 12 ARE)
MoTRI mMBREY—4 T4 VI XER BE Mr. Petrose Akliru
E#BRKET B/ A HF— Dr. Henok Seyoun
LIDI BE Mr. Dagnachew Shiferaw
*2022 F | LLPIRDC &£ LT MDI T D8 —~BiREh 3z | (LLPIRDC BiREEiRHE)
1A Mol | fVARR kEELE
R MIDI | BIRE Mr. Mohammed Seid
ZTO | ¥LLPIRDC & LTMIDI&FTDEU 2 —~BFsh3Ic | (BRELEOKRR h&
LLPIRDC | £ (ZARZ kIEBELE 1%tV 8—RICHE)
R Mr. Hailekiros Debesay
(2022 £ 3 B:EH&%)
NNV F—VEFRIFR—D v — Mr. Tsegaab Bekele (&}
FEABRE & U #5EE)
RERIMRFEE EiF oS Mr. Mishamo Wakaso
R EF TR FERHEE | Mr. Dagnew Negassa
RE MR ER FEMEE | Mr. Demissie Tsegaw
RER TR FEHSTE | Mr. Wondimu Wolde
R EF MR RED FEHTE | Mr. Wondwossen
MR - HAERE FHEHEE | Ms. Maereg Haile
KR - REH G EXFHFEL EiF oS Mr. Getachew Adhena
I—TT4 08 X0RFE12FMDI~NEE | HE Mr. Antigegn Kebede
TSUZUTE %20224F 12 A MDI~ABE | i Mr. Tesfaye Birhan
ELIA BER FHl ~2022&F 10 A Mr. Tatek Yirga
£88 2022 % 11 A~ Mr. Rediman Chara
EBREE £ ~20224% 5 H Mr. Daniel Getachew
{£8] 2022 6 A~ Mr. Solomon Getu
EHL DS Y RY3x—Tv— (2023 5% 1 B & UTEEE) Mr. Fitsum Arefeayne
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AK7w Y= FNERBBT O 20224 1 AIZITETOFRI TNz, C/PD—D>Th o7 MoTliZ
MoTRI & Mol (253 &tz, ED 95, FEEREI eHIREL 21 5 Z & L7257 MoTRI % % D%
D C/P L LTz, Btz LIZO < DRITENORM ANBDOBLE HIEI CTh o7, g, H4IRE
W—H S, FRBRBENLE L /> 7=, —J7, LIDI X Mol WIZHEX S 4172 MIDI 4 F D
LLPIRDC & 7257z, EHEM MIDI FIZHG S, TOBR~Y—T T 4 77 7= 7 b
MIDI FIZBE Shiz, LiL., SFERR o0& BRE-CHE Mo m OB EIXREE N £ <, 3l & i
C/PLLTIEEZB /) ECREREEL T RO oT,

3.4 Ethiopian Highland Leather ® 75 & F & Bk H#ERIE
(1) TS5V FERDO-HORBIHFEEESE
%1 7= — A TIX, EHL FZEFM OFEGERYE - FBREV AT LOBR% L #EA, EHL RS OFRG
B RYE  BREEV AT AR c EHAEE L, ¥ —2 #HiZ EHL @GEE 5 L7-, B2 T2 —
RNZEBWTY C/P & HHITEH 2R RIICATU, @%®Vﬁ‘n~kfﬁ%%9§ﬁmbfmx FOREALYE - 5B
AEY AT AL U2, & OFREZ#ERF LT < 720121E LIDL BT 258k i+ 25 2 L DT
HNMOBERNEEL 72D, ZD720, H&&Efﬁ@mn W LT, LHOFEMER LT
FORRFERZ B E X T-BFEOHEN TE D AM %4, EHL B5& B & U CRRGET 2l E 4 BA% L LIDI
WZEA LT,

B 15 : EHL 75 > FER{&H
IS5V REBRIZEIT5KE 18 L 4R

I3k —7—

BoF—hoDBEERN - RBELEDFET

D TJYA FOEF - BB

2. )—72 b‘y M ETFHZEORREVOERE

BERBEEDE

tI— FaﬁfE ET HELGETS VU FERIZEZRSED

B F—OFREL FRELEFFICHOMD D EFEDER & FRELHIE
-2 U —HMER

- ERRMICEITE YD TILEDRER

2. BEEEDEM

ELIA

el RS

LIDI

1) EHL RERM ORBEEE - B A T A

%1 7 =— X2 EHL f%GE % % 5- L 7= ELICO K O® Bahirdar Tannery @ 2 fLOFRFERHT D728, 2021
B4 RICENENTS COFRMERELZFEM L, £/, 4 XU X Pittards £L42 T Pittards Ethiopia
Tannery & FHHEE A D New Wing Addis Ababa Shoe Factory PLC (—#if& LTH# VU —%pf) LV
EHL #REA 2T WEERE2A SV . [FE 6 HIZENEh O TE TOIMEA 2 FHi L7, Pittards
Ethiopia Tannery (X FFIZ A AN TIY . FEREM OO O EHA M L 72 FROME DR
i bl LT %, New Wing Addis Ababa Shoe Factory (F5& L CWAH X2 THEET, 95 70%I1%
HMORET US AN T U7z EClm | 780 25384 & L TR#E BUICIRHL TWo, 17
=—XT CP LAELIRGEEREICE S X, EMEEOHRL ORI L 7V E R R 2 X 5FR
l6DEBN EDELDT,
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E% 16 : 431 EHL ZBiI#ER

Name Inspection visit Lab physical Lab chemical Result
(100/100) test (100/100) | test (pass or fail)
Bahirdar Tannery 93.5 100 Pass Pass
ELICO Awash Tannery 76.5 72 Pass Pass
Pittards Ethiopia Tannery 84.5 85 Pass Pass
New Wing Addis Ababa Shoe 76 70 Pass Pass
Factory (Tannery)

EHL FEAFREHETIE, SEHEEE L O MERER OSB3 70 LB, oAb FalBRr O EH RN EEHEE DL
T&)’)ﬁ:]jj k—u»L, uJ‘.E;PfLi‘Z_%) Eﬂi&)“(\/\é *ﬁﬁft%ﬁ % 4 %I: T@& /_)A"—Z))Eﬁb ﬁm%ﬁ%{%fl
7272, 2021 4E 8 H 230 L 7= EHL &% 5B\ 1 M@ EHL #Bika %5 L= (M 17),

E#*®17 : 2021 £ 8 AICEHL B2 2 H=4 0 ——E

1 | Bahirdar Tannery  (GREEE#T) IFAET7TER

2 | ELICO Awash Tannery  (EREEE#T) IFAETER

3 | Pittards Ethiopia Tannery IFAET/4AXYREH
4 | New Wing Addis Ababa Shoe Factory PLC (Tannery) BEHEAXN

FHEE A N OV - (LR E DO RITZ o —Z L ICHEY £ &9, LIDI O BN K% 2 55
L, WELAEGUHM AR T2, FFICHWEDLETH - 72 81%, Bahirdar Tannery % fr< 3 thod
1SO14001 DA ZNHAREIAL, F72IXAR G, ELICO M (X New Wing Addis Ababa Shoe Factory (Z331F %
TR EE DRI Th o7z, MMERBRO 5 Hig - WEREEICBE L, 5§ 1 7 x—X B 5 9E
PREER TII R TOY I NVEONYEN EIEE LT - 2 L 2% L LTV, CP L DD
FEEL ML« WREEERE O IEYER S L A L — ORI U A AR T A D LI E
L7z (K% 18, 19),

EHL 77 R#IEL AT L L TIE. ZhETOW#EKREL2EE 2. 770 R 7 v 7 ORI
ATV, 20224F 4 AIZ58 LTz, 77 KT v ZIZELIAO Y =7 A MZT7 v 7r—RLTHTYH
TIEATEDLHLINCT D, KBFEV AT AL~ =27 Vi, 77 RERRNZ#EA, LIDI &
HEk D 7235 ELIA M@ E(EIE L T <,
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E% 18 : EHL RERMDOBEMEE (RER)

No. | Category Criteria Standard Methodology | Reference
1 | Physical DTensile Finished leather for: ISO 3376 *Indian
test (lab) | strength(N/m | @Tensile strength Standard:
m?) eShoe upper/bag/leather goods: 5914:1970
more than 15* **Indian
eGarment: more than 15** Standard:112
eGlove: more than 15** 30-2003
2 | Physical (©Elongation | @Elongation at break (%)
test (lab) | at break (%) | eShoe upper/bag/leather goods:
more than 35*
eGarment: More than 40**
eGlove: More than 40**
3 | Physical @Tear Finished leather for: ISO 3377-2 | International
test (lab) | strength (@Tear strength (N/mm) *Double Union for
(N/mm) eShoe upper/bag/leather goods: | edge tear Leather
more than 15* test Technologists
eGarment: more than 35 and Chemists
eGlove: more than 35 Society
(IUP/IULTCS)
*Indian
Standard:
5914:1970
(@Rubbing <Dry fastness> ISO 11640 | Japan eco
fastness (Dpigment finish: at least 3-4 leather label
(dry and wet) | grade http://japan-
*dry 10cycle/ | @Pale shade and natural finish: ecoleather.jp/
wet 10 cycle | at least 3-4 grade english-
(®Dark shade and natural finish: 3/japan-eco-
at least 2-3 grade leather-
<Wet fastness> standard-jes/
(Dpigment finish: at least 2-3
grade
(@Pale shade and natural finish:
at least 2-3 grade
(®Dark shade and natural finish:
at least 2 grade
4 | Chemical | (OChromium | eFor adult (skin contract and non- | ISO 17075 | Japan eco
test (lab) | vI skin contract): leather label
Not detectable at the time of test * http://japan-
*A detection limit: 3mg/kg ecoleather.jp/
5 | Chemical |® For adult (skin contract): 75mg/kg | Formaldehy | €nglish-
test (lab) | Formaldehyde | For adult (skin non contract): de: ISO 3/japan-eco-
300mg/kg 17226- leather-
1(HPLC) standard-jes/
6 | Chemical | ®Ph Ph =3.5 (for all leathers) ISO 4045 ISO14930:
test (lab) 2012 (dress
glove)
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Date: DD/MM/YYYY
To:
From: Leather Industry Development Institute (LIDI)

EHL certification score sheet (summary)

No. Item Score allotment (points) Company’s result
1 Inspection visit 100 Points
TOTAL 100 (*more than 70% is pass) Points
No. Item Score allotment (points) Company’s result
1 Tensile strength 35
35: X (average) = standard
25: standard (-10%) =X (average)<standard Points

15: standard (-20%) =X (average)<standard(-10%)
0: X (average) < standard (-20%)

2 | Elongation at break 20
(%) 20: X (average) = standard
15: standard (-10%) =X (average)<standard Points

10: standard (-20%) = X (average)<standard(-10%)
0: X (average) < standard (-20%)

3 | Double Tear strength 35
35: X (average) = standard

25: standard (-10%) =X (average)<standard Points
15: standard (-20%) =X (average)<standard(-10%)
0: X (average) < standard (-20%)

4 | Rubbing fastness 10
(dry & wet) 10: 3pcs = standard
7:2pcs = standard Points

4:1pc = standard
0: 0 pc = standard

TOTAL 100 (*more than 70% is pass) Points

5 . Pass: All above the standard .
Chromium VI Fail: All/some below the standard Pass/ Fail

6 Pass: All above the standard .
Formaldehyde Fail: All/some below the standard Pass/ Fail

7 Pass: All above the standard .
Ph Fail: All/some below the standard Pass/ Fail
Pass / Fail

*The company which scores more than 70 points as well as pass all the chemical tests is entitled to receive EHL certification

EFZ19: EHL REFRMBI - Ra7H<U—I— b (2022 F£1 BRETHR)
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2) EHL EERRMEE - BRI A T LD

EHL 77 R OFpge vl REMEDOBLR 25 . EHL JEEFRM OFSAEZ 1T 5 LIDLRE B 25 fkfe O 2 FERE 5
EFEML TN ZENTEL XS, CPLLEBICEHL EABORGEAELHF Lz (X% 20), EHL
BEABORIELZITHIENTELDE, LIDLBED S b, ¥ T —~DOEMH % Ehi§ 5
Leather Industry Development Directorate & $=D#ME « {775k 21T 9 Research and Testing Laboratory
Directorate DWNTAUNCHTR L TWAHHKE & LTc, BET L2 08ICBIF 2RIz, o —%7
I3 LIDI O#FFE=R, & L <IEZBET 25508 T 4 FLLEOEBREERNH D Z L, 2 BILLEO EHL F8AE
BaRBR Li-Z L2k Lz,

K% 20 : EHLEEEEFOEE

S B LIDI DR EEFMAESBE. F/=(X LIDIOHR - REHBE

& HFLAWL) RZICTEERE, LR2IZFREEAKOSFEFALE

& () AFLULEDE F—TOEFHEER, £-IXLIDIDOBRR - REHTD 4
FULDOBHHRER, FLEETNL EREFFICE T HREKDER

EHL EE&E#ZER 2 [ELE®D EHL &AM

BHIR FREEA M5 2 F

T DMEEEIEER QMS, EMS, LSM, LWG %G EIZ B 1+ 5 BEERBRF - IERKRDEER Z AL
BA9 SFEEAE

EHL BE& B OFFFCHT= > TlL, TTICHE 1| 72— X TRIAEITo 72 2 tHITxT 5325 AV
OB (FHE 8, 9) R°IiLE TO EHL BRFEEEY LR RaS %, EHL 7 7 & R ~O Ffif & kR
A5 C, D OFRRERMEA /-3 LAT 244 @ LIDIERE 2 L, 2021 4 8 A 2550 L 7= EHL #B5E% 5
X CREEE L Lz (KFE21) (BE 10, 11),

B 21: BRI = T~ EHLEER
1 | Mr. Dagnew Negassa | Lead Researcher/Technologist,
Leather Industry Development Directorate
2 | Mr. Tsegaab Bekele Bahirdar Branch Manger
(3%2021 % 7 A % T Research and Testing Laboratory Directorate IZFT/E)

Z o EHL BEEAHIEICE L CTid, LIDLREMTO7 7 FeIF—25fEL, BELobh 2HEN
IGFFTE DI EEAM U, W, ISHEEROS 55 MEOHRZ T THR 64O LIDUKADIE
ERboT, 2021 10 A, FTBEMEICK L, ¥ o —~0FEHEARD OIT, OJITHIZIZZD T «
— Ry VPV R—= b IAT 4 U 7ICAT LI T —2FE M L7, BRI EHLWEE® RREA 3T T2
Tsegaab Bekele N3 A —/3— A H—L LT, OIT DFEfE &L ZOFHMl, &I —IBi iR LY
Uiz, M D DI S 7o FITIEA O A RV E, R J@A%rﬁxﬁ BN &b,
74— Ry EFEL, BEEELZREEZRIL T b o7, £0%, HFHEFEOH TR LE
NleEEL —OBEL, BT L ¥ o —~ B FERBROME, dERCETS7 4 — K
N 7 i LT,

EHL BEA& B OFEGEAEL, FEHEE L MEEORMEE 2 EZ T T2/ ATH L, ZRITM



Z LIDIERE & EHLEEE (RA— /"= A% —) N BEME DB L NE L EA
SRR LM L., 70%LL FO 2 a7 288588 L (X% 22),

H% 22 : EHL EE R OREEE (SHFE%E : 70%LLE)

Category Evaluation Point
Practical skill at Inspection visit and feedback to tanneries (15t tannery) 20
tanneries Inspection visit and feedback to tanneries (2" tannery) 20
Reporting quality Inspect?on visit report (15t tannery) 15
Inspection visit report (2" tannery) 15
Lab result analysis | EHL certification score sheet (summery) (1%t tannery) 15
skill EHL certification score sheet (summery) (2" tannery) 15
TOTAL 100

BAEHINZ, 24E~DER L LR—FNOBELZE T L, OREMESEZM- L2 441261, 202241
HoRGRICBE W CRREIEEZRZS L (KF23), 29 LEEFEZR T, A7 2 —XTIEAEitH 640
EHL B & B OB EX1T->7-, EHL BEEEREICEHT o ~==27 V8 L, BREICHEEIT-
(B 1),

F% 23 : EHLEZER (¥2/\v7F) (202241 A 31 HESD

K4 Bk - KH

1 | Mr. Demissie Tsegaw Zenebe Lead researcher,
Leather Industry Development Directorate

2 | Ms. Maereg Haile Nigatu Lead chemical and instrumental laboratory expert,
Research and Testing Laboratory Directorate

3 | Mr. Wondimu Wolde Zegeye Lead Leather Technologist/Researcher,
Leather Industry Development Directorate

4 | Mr. Wondwossen Mamuye Filate Lead Leather Technologist/Researcher,
Leather Industry Development Directorate

3) EHLRERSN ISy FERICET 2 ERAVAT A
Bl 72— ALV ERL CEEREICLSEHL e IEAICE LT, F2 72— A THi| &
ERFEITo T2, HASMEFUTO®@EY,

AJ%2ERATAEEFELADRETHAS &,
ATz REDFEM 50% L ETEHL REAFEREIN TS &,

F7-. uv=7 FTIE, BHL FERG AU T aE—ra Y — a2l LT (X5& 24,
25),
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H1E EHL $tE0 (LY —%2 JR) EHL #tF0 (R &)
EHL #ED hER EHL #&ED RER
R
=Rl
3% 24 : EHL BEED
H1EW EHL #&% &
R

% 25 : EHL#£42 5

Fil 72— A THRELICEA AT ATk, BRSO THREL R D7 7 OB (R
) OFERRGEE . BRI AR BN 72 121ICEUD 115 5 EHL #&% 7 O 55 % 43 11 T3 L
TR, ZLOEELVIEMTHD EOFNEN ST, AT, BHL{KY 7 OEHICHT=-> T
. B O HATRTNIC B B B LR (BINR2) ZIHLTHH I L L LTWER, 1FEAL
DEETEBEMITER T Z ENTE o7z, Bl E LT, < oflEhECiaRkELNLHH
L CHEEHEZTT O BEN 2 (TEOBRIC X 2N TR « BERUH T TETLATD
ZEIINEEDO B D TENR SN2l ERFET NG, TDD, %27 =2— X TiX EHL ® v [
IZBIT 5 REEEAY I BUCAEE L, WEERMEGRRORHE LA LN &L L, SWEEFHOM
PRICBEIL Tk, TE AT ZL O ECHWEEHOEEMMAHME L CHH 2527 T K
—TEMT 5 LI, WHEHEHAZRZTHZ ENMEM EICERSZ L, BEOEFER M E
\Zo7eNDHZ %, EHL 7 7 v NiEH~= =27 VZid#i L. EHL &G0 E N3 E b b Z &7
WEDICHEE LT,

F7o, EHL# 7 OERIZE L, vy =2 METHOFH FIREMEZ B8 L T, ELIA 23— Tl ¥
7 xFE - HET 20 TIE R AREAESG 2 fUE T 2R CTRAET L FEFEOLREIIITHER]
AT AL CLYF—2 72T 5 LN TEDLLHICETEITo T2,

Zivn BHL &R D7 7 > REMRIZET 2@EHAT AT A%, EHL 77 K7 v Z7IiIcE &, F]
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MEPEEZRTE DL oI G4,

(2) T35 FEBREHOFHEEME

EHL 7 7> ROA—F—THHELIA L1, 7T REHZBAEMRERLDETLHZD, 7undx
7 FBHAEZN D TR ORESL oA Y T 4 VAT AOHEERF L CTE T, EMFEF—LAF
KFEDEHL 7 7 > Rov A H~OFAEOFReZRE L T&7z, LirL, THIZBWTEHL Y
7V ROFHENHESL STV WVRITIE, 2BEELFABOWIZHE LN E NS on
ELIA flOEETH -7z, TDO=H, ELIA N7 7 RN O A YV 7 4 25T, TOuA ¥
V74 Z2ERLTT 7 REHESCT v —v a UEIE(TH) ETIE, FELRELLKMEZET S
EEZLNTE,

ELIA £ LCH 7T REMEETH-0OTHERSCABOHBEOEEMHIC OV IR L, MFHL T
X7z, 202345 1 A BiE, v AZ—I— RMENG O ANMEEMIEICE > T, EHL 77 > RERHE &
L T Fitsum Arefeayne [lCOJEH ZBAtA L7, A7 v =2 hCTlE, Fitsum KIZxt L CRT 7 > K585
AR EESLTRIEHIFE I 1T D ELIA O&E| 2 BiZHo>WTHA L, 5% D ELIA N TD 7 7 > REFIE
il OREZE DRI O T,

— 5T, BRECHERE NS, chETT R Y MNEBNISML TI RN ST AT — I KA H—0
HYFNEZ CTETz, 772 ROFFEZ @O D720, 202249 A £ 20234E 1 A7 7 RU—7
vavZEEL, 77 ROEEMHESCINE TOIRENICO WG L, ZOHEMEEED D=0 7
N—T T — 7 &ATol=, T 2D CBI'R KOICA, UNIDO, ALLPI %D/ \— s F—nb0%
M%%T ART7a Y=y METHOMBAFR S— N —OIFETH EHL 77 > RBNEH SRS K 940

LHIZE O, (BE 28, 29, 37)

mn$9ﬂ_ TRRES T —HBIEINMO o0 I F—%FAfE L7-, LIDI & ELIA, Y2y =7 R
577 RIZET2HHACZOTHE, 7y hOIEES 2 EICo0T, AHAERDH T —
G YRR EETD 6 DX U —ICHPEIT o2, D% S LIDI & ELIA 2AE Y a iHICERET S
B F =il a T ne— g UIEE AL TITo TV B,

3) IFAET7TRELEELEZISVFIAE—VIY

il 83 5 X — R —12 3 Ker Ezhi Leather (X, 2020 FFICEMF LY, =F AT &2 kKi5 L7
BANOEEOX 7 MR 7 Z3000HOA— X — %% Lz, [AAE3EIXEHL OF8REY > —Th
% ELICO 7 b EH A AN TR ZRLE Lo, 2O, FAENORGMOMIMIEL D 572,
EHL O% 7 %227 THRIE LIV EDEERH Y | EHL O X 7 &k L7z (KE 26), AL, 7 &
VxJ MRETHTrE— g AEEILANTO EHL % 7 & FEH L7210 TOHEHITH - 7=,
ZO%t, Fthix7ae =7 NNTOIFEZ TR, MADRE Y rE— 3 iZb EHL 77
Y REIEHLTWS, 2022 4 12 A OREACTREF 200,000U0SD OfLS % EHL 77 > K & & HICERNS
DBEICTE L TWD, REEIIT AV IOETRAN—= =L I LTT A DENENLDH B
J7ee ZOEANEEL, 7 AU BHgGICET 5 A 0ORFEEZRET 5, £OH T, EHL 77
N2 7T v 7y e LTI Z eI L TN 5,

ZEHWRGFENIZTE D B2 o/ X— hF—{%b EHL OV —7 Ly FEFEHA LY, BEE~ORLE,

7 https://www.cbi.eu/projects/leather-products-cthiopia
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DO T EHL IZEA LY, =2 F AT OFEEONEDE S OBMIZFET 7> REfEH LD L
TWb, 72, ELIA (213, N—FF—RFEL L TTr Y=l NIBML T o TBEND D
EHL (27 7 > ROFEHAFEZ OO THWEDERKDL LT Te, 2O X HIZ, EHL 77> KD
EHIZ, vy =7 MEBILUAATHL = F AT REOHRTIEANY 2 REMHD TS, 77 ROl
BEIXZ O LEBEHICL - TERO LTV, —F T, 5%, &{E¥EN EHL 77 > RZ@EUNCFIH L,
7T ROMEZMEFFCE D L OBFBENMLEL 2D, TOEOIZIE, 77 NOFHEFLT 54
I LT 7 v M I =% EHICBET 57 E O A RD LD,

e
E% 26 : EHL & Ker Ezhi Leather D 75> K44

35 HEEROTIOE—Sa Y

(1) EERDRE. RET—FDE=R ) VITRUHER

FIFEHEE, R, ZNZNOBEOREBRIIIXGE 27 0@ THhDH, 7avzs NEEL - T
NG R AL - B SRR &S (USD) 1T OWTIEE 2 7 = — XBRGAD 2021 4E 3 H LG O#%E %
74ur—LTW5h, aatMmicky, =F 47 EEFMOEHEED -5 EE b TV E R
A—H—D 2t (H[EFRO Huajian £13 L OEERD George Shoe f) 2EFEAH I L, Z DFEN
IR T, 2021 4F 3 H~[A4 6 AoHgEY —5 > M &= KRIBIZ TR/, ZORW T, =FA4 T O
PFFEETH D 2021 47 H~2022 4 6 HIZIZ#—7 v & FHIEIE LSO D, EEEOH AT
—57y MHET 45%I2 & EFE o7, 2022 4 7 H~[AE 12 A Ol & A2 LT bkt % —45 > b 63%
Ll oTUWNA,

EHL ##¥ L O O HEIZ DWW T OBE LN FEEEF R Lo/l b dH V. 2K
TOEMREAEITI O DR o7, LvL, 52 72— XBth Q021 4E 3 H) b2 7 =2 —XfK
‘TQm3$2ﬁ)if@&~€yhkwﬁbf\m6MKﬁ@ﬁ¥@?~&ﬁﬁf%ﬁMiﬁ&~
7y M H147%., BLELICOWTIE 653% D ER R & 7o 7=,

8 AR RE H i OB BRI LIDI AARE LIZ b O A FANWTWS, LIDIZFEE, EBRSEE L bmEERELZ e 7Y~
JL, TNEARELTr—HX/LTOHEL LTS,
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% 27 : {EROZRRKR
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BE :  KE+L
a2 —mt ik
izl

1. RERM - HROWMEEY—7 v FMEIUT
DAY :
20213 A~6 A :
48,313,103.48USD
2021 FE7 A~20224%6 A :
90,240,073.84USD
2022F7RA~12R8 :
27,353,497.72USD

2. 880,000USD @ EHL #A#IH SN B,
(2021 £ 3 A~2023 2 A)

164,500 USD O EHL @A 8t s h b,
(2021 £3 A~2023 2 A)

1. RERM - REO®WEESI—7 v bIHT
SERE
2021 &3 A~6 A :
13,647,885.36 USD GERLZE 28%)
202157 A~2022% 6 A :
40,514,805.22 USD (ERLE 45%)
2022F7TR~12R:
17,349,219.46 USD (ERLE 63%)

2. EHL %=# : 1,290,000 USD (& >+ —1 4%t
DHADT—H)

EHL & & : 1,074,232USD (EHL /A— b F—1&
E5#DADT—4H)

aAVviR—2 Y
F1:EHLD&R
BARLT S

1. EHL /S—hF—22% 35 1 (EX) 70
Dzl FORMERERIT S,

2022 F 2 AN 75 ARTKICTAIT T 13 41,
IRADT A NBTRANC 144, D27 1M
N=brF—REITEESh, £ JICA FFM
R&YBRMEEEZT T,

2. LIDIXZ Y712 AN JICAEMARMNSHIEE
%15 (THAL U5 A, EEHMT 5 A, EHL
EIL\EE 2 A) o

EEREMICENT3A, EHLEREIZE LT 6 4R
NEEEZIT-, LI UAHGHREIC24
AemL. JICA EMREHB AL THAEZER
L1z, (Bt 114)

3. LIDIRA Y I~DFHELEMAER S B,

20224 1 AIZLIDI RS v JMITD EHL FRAEE
B, BBV aTANMER S h, BREICHKE
éhr:o

4. EHLHEGOBRBRFz v I ¥— b+ (RER)
MEREHh B,

2022F 1A, BGRF vy o— MMERFEH.

5. EHLRAROGEMNMEERBITE YKRET 5.

INEEOTEICEVWTIEHSLhERORE TR LE
LTW3%, BRETAH—F—HDENE&512%
S2TETWSHIEL, ZDAETH D, — A
T. ZAVEEFDOBREDORENREICIEL
Tl&. JICA EFRMAH OHMIE S 1 V&KIC
BESE. REZRALIEIDEE LA ST,
RERIBREDELESINATEY. —ADBA
NELNDIEEES JICA EFROFHIAESE
LEMN > ENRRD—DEEZBND,

avkR—xY
k2:EHLFS
KA I

1. EHLERSIE#E L T XPHEEKIESIN S,

20218 A 31 HIZ4#D 5 v F—IZx L EHL
RilziRE, DAEEL TOERALERIESH
LIDI, ELIA &£ #FFH.

2. EHLIFS Y RIvohEmEhd,

2-1&BFER. 20225 4 A& B&IC, EHLFREE
BELVATLORBILETSVFTVI DR
EEERkL1=.
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3. EHLIS Y FEEBIY =2 7ILHMERESNh D,

&Lt

4. 4B UF—HMEHLREEZEZIT5,

2021 &£ 8 AERK,

5. EHL OA4 % T4 BIROZHAHHEES
ha,

2022 £ 4 AIZELIA L DBEDOER. IS5V F
BNt REEALBVERTOOSA YU T 4H
RIFITHEWNZ &Izt > T=,

6. ELIAICkZTSYFTRE—L 3 VEE
CEAT L FRABESRESND,

IJSURI—49vav Bk JCC £ETHE
BRARE LTz, 5 EROHE TS V% ELIA &
LIDI A 2023 £ 3 A& B&IZ/ERAR. TDHIC
FEELEFNEFETHD, 2023 £ 4 Ah
5., TOEEIZA> TEBEERRT 5,

aVvR—F%>
k3 : EHL 2240
MLtot=H7
AE—Y 3V
MREZI D

1. EHLZ7RE—YavETANMER SN S,

2021 £ 10 AITRET,

2. EHLYz Y4+ (B#HM) BN7vTEh
%o

2022 £ 4 BI&x#&1k,

ELIA® EaY—RYA MMIDUWWTIX20224F 7
AICERORHR 2 vy IJEERL. Y1 FEE
EAVTUYDEHETOD LY FETETH
#: L7= (https://ethiopianleathers.com) .

3-1. EHL /8A— +F—D%ABRET BtoB =
—T4 VT 200 4%EET S,

32. 77UhmmEIOE—T 3 DSMEEN
BRETBtoB S—F 4 29 250 % E3T 5,

3-1. 20225 9 A7 A ) HEBRRICDERRE
iRiE, BtoB 2 —F 4 >4 200 #IEREMS.
BERSDZEH (USD593,183 ) #EMK.
3-2. 2022 &F 11 AICXHUEBFRESM, 10 #
PHELEN, BREANORGEX I HTH
THY. £IFTH BtoB S —F 4 JIKIFEA
ETS52EMTELGD o=, FDEH. HOH
TEE. FERAOHETMYZSMAESE. >3
YEVTE—LDFA—F—, LTV FTBFFED
DA EMRUFv—IZKYHRFDEEEITS
TEZE OR17THEBHERET I,

4-1. EHL/S— b F—1¥D 70%HH > TILA
_ﬁ_#&mﬁ?éo

4-2. 7I2UAWMBETAE—L 3 oSN ED
70% N Y TILA—F—2HFT 5,

41, TS VARARERR, TAVABREEBIC
F—F—%B-LEHRE 7T0%IZIXEIEM
=M (ISR 713 :54%, 7 AYUH 714 :
50%), £€TI77—LFA—5—TH-ot=,

42, WX 2UNZEROHEMY R S@A
EFICHY U TLERFmLARERED, F
f=. BBbE 1 ANTHIHTATHLLG/AA1Y¥
—LERERISE T,

5. 2021 %@ IULTCS TEHL A ESI I B,

2021 £ 11 A® IULTCS IZ8mL. /s TL
toF—2a3vElET—RTOTLEVT—V 3
VEER LI

(2) FOE— 3 VEHEDEE - 1T
EHL 2 & 7 BRI O 7o —3 9 2O TIE, 2021 4E 3 AICBE L7-% 1 18] JCC 12
WTABEETZUTOIEE) 2 i L,
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1) RERGKOT 7)) hhigah{EE

R FERAROEBIRBO 8RB E LT, 77V N TH~O T et —y g ViGEhaE B LT,
77 U HEEORNG . I hEERE LTED, TOETHEShW D BRa~HE L, £/, &
U [EBRZEPENIC ELIA 23 afiEZBAIE 35 1Cdh 720 | ZOJEEiREE & k. £ D% DOIRFEE @ Visual
Merchandizing (UL F. VMD) OREH B ED =D IAEZIT 1=,

[(ZF811)] HENIFAETZREELDEEICLZT7 ) HHBRITIOE—L 3 ED

AfCFTA OBtEE IR A, 8 1 72— X TIRICEBIT 58 2 7 = — XDOIFEOMRFHI BV T,
MoFA BEXWMEER Yy 3, UHX BT 7V, A2 T OZFAET RMEE OWaka ELIA
@ Daniel Getachew T FE & Hi1fTo7-, b7 7V HORRFEEEIIRINEZ TSR E L TREDEWE
E#RENDH o7z, W7 7V EERTHERNH D00, FEENE IR OSERICET Z &
EEZ, OVAT 47 AL KER DI WEBEZONDIERT 7 ) hEEE SR ETH L LT,
B2 72— AOMRE®ZND, TEV X O Alemtsehay Meseret =F 4 B 7 RENAT oo =7 K&
DWHINHEBIPA)TH -T2 e D, FETORERRESZ BAE S LA BL L=, Alemtsehay Kff,
Daniel FC& H 1 [ERREOEE I —7 ¢ 7 2B L. 2021 4 9 A F~10 H LRI 3T T
BtoB O~ v F v 7 A Xy NeBlfET 52 L CHEA#EDZ, UL, R 6 HREIZo T 20
COVID-19 DFEGERICE Vv 7 XN Ao T2 2 Enn, R EET, TOFHEIIF IR Sz,

Z D% COVID-19 DI{TNTEBEL D&EFH, Daniel K& Oiima B L7z, T OHT 2022 4 6
A2 =7 TORRE Daniel KXV IRE Iz, Alemtsehay KEFIIKIA D H o X T o BRI FEMR
BCThoTen, 7avzy MIMPICFRIECHESNIBTREOFEENRHETCH T, ZD70,
BAENRE L CWer =T DRSS ERG L LIEFAFHH L, L2, FHFE 9 A =7 KHiH
BORTESND &, BEX v VR —U FTOREFHNME L 720 | ZOBENES ST,

Z D%, FE ELIA (202246 A, Solomon Getu XA FH R EITHAT) & MFHEITH T, RO
LTI UEREF LN, VI U FIHIRERELENTEBYHEHILTOTWVWI &, Zofh
DORT 7V AFEEZT TR, aryIRFLEMERE T 7 RAGEE L8 T 7 U H~DOXEN
LD T ELHIFFS Lz, 2022 4F 8 HiZiX, LIDI, ELIA, ALLPI MO HHMFEJRE L, LA %
T L, =F AT RERGOFRARE, BOMEELZRE LT (REEE 18~19 X—YzMl) (&
H.33, 34) . miGiAAE%. 2022411 HIZLv T > X OFx 7Y TR X415 Textile, Garment, and Leather
Investment Forum (TALIF) (Z ELIASENZXE 104LE EBICHEBT A Z L2 E LT,

TALIF 1, V7 > X E 534 (Ministry of Trade and Industry: MINICOM) 7% Rwanda Convention
Bureau (RCB) g LBHfESL7-, Yoo =7 FOAHEBVEZGH L, JREFOHEEESH Y.
EINEIIECENEHT L2 XA M =T OB TEMLE (GE 35, 36), 10 thoS BT, R
WEN 44, H =24k, ZOMANY T H Y - BN RGEREN 4 O TH -7, EHL ©
IaE—va D= MR LTINCEEE T o, Y u Y7 M T VMD OFMFZJkiE
L. i el R RO R AT 72,

TAE B CIXFBAEICIE, BT 7 U AKEN LK S0 O HENSH D & ERENOHAEZIT T
WS, 7Y RS DOBNEEE ALLPLI BN AR P —2HD 50T o 2 O35t DL
gk, JUKI EVD o ZEANSERERAHET I2E EE oz, RS TOHEBOATIIHGMAITEHL
UNECHIWT L, Bl ASERE O E H OFIIRSOHE A O 3 L ORGSOV Y U X BB A D D
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HF Y == DR ZMTe R E LT T U AR L OREROE 23T -,
VT AL 2017 FEICH A Z 2R IR L. Made in Rwanda 2 #81F, [ENEEEOTRUICE Y #A TW
Do LinL, B« MBPEEDNHRAL TE LT, £ &4 2 FOFED D OEAIZEH > T 2R
2D, VT U EOHSTHE L TWS 7 D7 #ESA S -k, I%ﬁ57@®%ibﬁ
MERLDOBLEL, TF AT REORTH~DSATS L2, LirL, =FFETHEN
I%®774h%—52@ﬁﬁbfm5_&ﬁ%\A@HA&&%&%%%#@4/ﬁ/747ﬁ&
ME\i%ﬁﬁ?ﬁ%mwvyﬁﬁ%ﬁk%+%mﬂ%&w5@ﬁ§<@ﬁ%@ﬁﬁf%okoi
CERLWERBERBINO LT O XITEBEL TWD X =020 R TH o7, FD7=d, HEF
@mmﬁm REA T2 TV — "= OD@ERPBNFFEDO Ty =7 e LTSN TV, K
BREICBIM LT F AT OZ S —, VT ETOX T —RILICHIEZ R LT,

(;F&2] ARLEERZEBE7ZVTF ayvT0EE

ELIA /% 2020 F£ L 0 | A VEBRZEBIZEB T 25080E T U 7 ~O HEFHE 2 Mol O 7R — h &45 T
WO TE, ZFFETHZE BERVEBRZERI T A ETMZEONE) X5 7> MEHT
HSHIERENAHET 5, JESOHEREPIL ELIA OF(EICBWTITY, ¥ 7 e =2 FTlE, ELIA
DOEFEEZT, REEEEEROREREO—BRE LT, JFHOBRGB L OEROZIEEZITo 7,

21,830

L ]
L 3

ainima

gy
Girum Leatt

Faygment
b |

iElDD; :

11,180

g <
ac ket
J- eranddus Aba ha

THL
Epsermmnt
ll
AW
S|

B 28 : ELIA &% /EFEER

ELIA [ ZXE % 10 254 U{Rffifg 2R CikE (5> BB 1/10) & LAFLZTT- 72, FiE. 84
EONHETHZ LY, FOHH 2 EITFNEN 2 XESDEZFEHA L TR GE2WR LT, AfL
W2 Lo T, AR 2 8 2 o ALBE D ZZRA A EH T, A 1% D ELIA O )5 & OMERF S B O 7' 1 £ —

® Amour Leather, Ker Ezhi Leather, Meron Addis Ababa, (VL L3134 707 hd/3— hJF—43) |, Bayush
leather, Dalga Leather, GiGi Leather, Girum Leather, Ramsay Shoe @ 8 #1753 /5,
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a EER EOEEIZKETHND, BERTO 2021 4 4 HI21X 8 4L IkFEEIZx LT VMD 1 XL O
BT HEI T —2FEM LT, R I F—Idft2oRE{EHL OB, HEMZE L LICREET-
HAPERRFO LFIT OV TR L7z,

SZINE DAY 2 — VO T2 DI FEE W 72 BIE D HE A 7225, 2022 4 9 A, Mol @
Melaku Alebel KEiftL, %) 50 4 DZNNE 245 THIE DXL 2 BfE L7 (GE 25), ELIA @ Solomon
Getu FHREOHEITIZE V| ELIA O Tatek Yirga BEEE OfRE, 7 m Y =7 MRAEOKFBZ LXK
BNEICEET . JICA = F F 7 FHTORFE BT RIZE D A —F, Melaku KEIZ X5 A
V—F, T—7H v b, BIFEOIEN LT e ERER S L,

2019 FEDEFE X — I FAFIHFIL 12 B HANTH 7208, COVID-19 JEJEREITK 5% £ THIH
FRNEDIANT, 1 2~ (19.5sqm) H7=0 OEEHIFEFETH 5135, 2022&11)%5#5@3(\ 8t
6 HECRTPMRTE . Q HIFE FEEORE R L), LarL, IRGCEOER O, ik kg
DENR EDBINRICENHTE TS, —EOMAE¥ET EHL 77 > Fa| Ltiii&ﬁ: LT
BY, BHEEVICENEL, EHL 7 7 RORENTEY BT O 90%L Ea Hd 5L H 5,

JEEINOINE T R THEIR E 7o > TWND, LA T U EBYYIORRE EB VRIS X 912, ELIA
(A OALE & MR O @ I 2 50 U 7o S P X 2 48 Uike i 72 B B 2k L7 (X8 28),

ELIA I3 2022 FRICZEHMAI L 0 | BIAE DL S BEEE T 5 5t 185sqm A fifi o 72 52 V) G AL K O
RezlTle, ZMEE S HELZOIEEZZ T AN EMEZRLTEY, HHAUNIZITIEE Iz
JEELBRIET D TEE 2> TN D,

E% 29 : ELIA ®EIEHIER DT L

B Y R UNELG 2022 &£ 5~11 AR5 LAG

A - B - KE 89,000USD

tXB - EIN\Y) 40,000USD

®%C - B/\Y 21,000USD

#©%D - F\Y 23,400USD

TtXE - BN - KRF % VA T 18,000USD I2EMDF: L
®EF - F2Y - 22,300USD

TtXG - F2/ Y- RBEAL

©EH - F2/ Y- RBEAL

2) BRRRAITRERGODYTSAFz—28ARE
TR F AT RO ZEESEDO S 7 a T U T RERGOAFEIS b X 9.
7Yl MIBITAAEOWRENB LR T I F 2—0~DT T u—F it L,

EBI1] Y ISAFz—CBAICRELR7 TA—FFEICEATIHE - B
2T D GOTS (GLOBAL ORGANIC TEXTILE STANDARD) @ X 912, FHEZMICHBWTH
LWG (Leather Working Group'®) &\ 9 FBFEAAMRAFET D, A XV ZADFE E*Un’ﬂfﬁk & LT 2005 4
WCHRER SN LWG 1L, TT A XA, VT—T A AT, TAF, =a—N"TFU R T4 —F
YRRE, Ty b7, TRUAL, AT IVTDOT TR ERERGEGEE L OMFEAS = T F
TR & LTI SN, RERICET ARIENDIAE D . BIIETIX, ML E Y T o %R

10 [_eather Working Group 7 = 7% |k https://www.leatherworkinggroup.com/ (202341 H 5 AR'%)
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B CAEENEIEICET 2 b O F TIEZ KT T\ 5, BUFE RERE S RS R 0 R B pE 26 2 ek LT
PR CTH D . 60 ELLED 1,800 LLEDORENIE L TV D, BCkOZEEERE &S| 2 Btk
L, EEMATDHITNEZ ) LEERGEORIS N EE L 725, LL, BEEOHRER L. ZORGEC
BRAOERANEHETHHZ L, LT, EHFREEZEMNCERL TS MERHDLZ LD, K
EHEEICBITAZ) LEEBEEORIEL AR a2/ NTHET L2 LIRS TH -T2, =F A
BT ENTIEL 20224 12 ABIETHERD X o —1 RN Z OFBGEZESE L TWHDHTH D!,

AARENTITo e AiE ~OB E Y Tl MHeEEIC IV RES NI NV— IV ETFDEN) R HZ
RIETF T, AEFEMTEOH LA —VMZHI - THD S D ZLTWAFEEZTE—LTHI L
WCHRERBELDHD] EWVIERERZ, A7/ T, B 1 72— X TE LmG#H
KT nE—y a EBITOHEGNZ S &2, EHL O 7 7 > NMEO BB 21772, T LT, 3]
EHix EHL O 7 7 > REFAH 05801255, EHL 38FEH] B 2SR (CHERF ST < & 9 FRGERERY
® LIDI, 77 v RA—F—0 ELIA E#1L. 772 RSP SN D KA HECBIRIEE ~rm i)
AALF TO& I F—BfE, X— M —¥E CP, i N F—Z2 BN TTZ7 0 RU—7 v a v 7ORE
7o 8RS LT,

[(E&2] XNEEHTISAV—~OIFFETRERM -HREOTOE—ay

2022 4F 1 AN TORFEHBICEBW T, FFERESORTEZZIT T, =F 47 ADH
HIA~OIREDRESNTZ, Lo, BMle—Y = bW EHR T, 77 Am AT L Z R LT
%1 (Fédération Frangaise du Préta Porter Féminin) ¢ International / Project Director {272 ¥ = 7k D7
EiTotz, REBRIZT7 T ADEL D7 7 v a7 7y RSMET 5 EEEMETH S, EHL 7
7Y RORERMO T nE— a BRI W CRIICER 25 LTI 5 LI AEEM
WAl Ui, MEEES~OEROITHBI AR E 725,

—HTT AV DLV TF AT NV T DHT AT ART A 2 =T 4 DL L TWVWHIE
Tld, ZOEMNEE L%, EHL (ZHEOA 277 2 FAIEL TR Y . £ O8R5 o 238 E
~DBENWER B, 2029 AD =2 —3a— 7 TORFJESHEIZBWTIX, Ethio-American Chamber of
Commerce? (ZF A TN —YEFFOT AV B NCL VSN TE) L0 T4 VHk
PEELE (BE 32), MLIaERKEOHLDF T 2 D.C. T, 2E~03MiEEon2nolz
3. ELIA 7225 ? EHL 77 & FEUD B DORHRLKEEN OO T LB T —2 a ET LNTEET ]
RFHILL EIC b B L, AEERRGE LAV E ko7,

3) Ethiopian Highland Leather QKR UE 3 B (AXPHEZSOERT7 O7HE, R FLE
DRE7 OT7HEERE) ~DIRFERE

i HAZ 1 {8 USD (2021FYR 0 BAZEZ M) @ 5 B, EHL KM TIL 88 7 USD, EHL ik
i Tl 16 77 4,500USD OfiHE & B &35, Z O BEEFHER O T2 DI TG T 7 Hillk~ 0
R FEAEE D 3R % 5l A 72

W EHL Gk 4 > F— T % Bahirdar Tannery 7% Mol D384 5T T, LWG fBFEES O 7= OELY #lA % BltA L T
Do AHEFBERD 20234 2 JIZBW T, £EEAFL ORI T, BEFFHTIETE - THRW,

12 https://ethioamericanchamber.com/ (2022 4% 12 A 12 H M%)

B 7 L3 A& 2021 4 7 A ~2022 46 A
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(EE11] Bk oEIETBICETS2TAE—2avXiE
HATOZIREL LT, BAOHD 77 NIZZ T AT RERNLOEDiIALE LTIz T A,
AR LA LT I DF—F =R o722, ZOHDOEBNIIT RN S o7z,
FETTFAET OO ERFORELa— e — G OREE FHITHEE., (K 7rxT7 1A
2&EEBL, BROFRA—I—CF NDIT DR SEM 2] 5 % 2 #112 BHL FBGEH T — DR
FMERE LT, S4LEHL 77 > RIEA Lz A8 o 2RI Bk 2R LCE Y . EHL §8REH
FT=o VTNV EELZIY FE, REDED LTV,

[(E&2] Eav—RTAE—2 3y, RUBTER. Bl yFoikGEén7nE— 3 oXiE

COVID-19 EYERDOEEE L H Y | BtoB IZEB\WTH E a~—ADJEHAMNIEL CTW5, ELIA T
A4 % U7 ® NGO, CVM (Comunitd Volontari per il Mondo) D X% % C E 2~— AW A b
(https://ethiopianleathers.com/) DOFFAAZHEE LT=23, ZOH A hoFE L7ed, FAEEORE LD
BEHEE CIESETLTWRWRI TH -T2, AV rY =27 FTH E av—AY A FEIEH L, 7o
T3 YOMEPEND i%ﬁﬁ?lﬁ@%f@E27~x%4bk%ﬁ®L%%OTé&<ﬂ
A¥EER TV, ZIICELIADS, AV A FOa T Y ORFEDTZDDIARIZ OV T
J. AV A MEERATLIZEE LT, U v M kwTE:v—x#4b%ﬁﬁ_ﬁé¢é
28y TERER L, BEEDER—VDa LT ORELULEEDRE O XEL1TS =
ETCEav—AYA FOFMMAEMR LT, BIE, BEEELIT 4FETHMLTETND, 95, 41
fDa T U VERRS T ERG A AT R Y = 7 TR LT,

TuYe s NRE, EERERE 2 BBNE Lz, au FEGYETLR ORI XY ks Ik
WTWZRRETH DN, 2021 FH£FURE, EERBRSIIAZANLTORENR > TE & OFH
B F PN NY THME S 4172 Who’s Next ~Z M L7, Impact &\ D =2 WL T 7 v i g IFHE
L7cm U7 ~HE, EHL OFREORERESEMN ORI, U YA 7 VHEMOER R & DOEY A

RN D EAHFEM 2B L=, ELIADOY A MIZEHL O_X— V& ER L, = B0 fl7x,
EHL OFi#72 E 2B L, FRRESINCH > UIHMT— 2 FEFEHA L, FRio 7ot —
val R A FEM L, BEER T,

2 [ H 1% 2022 4 9 A 2B S 47= MagicNY ©, EHL & LTI TOBME 7272, FFRIIZ/S—
PP —R¥LFE LAWVWERIT o I-iE R, Magic NY ~DOBINFENELEE HDT27-0, ZDRFRE~D
SIMPRE o7z, 78— hF—13 13 #H 9 (LOF G F DK L7 4 tI BV A EE TE 37, Y
FRETOSME Ip o7z,

(3) Ethiopian Highland Leather DGRV —IILDER - EH X

EHL |3 E e %M & LT, B EEELOF LOVHABEAIV BT L TT I RA A—V%
FRLTEF~, UL, Z7ovarmBICBTFL LT 7 vy a rOERIEOHENILSL, U
—7Ly b, U7V A, TRV a BT AR EORIRYOE T EITO L E LT,

e & FmET DICHTY, T, EFLEOIE, 77 MMEORELTH S, 4 H, EHL
DX =y Nl B EEETTSE TIX. 77 v RBFEEATRED M ERA 72 HIE THRICHEBRL T D
ZENROOEND, ZDX ) RTSEOIARN = — XS Z 572, EHL O 7 T RMiifEi A fE L.
EHL 7 7 > FOFHGTRENOMMEIRI 72 A h— U —IZHE Y THZ L2 HIE Lz, AE LOEEIC
Yo T, 772 RA—F—TH 5 ELIA X°7 7 > NilGEICES LiRREHEES & 72 % LIDI O35 L
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LITAEEERRNL, HED T o7z,

MZ 30 1IA7 = —XCBWTHESNEZT T R v s B 4) IO TWSH T T KA
F—U—Thd, ZIIWFIANEREDOH THLZFTAETIZEBNT, BEOEDIZEST-EDMmE
L LTRTEIARLKPENVG LT AET DAL DA, BROFTARICEDEDET. €9
LA DAEEORTEDON TCEEEOUEN =T AT OEGEE L 2> TV AT FELNT
Wb, 77 R T w7 TR, 5l&ERE T 70 RT7®y hELT8 DDA =T —XEHL D7 7
v REFHRT D ETOEMEORA » FREEICE STV S,

Our Story

Highland Leather

B%30: T35V FIvIDRERICEBRBEEINATNSI TSV FR b—1)—

Process + Workers

B&31: FOE—2aVvBBOESATILFI—FAV N (REAHE)
TuY = METROBHIEHEIOME S AL, RIEYOFIEStLIIBRMBERE LRI 02 &

L LTz, 2013 EpbOT 0y =y MRS T S W) O FHEOHIEEBOME R &b E 2
Uppermost Media, Inc\ZHRE L7z, FESE L7 7 FA M=V —OREERITEZL L, BV
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27V R —hAV N GREFED (KFE 31) A F—U—AKR—REER L., C/P ODIKGBEFRND
FIEERED =, HIEA X v 7 EIZBFICTH LA DLEEITO, WEFTEHT VA Rk LEMZE T
— L E0A Ty NEfToT,

TaE—Ta BT AT —7 Ly b (BIRS) O ARG LTz, V—7 Ly NIRRT
HEA2YAADRALZ—L L THHTEDMHAERE LTz, Ziud, BRay CkGE A 277
ROWRIEM ZZ T D Z &2 00, ZOHFTHERELSFRICM-> TN TH b2 LRELTZT
FTETHMEDREZDOH-T-bDThHo7z, NEIWZIE, =V IARH AT FE T4, =a7 LR
J—tWolmifkaEBMLT, FEELEZT 7 RA =V —%IWD7-, ELIA ® 7 =7 4% A4 AN
Wb, KV—7Ly hONKEZEREELCEHL Oy T oY E LT TWS, 207 T FA L
— U —TMA T, 7=—X 1IZH D F IR TR il X v & — & O K [EFED
fE % EHL OME OBV FERIRILE L CTHEE L T 5,

(4) BRE2EFOIRY MHE

TuY s MR ZE T T 2 SOEFERS, 2022 4F 1 H D Who’s Next & 2022 4F 9 H ¢ Magic
NY ~HELZ, HROTEZAMIE, BHLO Y a®—3 3 v, BIEEORENEL (o 7 ApEiho
Eili kO T A o E) KOE VR ARAFALOM ETH D,

1) Who’s Next (Impact) 2022.1.21~24, Paris, France

B 32 : /\1) B RE Who's Next i &

BRE4 Who's Next (IMPACT)

BAfERFHA 20224 1H218 (£) —248 (H)

FRfE ST Porte de Versailles - 1 Place de la Porte de Versailles 75015 Paris
HERE #5750

k155 8 HW12AAM

EHL 7—X HALL 6, U-60, 42 K

EHL 7 L 25E ¢ | 15 (11226.80EUR)

20224F 1 HIZ7 7 o AD /XY CHAE S 4172 Who’s Next @ Impact = U 7IZEHL & L CHE L (5
H 13,14,15,16), 2021 4 10 A RIC=FAET ORI E L L2 &, FleantodI sy
BROERBICIER L2 & b BHARD, = F AT ANFEEBBRED T T 0 R &8 g M % iR
T 5 N JICA A L0 e &, 2 T7 TV ADBM—V = hAaT —REEAEETH
CICEE L 1 RSz 2¥ka Lc, BRESIZan T o7 7 o ATORETH 72729,
7V AEWN EZORERDEDN S OKIGE DKL 72572k 5. Who's Next 2R D SKGEHER 13 LA
A& L ChRedolz, 20700, SLARICUETIO L 5 RIERD R > TE IR o72 b D
O, Biiz—Y =z hOYAR— b ERL, EHL 2K TIE 15 o7 7 —2 4 —%— (K
11,226.80EUR) %G+ 25 Z LN T& 7z, £D#%, BIEZ L REOLV Y OMIC, @SR 2
TLEI F—ALHY . HHEWIZ EHL 2K TiX 6,076.6EUR D5tV EiF L 7eoTz, 7T ADH i~

14 {8 Press release BILAN. WHOSNEXT
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—V 2 MIEDERRINDONA =TI E R A a I 2= — a3 BT D A — L ~D%tIt

TR, RV OB TEBNEDL> TAHA—F—2WVHETZenbsr L, Fl—HA—XF
—ZL7ebOD, ZOHOMOBIARI HRAEHNHE L, BUSRIREZ T2 bbb D &
Tholc, —FH T, SHIR SHRR iFA XV T DALY —L 0 REIAWFITEZHENE LT A v v—
N DOFEEKIEE Z T T2,

Who’s Next ~ZIN L, BAREOVERIZIES Uc R EOE & MRS 7 1 ORGSR EIND
ZEN, WO THERENTZ, THETHLEEROANA, = Rifilz 22—~ v M & L, BNERED
BRETRON— N —REDORE LT CTEN, SIEHE, BARSOMEE R OIRE SN 5 RGHEIC
INCCTHA L DEmMEY Y —F L, FEOHLMEMT A VEEIEIICHL TSI EBMETH S,
BREOREIN 2T VA L BENTHLEIH D00, BREOKGEHELZREL, THOFEEZ R
NPT A VOB IIRETHZ L b EETIE RV N EE XD,

K, T WA AR IR VT A —F —fE A L 72 D Volume Footwear industry 73, Z DRSS
TH—H—%WDHZ IR TH -7, BIRIOHETI OSITHEETE TV, BGEY v —N7

BT N—=TREDHMZRR LW EKHEAZITRR LI, Ll dEXZIRD 2 EIXTE o7,

E % 33 : Who'’s Next ST

EHL /83— FF—13 & 2 %x% (EUR)
TEA 2 4217 INGE L) 18 838.0
TEA 8 1217 INSEY - HIL 21 630.4
XA _®i 43217 INGE L) 33 1,106.4
TEA 8 XTvr INSEY - HIL 67 1,104.8
% B_Hi# 4217 INGE L) 14 994.0
¥ C 2 XTvr INSEY - HIL 39 973.0
XD _HH/EE x1)v INSEL) - EIL 32 430.0
A&t 224 6,076.6

2) MAGIC New York 2022.9.18~20, New York City, the USA

% 34 : —a2—3—% B7RE MAGIC NEW YORK #&

BR&4 MAGIC New York
B 2ARE 20224 9H18H -20H
=i5 Javits Center - 429 11th Avenue, New York, NY 10001
HE 400+ 1°
k15 E 7,100+ 15

S . FOEH )T F7IZ10%800sqf. 7w DI F7 I FIZ4%300gfD 2T
EHL J—RHR |2 n a a
ZERR T LA —4F—mE&AE £ 8,000 (£ 606,000USD)

15 Hi#: MAGIC NY SEPTEMBER 2022 RECAP / Informa Markets
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2022F4 HED, = FF—EFEIZNY (9 H) @ Who’s Next (Impact)?>, =—==—3—72 (9 H)
ETANRTA (8 H) TRMESID MAGIC "ZENZTNOENZFE Lz, KEHNT AV I, FiZ
—a—3d—7 TOHEZHL L1725, MAGIC New York ~DHEAZILE LT (BHE 30), MAGIC
New York D¥F#i%, ¥ _XTT7 7 K& L“C@Hj)%}: 720 OEM 2T IR RS TiEenwZ &ieh 5,

WA TORRESHEZY R — N5, BELRL2OEFEFTORETHL, F17—X 2B
Tb., BLEONENRFEIT EU ﬂilj\?li“j‘fébé Schengen Visa O HEE A S S 7223, A RIOHEIZ
BWTL, 144H 9HOREE, 320 CPENENOREED I L IANBT AV W EFEZHFT 2
TENTERPoT, MELT AV DT ZEG LIERROH 5 =F 47 NTA IO &
WO FfE LD ZOX I REELWRENLELR NSO, YYEE L T AL EE TS 2
ETREHERIRET D ENTEERELH 722, BKITIE 4 HPREZEZIRIE TE RV
Lot

FER. 3 HBORBRESICBWTA—F—% LD 14 119 74k, #KETH X% 593,183USD D%
HEE72oTz, ZEFITONT, KOOTKEET, SHIR SHIR, Davimpex Bahirdar Tannery, Kinaff Leather
[Z2WTIE 10 H ~11 A ICJICA B ZEN = F 4 & 7 ISR LAEREIZ D\ C OB KB 21T - 72,

FIRBRETEH Y= LD LNIZEN LR Y DO, Frlcy I vig h— Xy 7
2 EEiE L T ATARDREL . ZLONL Y —RRICE - T\, —JF5T, 2022 4 1 AICHE
L72 Who’s Next TARDE N oT2 A v 2 OBMT, PHEFEOEES L X Z7HET 534 ¥ —723%
Wb DD, BEOF—F —CORNDHr—R 3o, =F 3T OB D
U — RIZRERICHR 2 FF oA T —H o Toy, =X —IZF o N xhotz, £, BE—X
T —7 DFELWH U HNLEFIZED AL VT —0RE 0T,

IO LB OREL FICA— X —HICEBEZRFI LR, SEEOBEEHINCTH T,
Zemen Amour Leather DfUFREF X, BV 7080 ORA P —IZHEMBAIZF 20T, Ba2 1D IH, paih
PRI LA Y — ®5§%ﬁ0Tﬁﬁéﬁ& HEFWIHEENTIHTHY | b2 < DR AL
SHET, WECT AV A TRASICHE LIRS & 23S, 12022 NY Collection] & EL 72V
v Ty 7 EERLEZY, B DY =7 A I\%D SNS. V> 7 Ty 7IZ272035 QR 22— R&iER
L7720 LCWe, %9 LD i %7wétﬁb MELEWLDORENST,

—F., T FquD?%%HS(D?&O%/Tz:T%ott EL DAL —TELY Ay TR
BANTT 4> OffEH, Eav—AHA 1\0)@%%‘?&‘9\ —[al& 7= OA—Z—%t 1000 Fv
WZEPRVER L ZL boTo, N Y —DOHLET D4 —F—H13, =T FETRENHE LT MOQ

(Minimum Order Quantity : f/NEFEHE) ITE LW —AH 2L Az bz, S B R
BOA— X —% At B CHEREZFD, MR O S A v — B0 & 507 2 BLHIR e

PRIE O W BEVE DGR aﬁaém’_o Ker Ezhi (37" TIZ, ZDEMEITHo T2,

AR TRSHERCI, O FAE T REFEOE VR AT X vy = ZIEMICEEATLZ & &
E%kbf“tﬂ\i?if?ﬁﬁ%ﬁ?yybyDﬂmﬁékb\ﬁkﬁ%%%%@%%ﬁ#&
bilgholz, —FH, ff=a—3—7 « =FFETHEERFBOME 24 05N FEHR L1z (BE31),
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B 35 : MAGIC New York S23R#FF L ¢ (REBLUBFDIREMHET.
BEfRNBEEACETo-¥. BLUZITOBETEMROIEEZZ(T-EEDH)

EHL /S— b F—1% E 31 2 X% (USD)
TEA 2 TAUN INGEY) 24 1,284.30
EA B TAUA INGEY) 10 557.14
TEA J TAUN TEH 18 1,193.98
¥ B 2 TAUN INGEY) 10 438.00
¥ B TAUN INGEY) 25 550.00
%D /n—J TAUN INSEY) 180 3,160.00
&t 267 7,183.42

[EB1] ESRRTUTL—LDFE

2ODEBEERESICBINCEE LT, EinhFa s, 77 ROMHEROREIIEDT, 77 v
3 VERAEHEXEAEMET AT AOZ = MDD T AL ZEZTY ALD Z LT,
NA T —MWRODIEREDFENNCEEDDZENTET, o, =2 TF AT EEL T T ANRE
TERhotelzd, 770 FHHERHIEREORN =V 2B L, NA Y =D KO8 % 5
fEcxAHLHICTRLT,

7T UADEBRETIIEBREG TOF—F =L N, Y —MTOA— ¥ —HfeE F TIZREM
EELTCLESTHNNG, T AV IORRETIIA—F —— a4 —F — e iR HICiE AT
HZ LT, ZEEBMEENTICN, P—~EE DR E & D ENTE T,
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Company nam Shir Shir Ethiopia enir-sh,,

Contact person Hirut Zeleke ! ::m”/"
Tel number +251 911615876 HIGHLAND
ernail_ Shirshirle‘thilopia I@g_mail.com LEATHER.
Website www.shirshirethiopia Ethiopia
Order Confirmation No. Date :
Client Company Name:
Client Store Name:
Contact person:
Email:
Phone Number
Invoice to: Shipping to:
Product No. Product Photo Color Unit Price USD Qty Amount USD
20ss 012 Size Black $ = $ =
H 48 x W 41 x D 7 cm|RooibosTea $ = $ =
H 1890 x W 1610 x D 2.60 inch|Chive ] = $ =
Golden Lime s - $ -
Veg 62 $ = § -
light Brown (Veg) $ = § =
2055 014 Size Black $ = $ =
H 28 x W 385 x D 9 cm|Rooibos Tea § - $ -
H 1100 x W 1520 x D 350 inch|Chive $ N $ =
Golden Lime ] - $ -
Veg 62 $ = § -
light Brown (Veg) $ = § =
20ss 0013 Size Black $ = $ =
H 25 x W 47 x D 12 cm|Rooibos Tea $ - $ -
H 980 x W 17.30 x D 4.70 inch|Chive § - H -
Golden Lime : = $ =
Veg 62 $ - $ =
light Brown (Veg) $ - $ -
20ss 004 Size Black s = $ =
H 24 x W 245 x D 75 ¢m |RooibosTea § = $ -
H 950 x W 960 x D 3.00 inch|Chive H - b =
Golden Lime : = $ =
Veg 62 $ - $ =
light Brown (Veg) $ - $ -
2255 017 Size Black s = $ =
H 26 x W 24 x D 0 cm|RooibosTea S = $ =
H 1020 x W 970 x D 000 inch|Chive $ - $ -
Golden Lime $ - $ =
Veg 62 $ = § =
light Brown (Veg) $ 5 § =
Total: 0 $ -

Minimum Order Quantity: 1,000 USD in total

Delivery forecast 90 days after Deposit Payment
Please note that the delivery date may vary depending on the leather color availability,
Material composition: Sheep leather farmed in Ethiopia
All products are made in Ethiopia
Shipping term : EXW Ethiopia, Addis Ababa
Payment term: 30% when the order is confirmed / 70% before shipping
Bank info : Commercial Bank of Ethiopia
XHKHHK Branch
Account number )OO0
Account owner
Shirshir Yekoda Wutetoch
SWIFT Code CBETETAA
*#For payment, you can use wire transfer or international remittance services such as WISE

H%* 36 : RREEALEA—F—2—F
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[(F82)] TRnE—Ya vEREEOBE

2018 4EDN 6 2020 4FDE 1 7 = — X TO /N JB/RE Who’s Next 2IIFIZ EHL 7' — R #5iV 7- %
DG Y A FZIER L, 2022 4E 1 H B RE~OBE AT 12, HFETHID—2 = M2 EER
BB DORE EFAOFMEZIT, BEOEMEZIN -7, UMb =T 4 BT RENIEEDRR
BTaRy v arZRoBRICH L CIRENLEBRFEA -V 2% T,

2022 4F 9 A D == —39— 7 JE/RE MAGIC New York (& EHL & L CHIO CORMIZ 7=, £Di=
D, 2020 FIZT AT ZATESMUTZBROREAEFE LB — 2 FBFTA L TWDL T /L LR
BEEDY A NNEHL7 7 ROy 7 7 v 7 Oldfiz HE L7 vt —y g UiREh &2 5 L
oo =a—3—V BRRFEEENOORRLRBIMNT 5 Z L6, IRIERNICEEICD D HHs
MT TR ay T ERB LI, T AV D TERET) ETOMEBEROEESL, HMF L
Dr—)LF LA, EHLOTZ 7 Fartv 7 b LR OmRR &% £ Lz,

E% 37 : MAGIC NEW YORK HEICR T -#HEELBORE

=i FHERHNE
202277 F1EERFEE (1. ATODz) FOFERYERY (ChETOHIOEEF, HEEMN
Z (BRELYF—F | OEfE EHL TS FA v E—DDHEAE)
— - EMFEDNDIELE | 2. MAGIC NEW YORK & 787
17 B2HS ) 3. BEEMIGIZEITEHEERD
4. SEDRTroa—)L
5. PAYATHEDHRRAM®AY
202297 7S5V RJ— |EHLIIS Y FAvtE—CDBBEUTOIN—TI—H 2B LETS Y
9 avF (CP, | FOFFKRAKRS Y MZETEHER
(., FFr—onHxRE 31 Who do we want to approach?
ZHhEm) What is the story we want to tell them?
How could we make EHL matter?
HEFEFT, BLUVBEHETORT D 1—)L
BEEXGIZHITHEESAQ
A—)IL7TLA

2022.9.13 & 2 ¥R
=E (EMPENEY
FHoHMNSM)

PN 2N

(5) ERYYV—REZFALEZIFAE7RERGOTOE—> 3

2021 4 11 A IZ Addis Ababa ifiN @ Skylight Hotel THi{fE S #v7- it R #2538  (World Leather Congress,
LU WLC) B X OHEHEEEEE M E R 7 852 (The International Union of Leather Technologists
and Chemists Societies . L IULTCS) ¥~ L= (BEE 17, 18), FEHFICLHEA T A
TOBNEE L 200 4488, KIGEEIL WLC 23 50 A FRE, IULTCS B T104RRE LD Z L ThoTo,
FFEFREN BT EE TR T 2R ICEE L 720 AT 2 b OB K% Tz, JICA
T—=ATIE, TVl bREKE L W AREORE, TVl MEBEN SRV DER,
TaE—va VEMORMEITST-, A%, LIDI2S EHL (B3 2F 8 25| & B ET 5L
L CsMEfkme 9 ruE, EHL 7 7 > RMEfEDH BicEH 54T 5 %2 5,

2021 4 12 A 1213 Addis Ababa @ Skylight Hotel TBif# S 4172 AALF~Z1 L7 (BE 19, 20, 21),
BHTFE TIL JCA EMERDBHCHEF SR AT O TECThH o7y, =F A7 5 OEBRRIRBE G
W2k, BECTORIEER ST, TRV 27 MPLOXEARIFEICT—ATHAS I F—T
077 5E L, 7—ATIE 8§ DO/ N— M —REDOMEME L BIT, SERLEZENVDY —T Ly
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NeTBE—2a L EFALREE~BWHBRA Lz, 3 AACERSN-EIF—T R YT A TIE
LIDI & ELIA 2 EHL ®~7 7 > RKa &7 h SO L OISR ICOW T, Flmx v —¢&
D TR AT RE 7R LD FHLAC DOV TR ENR D o 72, BERITIT AR A NESMFRLET 2 B
[ e Seagnm SRR I 22 B STz,

2022 4F 11 HIZBMEN FE STV 72 AALF 13 2023 45 2 A ~E# & 7e o 72, JICA BEFFE OIS
B THTHY, a0V P LTOXBIITERNED, T—2AF WA L ORIEE2IT- 12,
AALF 13 ELIA N F{#EH T, »omERE SN TRy, 4% b= F A7 ENTEHLZ V2t — 3
VITHRVER LD,

3.6 FyrEFX BEREFOTOE—Va Y

(1) F2aFNITSoTF10TDEE

FT, Frat AT T U RERIET DT T KT D Creativity in Motion' D ¥4 k., ELIA DV =«
7Y A b, ELIA D E a<x—2Y%A hOLNENORK L TN ENORE 24 C/P Lid LT, 7o
YV N OIENFEOFHGENEDOBLE B MoTI %4 FNIZ Creativity in Motion %A b ~D U > 7 X
F—ERETHIREEIT > TE I, LML, 2021 4 10 AL ORE L 2 o7z R EHEEHEESIC
MoTI D41 E  (Ms. Haimanot Tibebu) SRR & 2o 7272, Famd HWr Lz, £ D% 2021 4=
3 A, BEMIHIRL Tz MoTl O - IRLFOHYE N = F AT ~eET 52 &b, FH
YA R~DOMTIDOY =T H A b HD Y 7RI OV Tikim 2 PG 23 CTh o7z, LavL,
BITOFmE & HITHYER I, TNETHEmaTo CEHYEFLEM L CLE o772,
Hric 72 BfRAE & OBIRERIZE D72, MoTRI IZH#RE b AEICKRY . 7 AV DORTRRITHHEYE
& L TURIE S 47z Bereket Yohannes [o b, BOREK THE, 7o o= METHFE T=F AT (DR E
LTV, D7, MoTRI WIZHEX 417 Export Promotion Advisory Desk DJgjf Tdh %5 Mr.
Petrose Akliru, [EF5 KFE T K/ 31— Dr. Henok Seyoun ~5 1 7 = — X5 THEE, BLUOA T =
—ZOEBHREEFELRE L, Ye v/ NOBMEBHOBEZRIT 5708, BERERIZE DT,

Creativity in Motion D7 7 > KX, K7 vy =7 MRRBINHET. 2014 FENLHIGES N7 vy
=7 MFFERHRIC EIC 2 C/P L LTRSS, TOREmE LT, Tnt—a v ET74E U=
THA IR, EOYRCZT A ET OF ¥ > B4 R OB D o T BEFEMRME, 1B
a—t—, FbHO, A=, BOERELRIZ, 2FAETOEDOEELRZD LI AT B
THIfES LTz, £DHIE, =F A ETHEOHN THIBES 1720 . MoFA 2NEEESHESN N O E
Frx AEEEZBITHOEICEH LY Lz, #E->T, 207 7 ROBFIZIBWTIE MoTI D
BN S SO TIEAR<, EHEe 5 Creativity in Motion D[EF 7 7 > F & L TOIEHDIERIC
BN Tdh o772, E7z. MoTI 23LARI 6 DEGE L L TWIZBEM DM 7 0 — 3 a AEENC
B Cid, BE 2 0ICER LT % Land of Origin 7 7 > REBEICTEHA L Cunizz, #HL<
Creativity in Motion ® 7 7 > K% MoTIl & U CTHERET 2 EEATHIT N EE Lo 72,

16 https://ethiopiancreation.com/
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(2) a—e—FYaF LTS FOBXKIZEITHERER

2020 4= 12 A, ECTA (2 XV F v aF /7 F K [Ethiopian Coffee] D =T 74 &7 [EN TOXERN
FEDSHEE 40, 2021 4 5 AICEIEREGREE DN BITSNTZ, 77 ROAE II=F AT a— —
#5J5  (Ethiopian Coffee and Tea Authority: ECTA) Thk V| EEEHE 3048 (m—b—, il /lca—t—
o, a—b—H), F 35 H (REF—ER) OHHEIBWTHES ﬁﬁktf@%ﬁﬁ%Tbtoi
. AR TORGEREIZF U TIX, Ethiopian Coffee DA MRILPHIE (76 2 X BT 5 72 D OIERK) |
Sie bl DR RE L LD 7 S, l%ﬁ
L UTE 30 BIZBERAGE LT, Z OB
BERITH 30 80 (m—b—, [ERiL/ca—k—F,
a—b—H%) 2BV T, 202243 HIZRFFIT &
DIAEGERRBY 1=, A1 10 £, BATHICE N
TrFiord~v— BT AT EOaT—E—H
DOXFEFEEE L TEEIND,
ﬁﬁ@fyﬁ%%b?ZM9$9ﬂ’%%ém
7= Specialty Coffee Association Japan D JE7RZS D
FAET T — XT$D27—7#ﬁthUM\
ECTA KA DBRICFERr I~ —7 BT A &
ATV DHM (BE 22), 2021 FFIZT VAT RN T
B SN7=T7 7V A v By 7 BERORE
FEOHFA Y By VBRI ) VT o & L
THEHENZa—b—DaETY A iz =2
~— I BMEREND R E, IEHABEE->TND,
P'-h_h_ FI- ﬁ. lp n_q E72. BU BT R8O B4 GIZ 2t

- ! BRI T D70 L. ECTA D O@EFIc Ly,

Ethiopian Coffee s« sxssomsmcsssnmissons
FETHDH, LML, ATrY=r MIBWTIX
T Ru AORERE TE RO L L
e, 77U R R IAOEESLT 7y R AT 2 MEEBREMER EORFNR STy
MWEF LTINS,

7z

BE37: TFAEFa—c—0OIv—%

3.7 WHAESIICE T HFHAOFE LORBERE, tha Y R—R2 FOERICK HRERROTE

IuYx=7 FTIREHE TORBRE T FAETRELBBE L OMMREL R LT, £ OFED
G| DT 60N o Tk &L T M A2 EORER 2= R —x > b LA L, BE
FRDRAZ 8 U T2 RESR DRREHZ I D AL AT,
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FAE. EE(CRH T HIEE

41 HRORBRRUEHKMER LDOI-ODOMMEA (HOEER)

TuYxl METHRONEARE R T D H RIS OGN, 5 2 72— XOBB LV ED A
7o A7uv =/ FCTRVMATHS, L7 ¥ —ofmH 7 ne—2 a2, WEIH E, EHL ©7
TV REBEICZENENICBNT, 7ryx 7 METHIZC/P THSH MOTL (Bl MoTRD), LIDI, ELIA
PITHOMEDOHDHZ L (IR OTZOIZHET, N OFEMARERZ L) & EDTDITHLERF
JERRHES I % C/P L OFEIRTHLNIZL, 5%, TOX v v 72O H720 ED L 9 7o GBI L EL )
RRE L7,
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1 Ethiopian Highland Leather (EHL) Auditor
Certification System
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1.1 What is the EHL Auditor Certification System?

€ EHL auditor certification system is developed to ensure the sustainability of EHL

brand management.

€ Human resources who are knowledgeable and experienced about the EHL

certification in LIDI are the key.

€ Through the system, LIDI would be able to provide quality EHL auditing service to

tanneries as well as contribute to the sustainable certification system.

[

Note: Please refer to 'Ethiopian Highland Leather (EHL) Brand Usage Manual’ for

detailed information about the EHL brand management.

]

1.2 Criteria for EHL Auditor Certification

Table 1: Criteria for EHL auditor certification

Category

Criteria

Eligible Applicant

LIDI staff in Leather Industry Development Directorate, and
LIDI staff in Research and Testing Laboratory Directorate

Education

BSc in Chemistry, Chemical Engineering or a field(s) relevant
to a leather sector

Work Experience

Work experience in tanneries more than 4 years

Or work experience in LIDI's Research and Testing Laboratory
Directorate more than 4 years

Or equivalent experience in the leather sector

EHL audit
experience

Conducting EHL inspection visits more than 2 times.

Audit Experience
(*preferable
criteria)

Audit experience in QMS/EMS/LSM/LWG and other relevant
certifications

Validity period

2 years from the month of the certification

1.3 How to apply for EHL Auditor Certification?

(D LIDI posts an official announcement about the calling for EHL auditor application on

the LIDI bulletin board.

(2 Submit an application form (Annex-A1) and your CV to LIDI Deputy Director-General
of Leather Technology Sector and a director of the department to which you belong.
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@ [ |. 4. B

Applicant : LIDI DDG and
Directors

(3 LIDI selects applicants according to the criteria, if necessary.

(@) Selected applicants conduct 2 times of inspection visits with the assistance of the
EHL auditor supervisor (who are experienced in EHL audits).
@ Orientation session:
» Overview of EHL brand management
» How to conduct inspection visits and write reports
@ Inspection visits and lab tests:
» Use a checklist (Annex-A2) for conducting 2 inspection visits at tanneries
» Implement lab tests according to the certification standards for EHL finished
leathers.
€ Reporting: Compile the following reports by each candidate
1) Inspection visit report (Annex-A2)
2) EHL Certification Score Sheet(summary) (Annex-A3)
€ Feedback: Provide feedback to tanneries based on the report and lab test results
<Documents to be provided to tanneries>
1) Inspection visit reports
2) EHL Certification Score Sheet (summary)
3) LIDI's Laboratory test results

@3

_Q

J
,1‘ ‘ --.. Lab tests
Applicant +

EHL supervisor ' Tannery

(5 Evaluate the candidates’ performance in accordance with the following criteria
(Table 2) by LIDI DDG, directors and the EHL supervisors.

Inspection visit
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Table 2: Evaluation criteria of EHL auditor

Category Evaluation Point
Inspection visit and feedback to 20
Practical skill at | tanneries (1% tannery)
tanneries Inspection visit and feedback to 20
tanneries (2"¢ tannery)
, , Inspection visit report (1%t tannery) 15
Reporting quality : —
Inspection visit report (2" tannery) 15
EHL certification score 15
Lab result sheet(summary) (1%t tannery)
analysis skill EHL certification score 15
sheet(summary) (2" tannery)
TOTAL 100

(© Award certificates of EHL auditor to the successful LIDI staff who pass more than
70% of evaluation criteria. The validated period of the certificates is 2 years.

v Completing 2 times of inspection visits and compiling reports (inspection visit report

and EHL certification score sheet) are compulsory.

Certificate of
Ethiopian Highland Leather (EHL) Auditor

HIGHLAND
LEATHER

ol

s gualified with Lie i

Ethiopian Highland Leather (HHL) Auditor

for Tannery
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Figure 1: EHL auditor certificate
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2 How to implement EHL inspections in tanneries
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2.1 EHL Certification Criteria
€ Eligible applicants:
< ELIA members
<~ Companies that produce finished sheep leather from sheepskins sourced from
Ethiopian highland areas
€ Certification requirement: Pass both 1) inspection visit and 2) laboratory tests.
< If the company fails any test item, it is acceptable to implement another lab test
within one month at the company’s cost after receiving a test result (one time
only).
€ Validated period: One year
v Apply for renewal of certification 6 months prior to expiration month.
€ Fee: Applicant company bears the following costs or provides in-kind for the visit
based on the discussion with LIDI.

Table 3: Cost for the EHL certification process
Category ltems
Inspection visit (1-2 ppl)

Air fare fee

Transportation

Lunch (if the inspection continued for 1 day)
Tensile strength: 200 ETB

Tear strength: 200 ETB

Rubbing fastness (dry and wet): 200 ETB
Chromium VI: 258 ETB

Formaldehyde: 500 ETB

PH: 50 ETB

Moisture: 50 ETB

TOTAL: Approximately 1,458 ETB / sample
(4,374 ETB / 3 samples)

Lab test at LIDI
*Price is subject to change

2.2 EHL Certification Process
(D LIDI and the applicant tannery schedule inspection visit date.

Tannery LIDI
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(2) The applicant tannery completes an application form (Annex-T1) and submits it to
ELIA.

%.p_;]lll cation form
£ ; |
E |

Tannery ~ ELIA

(3 ELIA writes a letter to LIDI about conducting an inspection visit and sample leather
testing.

LIDI

(@ LIDI conducts an on-site inspection visit at the tannery and gets 3 pcs of sample
leather.

<Inspection visit using check sheet by EHL auditors from LIDI>

@ Tanning ~ Finishing facility

@ Origin of raw sheepskin

@ Process Quality Control (production / water treatment system)

€ Implementation of Management System (Environmental 1ISO14001 and Quality
ISO9001 Management Systems)

@ Reach certified chemicals

€ Random leather sampling from the tannery’s major production (3 pcs)

LIDI



(® LIDI conducts laboratory testing of sample leathers based on the EHL standard.
4 Chemical test (Chromium VI, Formaldehyde, PH)

@ Physical test (color fastness, tensile, tear strength)

R

o 5
A R T

3 pcs of sample leather LIDI’s laboratory

(© LIDI provides feedback to tanneries with 1) the results of the inspection visit report 2)
the laboratory result and 3) the score summary sheet.

LIDI also reports the results to ELIA.

A c
E——)

Tannery

z

O
e

(D ELIA provides an EHL certification (1 year) to the applicant tannery if the result of the
on-site inspection visit and the laboratory testing results surpass the EHL standard.

ELIA

Inspection visit

Pass more than 70%
17T UN

Hl(::llh—l;la_”}\ND
LEATHER.
g + > I

Physical test: @
Pass more than 70% ‘%_J

ELIA E

Chemical test: EHL Certified Tannery

Pass all test items

10
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2.3 EHL certification standard
The following are the certification standards for EHL finished leathers (version1).

*
*

Each standard is based on other international leather standards. The EHL standards

are subject to change by the improvement of quality management.

It is required to_refer to the standard according to the type of article you sample at

the inspection visit.

Table 4: Certification standards for EHL finished leathers

No. | Category Criteria Standard Methodology | Reference
1 Physical | @DTensile Finished leather for: ISO 3376 *Indian
test (lab) | strength(N/mm2) | DTensile strength Standard:
@ Shoe upper/bag/leather goods: more than *53:]3{;270
15 . Standard: 1123
@ Garment: more than 15 0-2003
@®Glove: more than 15**
2 Physical | (@Elongationat | @Elongation at break (%)
test (lab) | break (%) @ Shoe upper/bag/leather goods: more than
35*
@ Garment: More than 40**
@Glove: More than 40**
Tear strength Finished leather for: ISO 3377-2 | International
(N/mm) ®@Tear strength (N/mm) * double Union for
@ Shoe upper/bag/leather goods: edge tear #eather .
* echnologists
more than 15 test and Chemists
@ Garment: more than 35 Society
@Glove: more than 35 (IUP/IULTCS)
*Indian
Standard:591
4:1970
Phvsical @Rubbing <Dry fastness> ISO 11640 | Japaneco
3, ){S:ci) fastness (dry and | Dpigment finish: at least 3-4 grade leather label
est (la wet) @Pale shade and natural finish: at least 3-4 http:/fjapan-
ecoleather.jp/e
grade nglish-
*dry 10cycle/ wet | @Dark shade and natural finish: at least 2-3 3ljapan-eco-
10 cycle grade leather-
<Wet fastness> standard-jes/
®pigment finish: at least 2-3 grade
@Pale shade and natural finish: at least 2-3
grade
(@Dark shade and natural finish: at least 2
grade
No. | Category Criteria Standard Methodology | Reference
4 Chemical | @Chromium VI -For adult (skin contract and non skin ISO 17075 Japan eco
test (lab) contract): leather label
Not detectable at the time of test * hitp://japan-
ecoleather jp/e
. o nglish-3/japan-
*A detection limit: 3mg/kg eco-leather-
standard-jes/
5 | Chemical | @Formaldehyde | -For adult (skin contract ): 75mg/kg Formaldehyd
test (lab) -For adult (skin non contract): 300mg/kg e: ISO
17226-
1(HPLC)
6 Chemical | ®Ph Ph =3.5 (for all leathers) ISO 4045 ISO14930 :
test (lab) 2012

(dress glove)

11
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2.4 Important checkpoints when to implement the inspection visit

€ LIDI auditor conducts the on-site inspection visit at tanneries using the checklist
(Annex-A2).

€ Important checkpoints are as follows (see Table 5).

Table 5: Check items at the inspection visit

Section Important checkpoints Points
1. Origin of raw hair | ® Confirm that the tannery procures Ethiopian hair
sheepskin sheepskins by observation. 25
® Confirm the purchase record of raw skins from
the highland area.
2. Quality control | ® Confirm the parameters are properly recorded
process and managed at each production process. 25
® Confirm the wastewater treatment plant is
operating and managed according to the criteria.
3. Implementation of | ® Confirm the validated certification of ISO14001 25
management system and ISO9001
4. Chemicals ® Confirm the REACH certified chemicals are used 25
for the sheep leather production
TOTAL 100

2.5 Leather sampling
€ Process: Based on the application form submitted by a tannery (A tannery specifies
article, color, grade, finishing, grade and thickness), among the category, LIDI randomly
choose sample leathers (finished sheep leather) from their major production during the
inspection visit
€ Sample size: min. 3 pcs / leather article
€ Color: 3 pcs should be the same color.

Dark shade colors are preferable for checking wet rubbing fastness.

2.6 Report writing tips: Inspection visit report

@ |t is important to evaluate objectively based on the records or evidence.

€ To make the report more convincing, attach the evidence you collected on the report.
This is also helpful when you give feedback more precisely and specifically.

€ Make sure to_write your remarks in each questionnaire.

€ Do not forget to attach photos at the end of the report.

12
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2.7 Report writing tips: EHL Certification Score Sheet (summary)

€ Before compiling the summary sheet, you need to finalize 1) inspection visit report
and 2) physical and chemical test report

(@D Inspection visit report score

To: XXXX Tannery+
From: Leather Industry Development Institute (LIDI)+

EHL certification score sheet (summary)<

No.+~ Item Score allotment Company’s result 2
(points)«~ (points) -
1€ Inspection visit+ 100 < XX points+ «
TOTAL+~ 100 « XX points+ ¢
*more than 70% is pass«

Transcribe the score from the inspection report

(2 Physical test
@ Since the physical strength varies due to the natural characteristic of leathers and

types of chemical/tanning methodologies, points will be awarded according to the
average score.

.

Nog.« Ttem+ Score allotment |En'mtsﬁ Cnmnan:"s result- *
-
1< Tensile strength< 354 XX points+ €

35: X (average) Z standard-
25: standard (-10%) =X (average)<standard
15: standard (-20%) =X (average)<standard(-10%)
0: X iaveraﬁl = ctandard l—lﬂ%h’
24 Elongation at break 20+ XX points+ *
(0h) 20: X (average) Z standard-
15: standard (-10%) =X (average)<standard
10: standard (-20%) =X (average)<standard(-10%4)-
0: X (average) < standard (-20%G)

3 Double Tear 354 XX points+ *
strength « 35: X (average) Z standard-

25: standard (-10%) =X (average)<standard
15: standard (-20%) =X (average)<standard(-10%4)-
0: X (average) < standard (-20%g)+

Calculate the average value and insert points according to the

score allotment

13
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€ How to calculate the score of physical tests:
» Example: Tensile strength (see Figure 2)
<> Standard (Shoe upper): 15 N/mm?

2

—
2

-

<~ Standard *-10%:

13.5 (15*0.9)

< Standard*-20%: 12 (15*0.8)

» Testresult (Average): (13.3+14.3+10.4)/3=12.6
= The company’s result is above the -20% of the standard = 15 points
| 1 1. Tensile strongth & | 1.Tear Load [ 3.Color fastness to and fro ]
percentage (Double edge tear) rubbing *
elongation af Break
|
Type af sample Des —_— =
T | it [T T | e | i | e |
- PNimm') ™ Newton unnuu m-l Dryst Weyce | Wet at 10 cyvle
(paralicd 1o the
back baac) IO‘N‘I-RI; 3.1.‘1-!1
NI bone) Nl _ . o
™
i3 |1z | &3 ‘l
.!2 lsé il zi
Delics Sheep | Sample 01 | 16559 | 133 as 4 | 'nr_l 278 47 3 | 3 51 1
Napps
Delice Sheep | Sample 02 | P-16600 | 143 " e 1% 30 | Y l 5 v T
Nappa | | |
“Delice Shesp | Sample 03 | P-16601 | 104 420 7—:“ 266 773 | 247 I . 5 3 1
Noee |

(3 Rubbing fastness

Figure 2: Laboratory test result

@ If 3 pcs of leathers are above the standard for both dry and wet fastness, the company

will get a full score.

4 Rubbing fastness « 10+ XX points+
(dry & wet)« 10: 3pcs 2 standard~
7:2pes 2 standard ~
4:1pc 2 standard~
0:0pec 2 standard<
TOTAL+ 100 (*more than 70% is pass)« XX points+

Calculate the total score of the physical tests

14
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@ Chemical Test:
€ Each sample must be above the standard.

5 Chromium VI Pass: All above the standard
Pass/ Fail
Fail: All/'some below the standard
6 Formaldehyde Pass: All above the standard
Pass/ Fail
Fail: All/'some below the standard
T ph Pass: All above the standard
Pass/ Fail
Fail: All/some below the standard

*The company which scores more than 70 peints as well as pass all the chemical tests is entifled to receive EHL certificarion

15

77

Circle one of them




3. Annex
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<For Auditors>

Annex-A1: EHL Auditor Application Form

Annex-A2: EHL Inspection Visit Checklist_ January 2022
Annex-A3: EHL Certification Score Sheet(summary) _January 2022

<For Tanneries>
Annex-T1: EHL Brand Certificate Application Form_ January 2022

17
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To: Leather Industry Development Institute (LIDI)

ST Ethiopian Highland Leather Auditor for Tannery
HIGHLAND Application Form

LEATHER.

[ hereby apply for a certification of the EHL auditor for tanneries

Applicant’s information
Name of

Appl icant Date
Position/
Department in
LIDI
Phone No.
Emai |
Year: Name of the company:
Year: Name of the company:
EHL Audit ) )
exper ience Year: Name of the company:
Year: Name of the company:
Year: Name of the company:
Year: Name of the Certificate:
Recent Audit [Year: Name of the Certificate:
exper ience
Year: Name of the Certificate:
(QMS/EMS/LSM/LW
G etc.) Year: Name of the Certificate:
Year: Name of the Certificate:
cv O Yes 1 have attached the CV
Submitted by : Received by :
Date: Date:
Name : Name:
Signature Signature
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Ethiopian Highland Leather (EHL) Brand Certificate
Inspection Visit checklist for Tannery

Inspection date:

Name of the Inspector:

Compiled Date:

Applicant Company’s Information

Company Name

Contact Person

Contact Person’s

phone number

Production capacity

(Sheepskin)

Main products

Export Destinations

Origin of raw sheepskin (25/25pts)

No.

Checkpoint

Evaluation

Score

Does the tannery procure "Ethiopian hair
sheep” skin (highland sheepskin)?
[ Mandatory Criteria]

*Check by observation and confirm the
procurement record of raw skins.

LI Yes

[J No (No need for further inspection)

Remarks:
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No. Checkpoint Evaluation Score
2 Does the tannery keep procurement records | [J Records are kept and all information is /3
according to the region/suppliers? written for the past year. (Good: 3pts)
O Records are kept but some information is
*Check the records for the past year. not written. (Fair: 2pts)
O Records are not kept and not sufficient
information is available. (Poor: 1pts)
Remarks:
No. Checkpoint Evaluation Score
3 1) Where are the main areas of sourcing 1) Main sourcing area: /9
sheepskins for the past year?
* Altitude above 1500m is the definition of
Highland.
2)
Good: 9
each sourcing area for the past year?
CIMore than 70% is from the highland areas.
(Fair: 6)
O Less than 70% is from the highland areas.
(Poor: 3)
Remarks:
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No. Checkpoint Evaluation Score
4 | How does the tannery implement the O The system is well developed and well
segregation system of raw sheepskins in managed. (Good: 5) 5
order to ensure traceability? O The system is developed and managed,
but room for improvement. (Fair: 3)
ONo segregation system and no
implementation. (Poor:1)
Remarks: (Explain the segregation system and how it is implemented)
No. Checkpoint Evaluation Score

5 Are selection and grading done with
respective origins/supplier?
How does the tannery implement?

(poor: 1pt, fair: 2 pts, good: 3pts)

O The system is well developed and well
managed. (Good: 3)

01 The system is developed and managed, but
room for improvement. (Fair: 2)

[LINo segregation system and no
implementation. (Poor:1)

/3

Remarks: (Explain the selection and grading system and how it is implemented.)

83




No. Checkpoint Evaluation Score
6 Are selection and grading results O The system is well developed and /5
communicated to the supplier? communication is done. (Good: 5)
O The system is developed and
communication is done but room for
improvement. (Fair: 3)
[INo system and no communication to the
suppliers. (Poor:1)
Remarks: (Explain the selection and grading system and how they communicate with the suppliers.
TOTAL | /25
II.  Production Process (25/25pts)
I.1 Core production processes (15/15pts)
No. Checkpoint Beam- Tanning | Re-tanning | Crusting Finishing | score
house /1QC
1 Pre-defined criteria are | (JYes (1) CYes (1) OYes (1) CYes (1) CYes (1) /5
set. [JNo (0) [INo (0) [INo (0) [INo (0) [INo (0)
2 | Process parameters are | 0Good (2) | OGood (2) | OGood (2) | OGood (2) | OGood (2) /10
checked and recorded | Mpair (1) | OFair (1) | OFair (1) | OFair (1) | OFair (1)
according (o the criteria OPoor (0) OPoor (0) CPoor (0) CPoor (0) CPoor (0)
daily.
parameters to  be | Bomie, PH, | Bomie, PH, | Bomie, PH, | Thickness | Grade,
examined, but not | Temp. Temp. Temp. Rubbing
limited fastness
Sub-TOTAL /15
Remarks:
4
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1.2. Effluent Treatment Plant (10/10pt)
No Checkpoint Evaluation Score
0 Which treatment plant does the tannery O Primary Treatment plant [Mandatory)
have?
(check (v') the applicable parts) OSecondary Treatment plant [Mandatory]
* Installment of a Primary and a Secondary )
Treatment Plant is mandatory. OTer tiary Treatment plant
1 Treatment plants are operating daily. O Yes (2)
O Not satisfactory (1) /2
0 No (0)
2 In-house criteria are set. O Yes (2)
O Not satisfactory (1) /2
O No (0)
3 Parameters are checked and recorded | 0 Well recorded and managed. (Good: 3)
according to the in-house criteria. O Recorded and managed but room for /3
improvement. (Fair: 2)
O Not recorded and managed properly (Poor:
1)
4 The external regulatory body (i.e., e.g., EPA) | O Yes (Good: 3)
audit is implemented periodically and | OO Yes, but not periodically (Fair: 2) /3
records are kept properly. O No / no satisfactory evidence (Poor: 1)
Is there a lab report on the effluent water -
analysis done by a third party? (For regulatory Body, i.e., EPA)
Date of Audit:
Name of auditor:
Result of the audit:
(For_the third-party effluent analysis lab
report)
Date of report:
Lab designation code:
Sub- TOTAL
/10
TOTAL
/25
Remarks:
5
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ITI.  Implementation of Management System (25/25pts)
I.1 Leather Working Group
No Checkpoint Evaluation Score
1 | Is the tannery certified Leather Working Group | [ Certified and not expired
(LWG)? O Certified BUT expired
O No / In progress
*Confirm the certificate. Reference number:
Rating:
Expiry date:
Remarks:
1.2 ISO 14001/ ISO 9001 (20/20 pts)
No Checkpoint Evaluation Score
2 Is the tannery certified the latest ISO? ISO 14001 and/or ISO 9001 /20

*Confirm the certificates

OISO 14001 and ISO 9001 certified and both
NOT expired: 20

OISO 140001 certified BUT ISO 9001
expired: 18

OISO 140001 expired BUT ISO 9001
certified: 16

OISO 14001 and ISO 9001 both certified
BUT both expired:14

O ISO 14001 certified ONLY: 12

OISO 9001 certified ONLY:8

OISO 14001 certified but expired: 8

O ISO 9001 certified but expired:6

O No management system: 0

ISO 14001

Year:

Date of certification:

6
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Expiry date:

ISO 9001
Year:
Date of certification:

Expiry date:

Other international certificates (If any):

Year:
Date of certification:

Expiry date:

Remarks:

I.3 Working condition for workers (5/5 pts)

No Checkpoint Evaluation Score
3 What kind of measures are taken for the O Sufficient and appropriate protective equipment
employees’ Safety and health in the Working is prOVided for workers’ health and Safety. (GOOd: /5
area? 5)
O Basic protective equipment is provided. (Fair:
3)
O Protective equipment is not provided or less
than a minimum level. (Poor: 1)
Remarks:
TOTAL 125
7
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IV. REARCH certified chemicals (25/25pts)

No Checkpoint Evaluation score

0 | List name of the major chemical suppliers that the | Name of chemical suppliers:

tannery purchases from.

* Check by observation/by records.

1| Does the chemical list the country of origin? O Yes, all of them: 10
O Yes, but only some: 5 /10
O No /not sure: 1

2 | Are certificates of analysis provided by | [ Yes, all of them: 10
suppliers? O Yes, but only some: 5 /10
O No /not sure: 1

3 | Is the confirmation of analysis reports done by | U Yes, all of them: 5 /5

the local laboratory (such as LIDI and ECAE)? | U Yes, but only some: 3
O No /not sure: 1

TOTAL
/125

Remarks:
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Sampling (random sampling by the inspector)

Item

Description

Article

Type of finishing

Grade

Color

Thickness

No. of piece

VI. Final Remark

Recommendation:

89




In conclusion, XXXX (Name of the tannery) fulfills XX% of the basic EHL brand requirements
according to the overall inspection findings.
Hence, the company passes/fails the EHL inspection criteria.

Section Points Company’s score
I. Origin of raw hair sheepskin 25
II. Process quality control 25
III. Implementation of management system 25
IV. Chemicals 25
Total 100

*The company which scores more than 70 points passes the EHL inspection criteria and fails
if otherwise.

Compiled by:

Leather Industry Development Institute (LIDI)

10
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Attachment: Photos

11
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To: XXXX Tannery
From: Leather Industry Development Institute (LIDI)

EHL certification score sheet (summary)

Date: DD/MM/YYYY

No.

Item

Score allotment (points)

Company’s result

Inspection visit

100

TOTAL

100 (*more than 70% is pass)

Score allotment (points) Company’s result

No. Item
1 Tensile strength 35 XX points
35: X (average) = standard
25: standard (-10%) =X (average)<standard
15: standard (-20%) =X (average)<standard(-10%)
0: X (average) < standard (-20%)
2 Elongation at break 20 XX points
(%) 20: X (average) = standard
15: standard (-10%) =X (average)<standard
10: standard (-20%) =X (average)<standard(-10%)
0: X (average) < standard (-20%)
3 Double Tear 35 XX points
strength 35: X (average) = standard
25: standard (-10%) =X (average)<standard
15: standard (-20%) =X (average)<standard(-10%)
0: X (average) < standard (-20%)
4 Rubbing fastness 10 XX points
(dry & wet) 10: 3pcs = standard
7: 2pcs = standard
4:1pc = standard
0: 0 pc = standard
TOTAL 100 (*more than 70% is pass) XX points
5 Chromium VI Pass: All above the standard
Fail: All/some below the standard Pass/ Fail
6 Formaldehyde Pass: All above the standard .
Fail: All/some below the standard Pass/ Fail
7 ph Pass: All above the standard .
Fail: All/some below the standard Pass/ Fail
Pass / Fail

*The company which scores more than 70 points as well as pass all the chemical tests is entitled to receive EHL certification
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To: Ethiopian Leather Industries Association (ELIA)

17T VN

ETHIOPIAN

HIGHLAND
LEATHER.

Ethiopian Highland Leather

We hereby apply for the EHL certification as follows.

Applicant Company's information

Brand Certificate Application Form

Name of Applicant Date
Company
Address
Contact person
Phone No.
Email
Membership of ELIA O Yes O No
0O |IS0 9001 year : Certified date: validated date:
Acquired Certification 0O |IS0 14001 year : Certified date: validated date:
O |Other: year : Certified date: validated date:

The proposed date of the
inspection visit by LIDI

Sheep leathers samples to be tested in LIDI
* sample leather should be from the major production

Number of sample leathers 3 pieces Type of finishing
Article Thickness
Grade Color

* All should be the same color

Test items to be conducted by LIDI (check all the test items)

Tensile strength and Elongation at breaks (%) Test method:

ISO 3376

Tear strength

Test method:

ISO 3377-2 Double Edge Tear Test

Rubbing fastness (wet and dry)

Test method:

ISO 11640 Wet and Dry 10 cycle each

Chromium IV

Test method:

ISO 17075

Formaldehyde

Test method:

I1SO 17226-1(HPLC)

PH

Test method:

ISO 4045

Submitted by :

Date:

Name:

Signature
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WAL E"

ETHIDPIAN

Certificate of Registration “yichiano
LEATHER.

This is to certify that the company:
XXXX Tannery

Addis Ababa, Ethiopia

Complies with the requirement of

Ethiopian Highland Leather Quality Standard

Ref: YYYY-MM/01

for the following scope of certification:

Manufacturing Finished Sheep Leathers

Certificate NO.: YYYY-MM/01

Issue Month: MM YYYY

Original Certification Month: MM YYYY
Certification Effective Month: MM YYYY
Certification Expiry Month: MM YYYY

Rediman Chala
President
Ethiopian Leather Industries Association (ELIA)

$5 @

Registered by Ethiopian Leather Industries Association (ELIA)

Kirkos Subcity, Meskel Square Lion Building 6th Floor, P.O. Box 12898 Addis Ababa, Ethiopia
Tel: +251 11515 61 44 / FAX: +251 11550 89 35 / Email: elia.aalf2@gmail.com
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Introduction

- What this book is for
- Message from ELIA

Introduction | What this book is for.

This book is to share the brand principles of Ethiopian Highland
Leather with every stakeholder of the brand. It will provide brand
guidelines and management rules to help the usage of our brand
identity.

Our story, vision, logos, and styles are important assets that will
represent our uniqueness around the world. The guidelines
outlined in this book are designed to help you to be consistent in
all branded activities, including production, sales, communication,
and promotion of Ethiopian Highland Leather.

The book will also outline the brand management and
certification rules to sustainably operate and safeguard the brand.
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Introduction | Message from ELIA

It is our great pleasure to introduce Ethiopian Highland Leather (EHL) to the world.

Ethiopian Highland Leather (EHL), as a national brand of quality sheep leather
material, was developed in 2015 and was registered its trademark in Ethiopia and
Japan in 2016, EU in 2020. Trademark registration is expanding in the US and other
countries.

Ethiopian sheep skins living in the highland areas have the scientifically-proven
unique characteristic, which is thin yet strong. It can be up to 0.35mm thickness
with reliable strength and softness. This is a natural gift from Ethiopia.

EHL is produced by only EHL-certified tanneries that have passed on-site
inspections and laboratory tests conducted by the Leather and Leather Product
Industry Research and Development Center (LLPIRDC), a nation-owned laboratory
with international accreditation of scientific study and inspection.

Our mission is not only to provide trustworthy quality assurance to customers based
on the EHL standard but also continuously strive to improve the brand value
together with LLPIRDC, certified tanneries, leather manufacturers, and all the other
relevant stakeholders.

This manual aims to provide a comprehensive understanding and practical guidance
on EHL brand management for tanneries and manufacturers. The contents are to be
revised from time to time for improving our brand value.

We would like to express our gratitude for your great cooperation with the EHL and
your efforts in brand promotion.

Tetek Yirga
President
Ethiopian Leather Industries Association (ELIA)

Our Story

Brand Concept
Branded Assets — 8 Stories of EHL

Brand Vision

Key Differentiators
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The cradle of mankind, Ethiopia.
It is the land where Lucy, the most early human ancestor, was discovered.

The legendary discovery made Ethiopia to be known as the land where
mankind first started creation.

Traced back in the earliest times of the nation’s history, sheep leather has
been one of the major industries of Ethiopia. Made from a celebrated
type of hair sheep in the vast highlands, sheep leather produced in
Ethiopia is 100% byproduct of traditional Ethiopian food culture. It has
been a sustainable industry, deeply rooted to the culture and lifestyle of
Ethiopia.

We proudly introduce the highest quality sheep leather brand ‘Ethiopian
Highland Leather’ to the global market. Its surprisingly light, strong, and
eco-friendly. It allows leather to be applied for various purposes,
expanding its demand globally and supporting Ethiopia’s economic
growth .

Our StOI'y | Brand Concept

Highland Leather

Cradle of mankind, Ethiopia —
As the nation’s history goes back to the very beginning of human beings,
sheep is also known as the oldest livestock of history.

Over time, sheep have naturally blended into Ethiopia’s traditional
culture. It was natural for the people of Ethiopia to start creating various
leather products out of sheepskin that was a usable byproduct of
everyday food culture.

Sheep that live in the Ethiopian highlands is a celebrated breed with
amazingly thin skin, which enables the quality of leather to be thin, light,
yet durable.

Today, the industry has evolved into a flourishing industry in Ethiopia.
But we never underestimate the impact towards the environment. We
strongly believe that protecting the environment will also help protect the
health of sheep that freely feed on natural grass.

Ethiopian Highland Leather — from a sustainable lifestyle of the vast
Ethiopian highlands.

99




OllI‘ StOI'y | Branded Assets — 8 Stories of EHL

1. CRADLE OF MANKIND,
ETHIOPIA.

Ethiopia is the birthplace of humanity. It is the land where humans first
started creating. In producing new inventions like coffee one after
another, Ethiopia has always created new things that never had existed in
the world.

2. WORLD-CLASS POPULATION
OF SHEEP.

Ethiopia’s sheep population is a world-class figure, and the highest in
Africa. Sheep is known as the oldest livestock of history. It has been an
important part of Ethiopian people, culture, and lives for a long period of
time.

00BOVBHOO®®

Our StOI'y | Branded Assets — 8 Stories of EHL

3. SUSTAINABLE LIFESTYLE.

Over time, sheep have naturally blended into Ethiopia’s traditional
culture. It was natural for the people of Ethiopia to start creating various

leather products out of sheepskin as a byproduct of everyday food culture.

4. CELEBRATED BREED.

Sheep that live in the Ethiopian highlands of over 3,000 meters in
elevation have no need to protect their bodies from bitter cold. The
unique geography and climate have bred a special type of hair sheep with
amazingly thin skin.

100
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Olll' StOI'y | Branded Assets — 8 Stories of EHL
OIOION0X : X 6 JO)

5. THIN AND LIGHT. YET,
STRONG AND DURABLE.

The skin of this special sheep defines the extraordinary quality of leather.
Ethiopian Highland Leather has a significant difference in tensile
strength due to its dense fibers. While maintaining its durability, it can be
thinned down to approximately 0.35 mm.

6. CRAFTSMANSHIP AND PRIDE.

Ethiopian highland leather is finished by skilled craftsmanship of
certified tanners. The delicate texture and flexibility enables more
freedom to be used to create innovative products, previously unheard of
leather.

10

Our StOI'y | Branded Assets — 8 Stories of EHL
OIOIOIOIOIOK ' X )

7. ECO-FRIENDLY.

Our production process should not jeopardize the lives that flourish on
this beautiful highland. Caring for the environment also means caring for
the sheep. Strict control of waste-water is taken.

8. IMPROVING LIVES.

From a shepherd to a shoe maker Ethiopian Highland Leather encourages
entrepreneurship and job creation of Ethiopia. The industry has kept
promoting the sustainable economic growth of the country, improving the
lives of millions.
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Olll' StOI'y | Brand Vision

1. We create with sustainability.

Ethiopian Highland Leather aims to maintain the sustainable and eco-
friendly production process that has culturally been established in
Ethiopia. Our sheep leather is and will be 100% byproduct of the
Ethiopian food culture, and the production process will remain to keep
take extra care for the environment.

2. We create a new standard.

Ethiopian Highland Leather is an important piece of Ethiopia’s export
strategy to uplift the image of ‘Made in Ethiopia’, and to contribute as an
endorser of the country’s rapid growth. It will continue to embrace new
demands and lead the innovation of the leather industry in the global
premium market.

Current belief towards leather Ethiopian Highland Leather

= ibiliti f leather.
Heavy / Hard / Light / Soft / Smooth / :sz svc;s}fslbt:)lsl%sos, le:LeerT
Wild / Cold / Restricted Comfort / Freedom —New lives with leather.

00®

12

Our Story | Brand Vision

3. We create with craftsmanship and
pride.

Ethiopian Highland Leather should be a showcase of our craftsmanship
and pride. Every aspect of the brand from production, sales channels, to
promotion, should be handled with the passion to bring our
craftsmanship to life.

102
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Our StOI'y | Key Differentiators - Facts that makes us unique.

1. Ethiopian Highland Leather is
made of a special sheep species
unique to the Ethiopian highlands.

00®

It is a ‘hair sheep’ with straight hair, not a “‘wool sheep’ with curled
hair.

The structure of its skin is very strong to adapt to the severe climate
of the highland even though it is soft and thin.

It can be up to 0.35mm thin with reliable strength and softness

(i.e., The majority of golf/dress glove is made with Ethiopian sheep).

14

Our StOI'y | Key Differentiators - Facts that makes us unique.

00®

2. Quality control is led by committed
producers and the laboratory with
international standard

It is produced by only EHL-certified tanneries that have passed on-
site inspections and laboratory tests conducted by the Leather and
Leather Product Industry Research and Development Center
(LLPIRDC), a nation-owned laboratory with international
accreditation of scientific study and inspection.

The on-site inspection checklist includes traceability of raw materials,
certification of ISO 9001 / ISO 14001, use of REACH-certified
chemicals, and wastewater treatment system, etc.

The laboratory tests cover chemical tests (Chromium VI,
Formaldehyde, PH) and physical tests (colorfastness, tensile, and tear
strength) on sampled leathers in accordance with international
standards of sheep leather articles.

103
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Our StOI'y | Key Differentiators - Facts that makes us unique.

3. Research has scientifically revealed the
thin and strong quality of EHL. Our
leather has proven significant difference
in tensile strength.

- EHL was scientifically researched and compared its fiber stricture
with Indonesian and South African sheepskin crust leathers by the
Tokyo University of Agriculture and Technology in Tokyo, Japan on

December 7, 2018.

Research Methodology

The physicochemical property of Ethiopian highland sheep
leather was compared with sheep leathers from other regions.
Raw hides from different origins (Ethiopia, Indonesia, and South
Africa) were tanned and tested in the same methods.

Physical Test:
Density, Specific gravity, Tensile
strength,  Elongation, Tear
strength, Softness test

Electron Microscope
Observation:

Shave to 0.7 and 0.4 mm and
examine the percentage of each
papillary layer

L Papillary layer

i = e e B it O Bl 00
; i Reticular Tayer

0)0) 3
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Our StOI'y | Key Differentiators - Facts that makes us unique.

Research results showed that EHL has a unique fiber structure with a

higher ratio of reticular layers than the others. The thinness of the
papillary layer is the reason why Ethiopian highland sheep leather can
be made thinner and still maintain its durability. EHL retained its high
physical strength even when it is thinned down to 0.4mm.

Results

Ethiopia

¥= 37 04w+ 8,9841
RE= 0005E

Rt o peptifary Ty

South Africa

atie il uapiiary layer

Ave. 68% "

Indonesia

Weatio il pragifiacy. oy

Ave. 602 = Ave, 1002,
at (Ldmm L1 BAl at .4mm v 558y - 34071 at (h.dmm
&= ljmked B LR
o shatw wary available becase
e e 20 T v o bt epensh ook
i et e

Ethiopia Indonesia South Africa
0.4... 0.7 0.4... 0.7 0.4... 0.7
Tensile strength(MPa) 28 35 11 9 13 26
Tear strength(N/mm) 32 38 7 10 30 41
Elongation (%) 72 76 48 58 65 74
Specific gravity(mg/cm?) 29 44 26 38 26 46
Density (g/cm?) 0.62 0.59 0.50 0.49 0.50 0.54

For the 0.4 mm leather from Ethiopia, the correlation between the ratio of the reticular layer and
the tensile strength was calculated. There is correlation between the reticular layer and the tensile
strength, extremely strong correlation with R? = 0.91. That is, the tensile strength tended to become
stronger as the ratio of the reticular layer became larger. Other cases were similar.

0)0) 3
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Brand Style Guideline

- Our Logo
Brand Toolkit

Trademark

Website
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Brand Style Guideline | our Logo

\ N

s
ETHIOPIAN

HIGHLAND
LEATHENR.

The EHL logo is a symbol of assurance.
It is designed to...

- To assure your product’s quality

- To enhance your product/company’s recognition, good image to

Ethiopian products

- To improve customer satisfaction, motivate your employees

- To create new value for your products, overcome price competition

105
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Brand Style Guideline | our Logo

[~
ETHIOPIAN

i i

HIGHLAND
LEATHER.

The logo design is derived from the unique landscape of the Ethiopian plateaus.

The modern and sophisticated tone represents a ‘new standard’ of leather.

Color Scheme

. BLACK . GRAY 50% WHITE The basic 3 colors will be BLACK/GRAY/WHITE,

but the logo color should be adjusted accordingly.

20

Brand Style Guideline | Our Logo - solation

;7 VN

ETHIOPIAN

HIGHLAND
LEATHER.

When using the logo, allow a certain area of isolation (protected area)

around the logo.

106
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Brand Style Guideline | Our Logo - Logo Variations

*************************************************************************************************************************************

—————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————————

I | |
7 VN | /\,//\/'\r:\ ‘
/ ETHIOPIAN 3 I ETHIOPIAN 3 /\;mﬂ—\

HIGHLAND  wichianp  ‘weime  EHL
LEATHER. LEATHER. |

4 logo variations are available depending on the size of application.
<Small> and <Mini> size logos should be applied at smaller usage to
ensure the logo’s legibility.

<Micro> size logos are to be applied at small places where other sizes
can not be applied.

i.e. a tag inside a glove product

22

Brand Style Guideline | Our Logo - Dos and Don'’ts

Keep the original proportions. Don'’t place the logo Don'’t use a different text font.
Don'’t stretch or condense. on top of another graphic

ETHIGRIAR

Don’t use two or Don'’t redraw the logo. Secure enough space
more different colors. at the edge of the logo.

107
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Brand Style Guideline | Our Logo - Official Hot Stamps

The EHL logo can be used only for the EHL certified products. Using the
EHL logo for other leather products/non-leather products are strictly
prohibited.

*For certification details, see page xx.
Official Hot Stamps

Labeling our products is a way of quality assurance. We recommend to
label EHL certified leather and products with the official logo hot stamp.

*See page xx for usage details.

24

Brand Style Guideline | Our Logo - Partnerships

Partnerships and collaborative relationships with designers, brands, and
retailers will help our brand to become visible to consumers around the
world.

Partnership Example:
In a partnership, it is important to give equal emphasis to both logos, to make the collaboration
visible.

| Pt

¢ EHI!FIH\ * Igrl‘lll"

HIGHLAND
ICHLAND  LEATHER

K

Logos placed in the same label Logos placed side-by-side

108
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Brand Style Guideline | Brand Toolkit

The Brand Toolkit is a set of promotional tools, design elements, and
visuals of the EHL brand to be utilized for multiple business purposes.

Promotional tools are to be used in business meetings, exhibitions, and
various sales points to support the effective story telling of EHL.

Design elements and visuals could be used in multiple forms, such as

business presentations, letter formats, and e-mail.

The kit includes the following:

Promotional Tools Design Elements Visuals
- Brand movie - Logo (4 types) Leather images
- Leaflet - Design elements Tanneries &
- EHL Explanation Sheet manufacturers
(as of January 2022) Ethiopian highlands
_English Ethiopian hair Sheep
- EHL Explanation Sheet etc...
(as of January 2022)
_French

26

Brand Style Guideline | Brand Toolkit - Promotional Tools

Brand Movie

109
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Brand Style Guideline | Brand Toolkit - Promotional Tools

Leaflet/ Poster

HIGHLAND
LEATHER.

Brand Style Guideline | Brand Toolkit - Logo

777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777

fffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff

/ d /ET\HIIJPTAN\ N m\’\\ /\m;‘_\
HIGHLAND HieHLAnD ‘et EHL

! LEATHER- : ‘
LEATHER. |
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Brand Style Guideline | Brand Toolkit - Design Elements
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Brand Style Guideline | Brand Toolkit - Visuals

v

I;highlandfleather(]l

Photos

1_highland_leather05

1_highland_leather06 _]jPTglr\landilnalhcrm 1 1; 1_highland_leather10

) 1_highland_leather12 2_ethiopian_highlands02

27ethiupianihighlan503

=3

1_highland_leather11
- 3

Sy 5 —FC
2_ethiopian_highlands08

P

- : A . : 2
2_ethiopian_highlands09 2_ethiopian_highlands10 2_ethiopian_highlands11 2_ethiopian_highlands12 3_ethiopian_hair_sheep01
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Brand Style Guideline | Brand Toolkit - Visuals

Photos

3_ethiopian_hair_sheep05

4_tanneries01 4_tanneries02

4_tanneries06

4_tanneries11

4_tanneries1 4_tanneries13 4_tanneries14
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Brand Style Guideline | Brand Toolkit - Visuals

Photos
| — 3 %

5_manufactures04 5_manufactures05

5_manufactures06
-

5_manufactures11

1315

T

5_manufactures09

6_1idi06

6_lidi10 7_other_iconic_visuals03 7_other_iconic_visuals04
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Brand Style Guideline | Brand Toolkit - Visuals

7_other_iconic_visuals05

Photos
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Brand Style Guideline | Trademark

The following is the information on EHL trademark registration. The
trademark of EHL was registered in Ethiopia, Japan, the EU and the UK.

Trademark registration in the US is in progress.

Registered Ethiopi J European Union USA
country topia apan United Kingdom *Application has been filed
B m R f e Y
s HIGHLAND HIGHLAND HIGHLAND HIGHLAND
LEATHER. LEATHER. LEATHER. LEATHER.
Registration LTM/2219/08 5817743 018105486 Filing No. 97145807
number

Registration date

September 29, 2015
(18/01/2008 E.C)

January 8, 2016

January 11, 2020

November 29, 2021
(Filing date)

September 27, 2022

August 08, 2029

Stationery

18: leather, bags, and the like
25: gloves, clothing, shoes,
and the like

S (17/01/2015 E.C) January 8, 2026 (Renewal due date)
09: Computers, Software and | 18: leather, bags, and the like | 18: leather, bags, and the like | 18: leather, bags, and the like
Electronics and the like 25: gloves, clothing, shoes, 25: gloves, clothing, shoes,
International 14: Jewelry, Precious Metals and the like and the like
Classification and Stones and the like
Class 16: Paper, Books, and

113
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Brand Style Guideline | website

The Ethiopian Highland Leather website is under ELIA’s website. It

introduces the brand story along with our partner companies and
registration information.

OUR STORY

BN, NN NN NN
‘ CRADLE OF MANKIND.
ETHIOPIA.

Website URL:
https://elia-aalf.org/ehl/

36

Brand Management Guideline

- How we mange our brand
- How to get EHL certification

- How to use EHL logo

114
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Brand Management Guideline | How we manage our brand

Brand management of Ethiopian Highland Leather is led
by Ethiopian Leather Industries Association (ELIA),
with support of the Ethiopian Government (MOTRI)

and the Leather and Leather Product Industry Research and Development Center (LLPIRDC).

Roles and Responsibilities of Brand Management of Ethiopian Highland Leather

Ethiopian Leather Industries Association (ELIA)

+ Owner and manager of Ethiopian Highland Leather

« Chair periodical meetings with stakeholders of the brand

+ Develop / implement promotion of Ethiopian Highland Leather with support of LLPIRDC

Leather and Leather Product Industry Research and . . X
Ministry of Trade and Regional Integration

Development Center (LLPIRDC MOTRI

+ Main supporter of Ethiopian Highland Leather

+ Setand check consistent quality standard of Ethiopian
Highland Leather

+ Support development and implementation of
promotions

Overall project endorser and supporter of Ethiopian
Highland Leather

38

Brand Management Guideline | How to get EHL certification (for tannery) - Criteria

® FEligible applicants:
-ELIA member
-Companies that produce finished sheep leather from sheepskins
sourced from Ethiopian highland areas

® Certification requirement: Pass both 1) inspection visit and 2)
laboratory tests.
-If the company fails any test item, it is acceptable to implement
another lab test within one month at the company’s cost after
receiving a test result (one time only).

® Validated period: Two year
*Apply for renewal of certification 6 months prior to expiration
month.

® Fee: Applicant company bears the following costs or provides in-kind
for the visit based on the discussion with LLPIRDC.

115
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Brand Management Guideline | How to get EHL certification (for tannery) - Criteria

Cost for the EHL certification process

Category

Items

Inspection visit
(conducted by EHL auditor 1-2ppl)

® Air fare fee
® and transportation
® Lunch (if the inspection continued for 1 day)

Lab test at LLPIRDC
*Price is subject to change

® tensile strength: 200ETB

® Tear strength: 200ETB

® Rubbing fastness (dry and wet): 200ETB

® Chromium VI: 258ETB

® Formaldehyde: 500ETB

® PH: 50ETB

® Moisture content: 50ETB

TOTAL: Approximately 1,458 ETB/sample
(4,374ETB/3 samples)

2022.7
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Brand Management Guideline | How to get EHL certification (for tannery) - Certification process

1. LLPIRDC and the applicant tannery
schedule inspection visit date.

Tannery

LLPIRDC

2. The applicant tannery completes an

application (Annex-T1) form and submits

it to ELIA.

Tannery

116
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Brand Management Guideline | How to get EHL certification (for tannery) - Certification process ——
0)o) : J0J6X0l0)

3.ELIA writes a letter to LLPIRDC about
conducting an inspection visit and sample
leather testing.

e » :L.i

LLPIRDC

42

Brand Management Guideline | How to get EHL certification (for tannery) - Certification process ——
0J0JO] | JOXOI0)

4. LLPIRDC conducts an on-site
inspection visit at the tannery and gets
3pcs of sample leather.

<inspection visit using check sheet by EHL auditors from LLPIRDC >

- Tanning ~Finishing facility

- Origin of raw sheepskin

- Process Quality Control (production/water treatment system)

- Implementation of Management System (Environmental ISO 14001 and Quality
ISO 9001Management Systems)

- Reach certified Chemicals

- Random Leather sampling from the tannery’s major production (3 pcs)

- =
BHH ¢ o =
| | (4
LLPIRDC Tannery
117
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Brand Management Guideline | How to get EHL certification (for tannery) - Certification process ——
0JOJOL0) 5 JOIO)

5. LLPIRDC conducts Laboratory testing
of sample leathers based on the EHL

standard.
- Chemical test (Chromium VI, Formaldehyde, PH),

- Physical test (color fastness, tensile, tear strength)

T = A B

3 pcs of sample leather LLPIRDC'’s laboratory

44

Brand Management Guideline | How to get EHL certification (for tannery) - Certification process ——
OO

6. LLPIRDC provides feedback to tanneries with
1) the results of the inspection visit report 2) the
laboratory result and 3) the score summary sheet
within 3 months after conducting the inspection
visit. LLPIRDC also reports the results to ELIA.

|
Tannery

118
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Brand Management Guideline | How to get EHL certification (for tannery) - Certification process

olelelotelor )
7. ELIA provides an EHL certification (2 years)
to the applicant tannery if the result of the on-site
inspection visit and the laboratory testing results
are above the EHL standard. ELIA provides the
certificate within 2 weeks after receiving the
result from LLPIRDC.
Inspection visit
Pass more than 70%
% (R :“““:"l N
HIGHLAND
LEATHER.
: T =
Physical test:
N prss more than 107 ﬁ EHL Certified Tannery
ELI emical test:
Pc’:lss all te}si ittzms ﬂ

46

Brand Management Guideline | How to get EHL certification (for tannery) - EHL certification standard —

The following is the certification standards for EHL finished leathers
(versionl). Each standard is based on other international leather

standards. The EHL standards are subject to change for the improvement

of quality management.

Certification standards for EHL finished leathers

No. Category

Criteria

Standard

Methodology

Reference

1 Physical test(lab)

1.Tensile strength(N/mm?)

Finished leather for;

1. Tensile strength

-Shoe upper/bag/leather goods: more than 15*
-Garment: More than 15**

-Glove: More than 15**

2 Physical test(lab)

2.Elongation at break (%)

2.Elongation at break (%)

-Shoe upper/bag/leather goods: more than 35*
-Garment: More than 40**

-Glove: More than 40**

ISO 3376

*Indian Standard: 5914:1970
**Indian Standard: 11230-2003

3 Physical test(lab)

3.Tear strength(N/mm)

Finished leather for;

3. Tear strength(N/mm)

-Shoe upper/bag/leather goods: more than 15*
-Garment: More than 35

-Glove: More than 35

ISO 3377-2
*double edge tear test

International Union for Leather
Technologists and Chemists
Society(ITUP/IULTCS)

*Indian Standard:5914:1970

Not detectable at the time of test*

*A detection limit: 3mg/kg

5 Chemical test(lab)

2.Formaldehyde

-For adult(skin contract): 75mg/kg
-For adult(skin non contract): 300mg/kg

Formaldehyde: ISO 17226-
1(HPLC)

4.Rubbing fastness(dry and wet) | <Dry fastness> ISO 11640 Japan eco leatherlabel
*dry 10cycle/wet 10 cycle 1.Pigment finish: at least 3-4 grade http://Japan-ecoleather.jp/english-
2.Pale shade and natural finish: at least 2-3 3/Japan-eco-leather-standard-jes/
grade
3.Dark shade and natural finish: at least 2 gtade
4 Chemical test(lab) 1.ChromiumVI -For adult(skin contract and non skin contract): 1SO17075 apan eco leatherlabel http://Japan-

ecoleather.jp/english-3/Japan-eco-
leather-standard-jes/

6 Chemical test(lab)

3.Ph

Ph>=3.5 (for all leathers)

ISO 4045

1S014930 :2012(dress glove)
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Brand Management Guideline | How to get EHL certification (for tannery) - EHL certification registration

EHL certification (sample)

T
] s

. 3 . -
Certificate of Registration “Liciilano
LEATHER.

Thas 15 to certify that the company’
XXXX Tannery
Addis Alaba, Ethiopia

Complies with the peguireniont of

Ethiopian Highland Leather Quality Standard
Ref: YYYY-MM/01

for the following scope of certifieation:

Manufacturing Finished Sheep Leathers

Certificate NOO YYYYMMO1

Tastie Month: MM VVYY

Original Certifieation Meonth: MM YVYY
Certification Effsctive Month: MM YYYY
Certification Expiry Month: MM YYYY

Daniel Getachew
Beeretary General
Ethiepian Leather Industries Assocation (KLIAY

9@

Haustered by Bebiopian Lesther kndostries Assostatan (ELLAN
Kirkos Subciiy, Mesksl Bquace Liva Buikding 8tk Flece. PO, Bax 12598 Addis Ababa, Exbiepia
Tul: #2518 11K18 61 44/ FAX- #2851 11830 25 38/ Eswil’ elia aad28gmail com

o waliu sl org
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Brand Management Guideline | How to use EHL logo (for manufacturers) - Criteria

Eligible applicants:
- ELIA member.

A Manufacturer who has experience in producing leather products
made of sheep leathers and also who has proof of firm order from
clients.

An exporter/importer/retailer/wholesaler/distributor who can
provide evidence that the products have been manufactured using
EHL.

- The proportion of the EHL must be more than 50% (shoe upper, bags,
garment, leather goods) if the products are made with other materials.

120

49




Brand Management Guideline | How to use EHL logo (for manufacturers) - EHL hot stamp Application Process ~—
000

1.An applicant company buys sheep

leathers from EHL-certified tanneries.
*Must have proof that the leather is manufactured by the EHL-certified

company.
(i .‘i\
HIGHLAND
LEATHER.
Applicant company ' EHL-certified Tannery

2. An applicant company submits the
following to ELIA.

- Application form (Annex-M1)

- Receipt from EHL certified tannery (copy) ,

- Proof of firm orders from clients
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Brand Management GUideline | How to use EHL logo (for manufacturers) - EHL hot stamp Application Process —
@O

3.ELIA lends EHL hot stamps according
to the application form.

&pplication a M ®
% form — > *
| — ¢ ) %
e = ’
— TN
i 2
i HIGHLAN
pplicant company iy AND ELIA

R
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Brand Management Guideline | How to use EHL logo (for manufacturers) - Types of EHL Hot Stamp

There are 2 different types of hot stamps available. These hot stamps can
be borrowed upon submission of an application form (Annex-M1) to
ELIA.

*EHL brand mark can be used only for the EHL products. Using the EHL
logo for other leather products/non-leather products are strictly

prohibited.
EHL hot stamp (for products)
Purpose For inner pocket of bags, garment tag, stamp on insoles of shoes etc.
EHL hot stamp Cutting die
Picture
Size 14mm x 25mm 35mm x 30mm
No. of pcs 9 pcs 9 pcs
For bags. garments, leather goods. etc.:
Size: 35x 30mm
Stamp the EHL logo on the fan-shaped leather (see below) and stitch on your products.
| HISHLAHD |
| LEATHER I,'
Usage Example Size: 35x 30mm
For shoes:
Directly stamp the EHL logo on insoles.
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Brand Management Guideline | How to use EHL logo (for manufacturers) - Types of EHL Hot Stamp

EHL hot stamp (for leather tag)

Purpose For hang tags made of leather
EHL hot stamp Cutting die
Picture
Size 23.9mm x 40mm 35mm x 55mm
No. of pcs 15 pcs 15 pes

Hang the leather tag with a leather strap on the outside of the products,

w

Usage Example
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Brand Management Guideline | How to use EHL logo (for manufacturers) - Quality Control

- Quality Control is the key to ensuring the brand value of EHL. It is
strongly recommended that manufacturing companies conduct strict
quality checks prior to shipment.

- The following are the essential checkpoints but are not limited to. You
can use the quality check sheet (Annex-M2) when you conduct a
quality inspection of the EHL products.

EHL quality checkpoints

No. items Essential Checkpoints
1 Body/Lining Stain(leather), Scratches, Wrinkles, Fold, Glue stain/Glu overflow
2 Shape Asymmetry/Defective Thread trimming
3 Sewing Accuracy/defective Thread trimming

4 (Metal) Accessory Rust, Scratches Movementis smooth? (Magnet, straps, zippers)

5 Brandmark Incorrect position/size/shape

Key Contacts of Highland Leather
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Key Contacts of Highland Leather

ETHIOPIAN LEATHER INDUSTRIES ASSOCIATION (ELIA)

Tel +251115156144 Address P.O.Box 12898.addis Ababa. Ethiopia
E-mail elia.aalf2@gmail.com Lion Building. 6th Floor
Web www.elia-aalf.org (in front of Meskel Square)
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A& 6

March 3, 2022

Report on the participation in Who's Next (IMPACT)

Ethiopia Industrial Promotion Project (Export Promotion)
Noriyuki NAGAI

Shigetaka KUROKI

Yumiko YOSHIZAWA

1. Overview
Name of trade show | Who's Next (IMPACT)
Period From 21% January to 24™ January 2022
Opening hours: 9 am-7 pm (Closing time of the final day is 5 pm)
Venue Porte de Versailles - 1 Place de la Porte de Versailles 75015 Paris
Exhibitors Around 750!
Visitors Around 120,000!
EHL booth HALL 6, U-60 (42 m?)
Achievement Number of orders : 15 (11226.80EUR)

2. Background

As part of project activities targeting markets in the Western countries for export promotion, EHL has
participated in Premier Classe in 2018, Who's Next in September 2019 and January 2020 in France. Due
to the pandemic of COVID-19, many trade shows were cancelled and the project couldn’t provide
technical support in Ethiopia in the second half of 2020 and 2021, therefore EHL refrained from
participating in trade shows. However, some trade shows have been re-opening on-site, and visitors are
also coming back, thus the project decided to participate in trade shows again.

Who's Next is an international trade show of fashion clothes and accessories held twice a year. It is a
place to present unique and stylish collections by brands on-site that were selected through a strict
screening process. International buyers visit from all over the world, and it is known as a must-see trade
show for the fashion industry to know the trend of the future. The IMPACT area of Who's Next is where
the brands which are focusing on ethical or sustainable activities on their production gather.

So far, the representatives of Ethiopian companies joined trade shows aiming at improving their
business negotiation skills through communication with clients. The project intended to join the trade
show with Ethiopian companies this time as well, however, due to the situation of the civil war in Ethiopia
and the pandemic of COVID-19, JICA headquarters determined not to dispatch the Ethiopian delegation
to France.

Due to this decision, the Ethiopian companies had discussed whether they should participate in the trade
show by entrusting a French agent or cancel the participation altogether. As a result, 11 partner companies

determined to showcase their products. The project started online technical support to the companies in

I Source: Press release BILAN_WHOSNEXT

126



March 3, 2022

the middle of December. Until the middle of January, each company worked hard to produce sample

products, compile catalogs, and prepare for the event.

3. Preparation

1) Beginning of October 2021: Started contacting the French agent

2) October 2021: Registration of Who's Next (IMPACT)

3) From the middle of December 2021: Online technical support for sample products

4) 27th December 2021: Orientation session to the Ethiopian partner companies (Confirmation of the
schedule, instruction of making line sheets, training of business manners)
(5) From 13" to 17" January 2022: Shipping sample products to France
(6) Preparation in Paris
1) 19" January 2022: Checking sample products, finalizing line sheets and promotion materials,
briefing sales staff including master course students regarding EHL and JICA project
2) 20" January: Finalizing line sheets, delivering sample products and furniture or small items to

the venue, setting up the EHL booth

4. Booth management

(1) Staff allocation

(FASID)  Noriyuki Nagai, Shunji Nagai, Kuroki, Yoshizawa: stationed at all times
Soga: Checking the display and managing the whole booth condition and visited
the Ethiopian embassy to fix the EHL showcase set in January 2020.

(LCM) Mr. Olivier, Ms. Abe, Ms. Laurence, Ms. Bonnie: stationed by shifts

(Student) Ms. Virginia, Ms. Grace, Ms. Suprinya: stationed at all times

(2) Overview of the booth management

The booth’s big panels were designed using photos of Ethiopian nature and the partner companies’
workers with their messages. The display of sample products was arranged based on VMD instructions
by Soga. EHL secured 42m? of space, and this was wide enough to showcase 11 companies’ products.

Before opening, Shunji gave a briefing to the sales staff regarding each companies’ sustainable
activities and features of their products.

On the 21* January, it was the first day of Who’s Next, Ambassador Henok, Embassy of Ethiopia in
France visited the EHL booth. Nagai and Mr. Olivier with Ms. Sandrine, who is Director of Promotion
in France and Abroad from WSN, the organizer of the trade show, accompanied the Ambassador. The
expert team had gotten information from the project’s Ethiopian staff that the Ambassador has a good
reputation as a diplomat in Ethiopia. Ambassador Henok is often featured in French media, and he was
asked to take pictures with some other visitors. The Ambassador invited JICA experts for lunch, then
Nagai and Kuroki visited the embassy and enjoyed their time with the Ambassador and other staff
members of the embassy.

There were few visitors on the first two days of the trade show, so just some other exhibitors dropped

2
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by the EHL booth. On the other hand, some people were interested in the EHL products, and some
orders have been completed. On the third and fourth days, the number of buyers was increasing, and
the EHL booth was becoming more active. It was triggered by the LCM staff’s communication with
buyers in a professional manner, hence a certain number of orders have been received in the latter half
of the trade show.

On the last day of the trade show, Ms. Anne-Laure Drugue, International/Project Director from
Fédération Francaise du Préta Porter Féminin visited the booth, and then Nagai and Mr. Olivier
explained about the JICA project to her. Fédération Francaise du Préta Porter Féminin is an
organization that has a lot of fashion brand members in France. It is crucial to promote EHL to the
members by OEM order through this kind of organization. Mr. Inoue and Ms. Goto from the JETRO
office in Paris also visited the EHL booth. Nagai explained JICA’s activities in Ethiopia to them.

5. Evaluation of each participant
For this show, there were many companies whose sample production took until just before shipment
(the project needed to arrange the shipments three times due to the delay of their submission), and there
were companies that could not provide a sufficient number of samples. As a result, the expert team had
to exhibit almost all the samples that were sent to us in the same model in different colors, and there was

a gap in the number of samples exhibited among the companies.

Amour Leather
Amour Leather exhibited about 10 products, which main design motif was the swirl when baking
Injera, which is one of the Ethiopian traditional dishes. Some customers were interested in the Injera
motif, but it didn't lead to many orders. The lineup of samples wasn't completed until just before this
trade show as Amour was participating in other events, thus some products were not perfect. Many
visitors were fascinated by the uniqueness of the painted leather, which was not a tie-dye. If the quality

of the products had been improved a little more, they might have led to more orders.

Davimpex Enterprise Bahirdar Tannery

Davimpex Enterprise Bahirdar Tannery displayed 7 gloves and leather materials. Although some
buyers showed interest in the gloves and picked them up, only a few asked for the price. It was difficult
to say that the gloves were high quality, as they had not been finished with rushing until just before
shipping and the experts had not been able to offer any advice to improve the quality. In a lot of cases,
buyers were interested in the final products first and then shifted their interest to the leather material.
Since almost all the final products were made of ELICO’s leather materials, more buyers showed
interest in ELICO’s leather material. At this point, it was difficult for our staff to introduce the Bahirdar

Tannery's leather material to the buyers.
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ELICO group

ELICO Universal Leather showcased enough volume of products mainly designed with pleats, and
the products were highly evaluated by Japanese experts. However, only one company placed an order.
For the next trade show, Universal Leather needs to consider how to propose its products, such as using
tie-dye leather, which was well-received by buyers. Another company also had a model with similar
pleats with a different design of the handle and used tie-dye, and many customers showed interest (its
cheap price-setting would also be the reason).

Regarding its shoes, only four models were showcased, and the designs were not distinctive. There
were no buyers who showed interest in them. In this trade show, all the shoe companies failed to get
orders this time. Especially for products such as ELICO, which cannot differentiate by design or
manufacturing method, it would be difficult to get orders even if they continue to participate in this
trade show. Rather, it would be better to focus on trade shows such as SOURCING in MAGIC, where
the project participated in the US in 20202,

Regarding the leather material, tie-dye attracted the interest of many buyers. This product is easy to
tell the story of upcycling, so the development of this product is expected to continue. On the other
hand, a certain buyer was interested in the quality of semi-aniline. He wanted to sell the materials to
luxury brands because of its delicate touch, but the selling way to make grades 1-5 leather one package

as TR grades should become a bottleneck.

Kinaff Leather

Kinaff is the only garment maker, and 5 jackets were displayed. Kinaff didn’t get orders this time.
One of the possible reasons Kinaff didn’t get orders is that it could be because of a small number of
sample collections. A full-length mirror should have also been prepared. Some visitors touched the
jackets, however, only one client tried it on (as far as the expert team knows). This could be a chance
to improve communication with visitors. There were some jackets that the project supported remotely
by using patterns drawn in Japan, and customers would have felt how comfortable they are. Another
factor may also have been that the booth did not have mannequins this time, and the space was limited

to a hanger rack and was located on the hind side.

Kootkeet
In total about 20 items were showcased and many of them were the same as the previous
participation. Most of the orders were for simple tote bags and a pleated handbag using tie-dye (The
handbag’s price was more reasonable comparing other products). In addition, one item which was
designed from the scratch by its worker employed as the designer could get one order. This could be a

big step forward, considering that this company had never received orders for any products designed

2 When the EHL participated in the show in 2020, MAGIC has the area named FOOTWEAR SOURCING which was focused on
volume shoes. However, the area will be merged with areas that showcased other materials as SOURCING in 2022.
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by the designer. As a result, after Shirshir Ethiopia, Kootkeet was the second most-ordered company
as same as Meron Addis Ababa.

Meron Addis Ababa

Meron Addis Ababa showcased about 20 pieces, mainly simple bags. The collection consisted of its
existing models, and no particular technical support was given as a project because the expert team
has evaluated its products has reached a level that can be sold in Europe and the United States. Meron's
items had positive feedback, and buyers preferred the simple tote bag especially. The French agent
also evaluated that the reputation could understand well because of "minimalism" Europeans loved a
lot in its products. However, the price point is slightly higher than others. There were tote bags with
small pouches attached by leather belts, and two small tote bags were sewn together, but these products

would be better to produce separately and make the price lower.

MSGANA Shoe
The shoes and sandals using beadwork and old tires for the outsole were mainly showcased.
However, MSGANA couldn't get any orders. As for our impression, shoes that give a delicate-crafted
impression with such beadwork were not seen in the IMPACT area. At the latest successful market for
sneakers, the expert team felt that comfort and functionality were also highly required. In addition, the
fact that MSGANA makes products using old tires should be an effective appeal, considering that
many other exhibitors were doing as well. MSGANA should have prepared other materials that could

appeal to this point, such as the real old tires or videos of the manufacturing process.

Natural Footwear Studio (NFS)

NFS couldn't get any orders. NFS also exhibited products with upcycling and eco-friendliness, such
as old tires, vegetable leather, and hair sheep felt, but the appeal in that respect did not go effective.
Seeing other exhibitors brought and showcased real tires, it was necessary to do such things to give
much impression. This company got some sample orders at Magic Footwear Sourcing in January 2020
in Las Vegas. It is necessary to analyze whether this exhibition itself, exhibition part, or the European
market does not match, or the promotion method was not good. On the other hand, some EHL brand
logos stamped on inappropriate parts of the products, which could spoil the image of their products.
In addition, many sample shoes were not paired, probably because it was easier to pass as a sample at
customs, or because they did not have time. It was difficult to display these samples as the left and

right were not unified.

Root In Style
Root In Style showcased about 15 bags. There were concerns that some of the products might have
to be excluded from the show because the quality of the products did not improve enough in the

technical assistance which was continued before the shipping. However, the quality of the products
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the expert team checked in Paris was improved more than expected and all of them could be showcased.
Root In Style was the only company to use ethnic patterns in the EHL partner company, and the expert
team was concerned about how much its products would be accepted by buyers, but it was able to get
an order from one buyer. Some buyers like these ethnic motifs, so it is important to continue, and the
US market may be more suitable than Europe. The French agent evaluated, “we could see the styles
inspired by Ethiopian traditional cultures in its products and it was very nice to have the originality

and uniqueness, but the price point was perhaps too high for the show.”

SAMRA Leather
The owner has been hospitalized for a long period during the preparation phase, and the expert team
could not give any advice in the important stage to develop the samples. As the result, only two samples
were displayed which were not supported for improvement by the team. Unfortunately, Samra was the

only bag manufacturer which didn’t get an order.

Shirshir Ethiopia
Shirshir Ethiopia was the company that received the largest number of orders this time. It was also
the company that exhibited the largest number of products with around 25 samples. The products were
improved from those that had a good reputation in a previous trade show, and some new products were
added. This company was well-prepared and their quality was as high as Meron Addis Ababa.
Additionally, their collection has been focusing on the mesh method since 2019, and it was apparent
that their production technique has been improving. Many buyers loved their mesh bags, and Shirshirs’

mesh bags are more reasonable compared to other mesh bags sold in Europe.

6. Contribution of the French agent
At this trade show, the project worked with below local agent who specializes in supporting French

and foreign companies to participate in fashion-related events in France.

Agent name: La Connexion Mode (LCM)
Representative: Mr. Olivier Klein
Person in charge: Ms. Junko Abe

Office location: Paris, France

LCM provided us with very efficient support at this exhibition, where Ethiopian companies were
unable to travel due to the worsening situation in Ethiopia. The main services are as follows.
» Hotel arrangements
»  Sharing timely local information
»  Pre-acquisition of French Sanitary Pass
>

Receiving and storing the samples sent by Ethiopian companies
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Arrangement of materials required for the booth

Arrangement of 3 customer service personnel at the booth

In addition to the 3 personnel, booth customer service by LCM employees
Calling out to potential clients

Order support

PCR test support before leaving France

V V.V V V V V

Arrangement for samples return to Ethiopia after the trade show

Although LCM is not a big company, they have the know-how and personal connections of fashion-
related events and organizations. Their service was professional, especially regarding customer service
at the booth, they properly explained the story of EHL to the visitors and appealed the products in English,
French, and Italian, thus, despite the small number of visitors overall, we could get more firm orders than

ever.

7. Other Activities
(1) Visit the Ethiopian Embassy in Paris
The project received a visit from Ambassador Henok and Embassy staff in the morning time on
January 21. On the same day’s afternoon, Nagai and Soga visited the Embassy to check the operation
of the EHL product display space. It had been installed in the conference room when the EHL
participated in the same trade show in Paris in January 2020, but its location had been moved and the
layout had been changed. According to the secretary in charge, Ms. Yetimwork, when there is an
event at the banquet room downstairs, the EHL products are displayed in the room to be introduced
as industrial products made in Ethiopia. Thus, the experts could confirm that they continued to use
the items and the display. There was no major damage to the fixtures, and the experts corrected the
layout, and gave advice to Ms. Yetimwork, and her colleague, Mr. Fikru about the arrangement of
colors.
(2) Visit other trade show, Tranoi
Tranoi is a trade show held at another venue (Palais de Tokyo) in Paris at the same time as Who's
Next. 26 brands were exhibited and one of them was from Japan. Suggested by LCM, Kuroki visited
the event with Mr. Olivier. Up-and-coming designers exhibited their works. Compared to Who's Next,
each booth was smaller and they were clothing exhibits. The venue was divided into many floors,
with exhibitions like contemporary art and catwalks, and there were many very artistic and avant-

garde exhibitions overall. The experts did not have the impression that EHL should exhibit.

8. Countermeasures for COVID-19
To enter the venue, it was limited to those who were carrying sanitary passes, which were issued to
people who were vaccinated two times and had done the pre-registration. Sanitary passes were issued

to 5 Japanese experts before entering France through the French agent to start our activities in Paris
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smoothly. It was required to wear a face mask to enter the venue. (On the other hand, a lot of people
noticeably didn’t wear a mask in Paris.) Due to the outbreak of the coronavirus, almost all of the visitors
were only from within France or neighboring countries and there were fewer visitors than past trade

shows, therefore visitors could secure social distancing in the venue.

9. Lessons learned

As the end of this project will be one year after, it needs to improve the situation not to be able to
produce products that can appeal to buyers and conclude the business meetings without the presence of
experts on the site to give technical support and support customer service skills of Ethiopian companies’
representatives. The achievements made us think about what the project should leave behind in terms
of technical support for promotion in the future.

Due to the COVID-19 pandemic and the declaration of the state of emergency in Ethiopia, the project
was unable to dispatch the expert team to the companies before the trade show. Thus, some products
that were presented at the trade show were not at a level that the experts were 100% satisfied with. On
the other hand, some companies did not receive any orders at all because their products did not match
with the buyers' preferences even though they were of high quality.

This time several small firm orders have been achieved. However, it is doubtful that the same results
would have been achieved if representatives from each Ethiopian company attended and negotiated with
the buyers. Of course, there is the language barrier, but more than that, it is a matter of customer service
skills to listen to the needs of the customers. Many of the business meetings were concluded due to the
skillful customer service of the French agent staff. This result was not only due to the customer service
skills but also to the result to accumulate small orders by setting the MOQ at 1,000 Euros per company.
The majority of the buyers visiting the EHL booths were owners of select stores, and large orders were
not expected. So, under the situation of eleven companies' products in one booth and the buyers wanted
to order with combining some companies’ products, a minimum of 1,000 Euros per company seemed
to be expensive yet. If the EHL partner companies would participate in Who's Next continuously, they
need to continue to discuss the way to set the MOQ.

It is necessary to give a chance to all EHL partners companies to participate in trade shows from the
viewpoint of transparency and fairness. However, it is also necessary to select the companies and
consider product lines according to the characteristics of the show. For this purpose, it is still necessary
to continue the research of design preferences according to the country where the trade show is held
and the expected visitors and consider the strategy of the companies and the product lines.

For example, due to the influence of COVID-19, most of the visitors to this trade show were mainly
from France and neighboring countries (Italy, Spain, etc.). As a result, orders were unevenly distributed
among companies, as simple designs were favored. Products with a strong identity of design or featuring
ethnic designs did not attract a lot of buyers. This kind of bias in visitors may be limited to this time
under the COVID-19 pandemic. However, this project needs to provide support for the development of

product lines by confirming the buyers and the market demand although it is also necessary to leverage
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the uniqueness of each company. It is difficult for the volume footwear industry to get orders at this
trade show because it has no unique designs and has to rely on bulk orders. Despite the fact which was
known in the previous participation, A certified tannery needed to showcase some pairs of shoes made
by its group shoe companies. However, they did not attract the interest of buyers and did not get any
orders.

Other shoemakers, although which produced unique products and set a small MOQ), could not take
orders either. Shoes are more difficult to express EHL's characteristics of thin, soft, and strong than bags.
And, the number of shoe companies among the partners was smaller than that of bag companies. As a
result, the number of shoes exhibited was small and their presence was fading in the EHL booth. It is
necessary to increase the matching with specific buyers who are interested in shoes by exhibiting in the
shoe area of Who's Next. It is an alternative option to focus on promotion in the U.S. where some partner
companies have already been able to achieve good results for shoes.

This time, there was no intervention or involvement of any counterparts. From now on, the
involvement of counterparts (MoTRI, Mol, LIDI, ELIA) will be very important from the perspective of
sustainability after the completion of the project, such as organizing the budget and logistics for the
trade show, booth design, and communication and coordination with the organizers. In addition, there
were buyers and booth visitors who were not yet ready to place orders but were interested and asked for
contact information. This time, booth staff gave them the business cards of Japanese experts, but if a

similar situation arises in the future, ELIA, as the representative of EHL, will need to be the contact.

10. Schedule after the trade show

(1) Final order confirmation, support for each manufacturer’s production, support for business
communication with buyers

(2) Follow-up for the buyers who are considering placing an order

(3) Sending appreciation emails to visitors who left their business cards

(4) Reporting session with Ethiopian partner companies (The online meeting was held on 10™
February)

(5) Online meetings with each company to share feedback

(6) Reporting to counterparts

11. Impressions
IMPACT must be a place focusing on brands dealing with ethical products, however, only a few
buyers were interested in the ethical aspect of EHL's brand story. Also trying to appeal under SDGs has
not already been a trend. It has been noticed that buyers were judging only by quality and design of
products, so buyers’ orders were concentrating on specific companies or specific products, which is why
a few companies didn’t get any orders. However, if the products are satisfactory, it would be possible
to get orders from European buyers without setting up a booth like this time. It was a very meaningful

event to make way for the Ethiopian companies to participate independently in future trade shows after
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the completion of the project.

On the other hand, if the project continues the EHL promotion focusing on the ethical aspect, one of
the alternatives is to participate in Neonyt held in Berlin or trade shows which the theme is ethical or
eco-friendly. In that case, it is necessary to highlight the companies’ commitment to comply with the
EHL standard for the certification. In addition, it is necessary to consider a strategy to exhibit only
chromium-tanned tie-dye leather, which can be appealed as upcycled, and only vegetable-tanned
products. However, such an extreme strategy would need to be agreed upon by the entire Ethiopian
leather industry.

This time, three international students studying at the graduate school of the Marangoni Institute in
Paris were engaged to assist with customer service at the booth. It was requested to the French agent to
arrange students who are interested in social business and assist us with French. However, they were all
international students and they didn’t have French-speaking skills. The students worked hard even
without speaking French, and it was fortunate that the prospects, who aim to be engaged in the fashion
sector in the future, deepened their understanding of JICA’s international cooperation.

Although there were some concerns on exhibiting at a time under the pandemic of COVID-19, where
the number of positive cases continued to increase, receiving a certain number of small orders was a
great achievement. It was successful to entrust a local agent which specialized in fashion trade shows.
Ethiopian companies need to improve their business skills through on-the-spot experience, however, in
this case, they were not able to attend the trade show. Regardless of the unavoidable situation, the results
of entrusting the French agent on behalf of the Ethiopian companies were significant. In the remaining
year of activities under the project, the expert team should not only provide technical support to local

companies but also further work to improve the counterparts’ ability to organize the branding of EHL.

12. Reporting session with Ethiopian partner companies

The online meeting with Ethiopian companies was held on 10 February to report the result of Who's
Next. This session was about the overview of the trade show and the entire achievement of entrusting
the French agent on behalf of EHL. Additionally, the schedule for the companies which got orders has
been confirmed. Some Ethiopian companies requested to have feedback on their products separately, so
the project organized online meetings with each company.

The project also announced a one-year extension of the project period, and listened to their opinions
of which trade shows they would like to participate in. Some companies have successfully received
massive orders in the USA in the past, so there were strong requests to participate in a trade show held
in the USA, especially in New York.

At last, looking ahead to the end of the project, the chief advisor conveyed his message, “A year from
now, when the project is over, where do you want to be?”, “It is very important to have a concrete image

about your future, and work on your company’s activities.”
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OAttachments;

1. Floor map
2. Ground plan, Elevation of the facade
3. Line sheets

4. Promotion materials (ENG, FR)

5. PPT for the report session to the Ethiopian companies

OPhotos;

March 3, 2022

Checking sample products @ French agent

office

Setting up the booth

Displaying the sample products
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March 3, 2022

Briefing to sales staff (Master course students Whole view of the EHL booth

of design institute)

; _j_ .-I ;s | .| | I o .‘__ i l d i . - Y |
Ambassador Henok visited the EHL booth Ambassador Henok visited the EHL booth
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March 3, 2022

Business negotiation Interview by a local journalist

Cluster Digital Africa Vice-president, Ambre Delcoix
https://www.facebook.com/pages/category/Entrepren

eur/Ambre-Delcroix-103955078395547/

Bags display

Jackets display Leather materials display
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March 3, 2022

EHL showcase in the Embassy of Ethiopia
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Report on the participation in MAGIC New York

Ethiopia Industrial Promotion Project (Export Promotion)
Noriyuki NAGAI

Shigetaka KUROKI

Yumiko YOSHIZAWA

Megumi SAKATA

1. Overview
Name of trade show | MAGIC New York
ey From18"Scptemberto 20" Seplember 2022 |
Opening hours: 9 am-6 pm (Closing time of the final day is 4 pm)

Venue ' Javits Center - 429 11th Avenue, New York, NY 10001 |
Exhibitors | 400+F
Visitors ¢ 7100+
EHLbooth ~ Booth No. 853 (ACCESSORIES AREA), Booth No. 961 (FOOTWEAR AREA) |
Achievement | Number of pre-orders : 8,000 (606,000USD) |

*Source: MAGIC NY SEPTEMBER 2022 RECAP / Informa Markets

2. Background

In April 2022, the project surveyed Ethiopian partner companies to find out their respective opinions
on which of the Paris exhibition or the New York exhibition to be held in September, and the majority
preferred the New York one, which they decided to participate in. They believed that their products would
be more accepted in the U.S. market, possibly due to the fact that many Ethiopian companies did not have
a good impression of the Paris exhibition in January, which was not attended by any Ethiopian companies.
The New York exhibition (hereafter referred to as " MAGIC New York") is characterized by the fact that
all exhibitors are brands and buyers do not come to look for OEM suppliers, but rather to buy the branded

products themselves.

3. Preparation

(1) April 2022: Start contacting U.S. Agent for the tradeshow support

(2) April 2022: Apply for the registration of MAGIC NY

(3) From the end of June 2022: Confirm the participating companies and advanced booking for flight
tickets

(4) From early July 2022: Implement technical support for sample products

(5) T7th July 2022: Hold an orientation session for the Ethiopian partner companies (incl. Overview of the
Project, and MAGIC NY; Lecture about customer communication manner, and American business

deals; Confirmation of the schedule; Instruction of preparing for line sheets)
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(6) From early July 2022: Research and negotiate for reasonable accommodation options within the budget

(7) July 14" 2022: Request for providing support letter for US visa (from JICA to MOTRI)

(8) July 17" 2022: Support letter for US visa (from Informa to US Embassy)

(9) July 2022: Support letter for US visa (from MOFA to US Embassy)

(10) From the end of July 2022: Support for the Ethiopian partner companies’ delegates to obtain U.S. VISA
against several refusals

(11) August 8™ 2022: Letter for reconsideration of US visa (from the event organizer, Informa to US
Embassy)

(12) Early September 2022: Finalization of the companies’ delegates, call for assistance to a sales support
agent for the companies who failed to acquire VISA.

(13) 7th September 2022: Hold an EHL Brand workshop for the Ethiopian partner companies

(14) 13th September 2022: Hold a last-minute preparatory meeting for the companies’ delegates (incl.
Announcement of the detailed schedules and tasks during/after the MAGIC NY, Lecture about
important customer communication manner.)

(15) Preparation in NY
17th September 2022: Deliver sample products and supporting materials to the venue, Check sample
products, line sheets, and promotion materials by each company, Make a briefing to the assistant sales
staff. Set up the EHL booth,

4. Booth management

(1) Participants allocation

Partner companies | Delegates \ Booth
(Bahidar | Mr Yigraw AssefaWonde | | ACCESSORIES
(ELICOFONTANINA | Mr. Abebe Teklu Gebreselassie |  FOOTWEAR
ELICOUNIVERSAL | Ms. Ethiopia Tadesse Bishaw | ACCESSORIES
Natural Footwear Studio M. Cheru Assefa Tadesse |  FOOTWEAR
KEREZHI | Mr Zelalem MerawiKinfa | ACCESSORIES
Kmafst Tsion Kinde Afrasso E'Xé'c'ié's'ébiéiﬁ's """"
i Ms. Addishiwot Kinde Afrasso
'KOOTKEET - | ACCESSORIES
Meron Addis Ababa ' Ms. Selamawit Seid Ebre | ACCESSORIES
MSGANASHOE - 7 ROOTWEAR
RootinSyle -  ACCESSORIES
SAMRALEATHER | Ms. Samrawit Mersichazen Abebe | | ACCESSORIES
SHIRSHR - | ACCESSORIES
VENUSSHOE | Mr Tesfaye Yemaneberhan | FOOTWEAR
 Zemen Amour Leather  Ms. Zemen Amour Tefera | ACCESSORIES
2
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Ms. Melaye Tessema Tadesse

Counterparts Delegates
ELIA Mr. Rediman Chala -
LLPIRDC Mr. Bereket Yohannes Someno -

(2) Overview of the booth management

At the Paris trade show, Who's Next, in January 2022, the project rented only one booth, and the
difference between each brand was not clear and some buyers were confused. In order to avoid similar
visitors’ confusion, the project decided to rent two booths this time to create a display that clearly
separates each brand. The detailed area of each booth was as follows:

®  Accessories booth: 800 sqft (10 brands + VP space)

® Footwear booth: 200 sqft (4 brands)

The accessories booth was divided into 10 sections, each of which was an area for a different brand.

The footwear booth was similarly divided into four sections, with a separate display for each brand.

The organizer of MAGIC New York was an event company called Informa, but it was another
company called GES that took charge of the event operations, including booth setup, furnishings
arrangements, and delivery of materials. As is typical of U.S. events, all arrangements functioned
efficiently, and EHL's booth setup went smoothly.

Although the number of visitors to the event has not yet been officially announced by the organizer,

the impression was that it was smaller than expected.

5. Evaluation of each participant
Due to difficulties in obtaining US Visas, the bag brands, KOOTKEET, SHIR SHIR, Root in Style,
and the shoe brand, MSGANA SHOE were not able to dispatch the representatives. Japanese experts

especially focused on these companies to support their sales promotions.

KOOTKEET was the most popular bag brand in the show. Its tie-dye items were eye-catching, and
many buyers picked them up. Simple tote bags and cute round bags with designs that are relatively easy

to coordinate with various types of fashion and not too expensive, were easily accepted by buyers.

SHIR SHIR, which was very popular in Paris in January, had a number of buyers who appreciated the
excellent handwork of the mesh, but there were few cases that led to actual orders. This may have been
partly due to the fact that SHIR SHIR's booth was located in an area that was a bit difficult to see from

the main aisle.
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Some buyers were attracted to Root in Style's creative and artistic design because of its distinctive
style. Many were interested in the Ethiopian traditional woven pattern series, and the smaller items
seemed more user-friendly among them. Its mountain series had a clear color contrast, and not many

buyers picked up these items, perhaps because they felt their character was a bit strong.

Even though MSGANA SHOE was not ready for their line sheet on the first day, many buyers picked
up the beautiful beadwork sandals, and the price questions were concentrated on those products. A buyer
said that the leather insoles were thicker and easier to wear compared with Indian beaded sandals. Some
buyers said that if there were other items such as brooches or charms with just the same beadwork, they

would be sold well.

As for the other companies, representatives from each company were in charge of serving their

customers.

Zemen Amour Leather was the company that conducted the largest number of business meetings, and
its products were well differentiated from those of other companies and were well received by buyers
who were looking for a slightly more luxurious design rather than a simple one. In addition, Zemen
Amour Leather's skillful customer service, such as actively talking to buyers as they passed by and taking
pictures of buyers holding the products in their hands, was the main reason why they were able to conduct

the largest number of business meetings compared to other companies.

Regarding Meron Addis Ababa and SAMRA LEATHER, the companies had previously exhibited in
similar exhibitions in the U.S., and the representatives had served buyers well and obtained orders.
SAMRA LEATHER had prepared a lookbook titled 2022 NY Collection for this exhibition, although the
company took time to prepare samples until just before the exhibition. Meron Addis Ababa also prepared
the lookbook with image visuals using fashion models and distributed the data with QR codes displayed
on the selves. Their promotional preparations for the exhibition were more complete than those of other

companies.

Bahirdar was able to obtain an order for gloves. The company has exhibited samples of gloves several
times at some exhibitions supported by this project, but this is the first time an order has been placed,
and it was also the first time obtaining an order in the US market. For the preparation to participate in
this exhibition, the company had been sending its technicians to another partner company in Addis Ababa

to learn its mesh technique. This order is the result of those efforts.

Kinaff was also able to obtain orders for garments and bags. Kinaff had not been able to receive orders
for garments in the past, but this time they were able to receive 161 pieces of orders from 4 buyers. It

was also the first time to exhibit bags. The design of the bags, which successfully expressed the softness
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of Ethiopian sheep leather, was highly evaluated by buyers and could obtain some orders.

The two bag manufacturers we observed that did not receive orders in this exhibition were ELICO
UNIVERSAL and KER EZHI. Some buyers tried to place orders with ELICO UNIVERSAL, but the
company declined due to the small order size. As for KER EZHI, it seemed that the number of orders
desired by buyers did not reach the MOQ set by the company, and the representative commented that the
buyers coming to the show did not match the company's desired clients. The quality of the products of
both companies was NOT poor. As for KER EZHI, the company already has a sales representative and
planned to establish a sales base in the U.S. It would be a good idea for the company to have its own
outlet to sell its products when we consider its products’ price range. As for ELICO UNIVERSAL, which
would like to accept OEM production, it would be better to focus on exhibitions where the exhibitors
aim to receive OEM production orders or to sell their own design under buyers’ brands with a certain

volume of orders.

6. PR activities

To attract potential buyers in advance and increase the number of business meetings in the booth, the
project executed PR activity. First, a landing page was prepared on the website to introduce EHL. To
obtain information on buyers who visited that page and were interested in EHL, a process was established
whereby buyers could obtain an EHL lookbook by entering their e-mail addresses and job titles. Until
the first day of the exhibition, emails were sent to 752 buyers based on the client list of the Las Vegas
exhibition in 2020 and who were considered suitable for EHL from the client list of a local PR firm. Of
those, 168 visited the landing page, 28 of which resulted in lookbook requests.

In general, the average rate of reaching a landing page with such an e-mail PR activity is good between
17-28%. In the course of sending out several separate emails this time, there were times when the rate
was as low as 5-7% and other times when the rate reached 47%. The reason for this is that the title of the
email was changed from ETHIOPIAN HIGHLAND LEATHER to ECO LEATHER. Unfortunately, this
leads to the inference that buyers are not very interested in "Ethiopia". However, for those who opened
the email, the click rate is very good and much above the average of 2-4%, which means they liked what
they saw on the landing page.

In addition, in order to obtain information from buyers who visited the booth but were not interested
enough to conduct business meetings, a QR code was posted in the visual presentation space of the booth,
and a system was created whereby buyers could obtain a lookbook by entering their e-mail addresses.
However, only a few buyers used this system, perhaps because the size of the panel to introduce the QR

code, A4 size, was too small to be noticed by those buyers.

7. Other Activities
During this trip, meetings with potential partners were considered with a view to establishing a base for

future transactions in the U.S. and finding agents. About a month prior to the trip, regular meetings were
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held with counterparts LLPI and MOTI, but due to difficulties in obtaining participation from counterparts

because of their busy schedule, no meetings or visits were confirmed in advance of the trip.

(1)

)

3)

Meeting with the Ethio-American Chamber of Commerce

In such a situation, the delegation members were able to have an online meeting with the Ethio-
American Chamber of Commerce on the last day of the exhibition, which the project staff had been
trying to contact continuously after the delegates departed to the US. The meeting was held by
connecting the exhibition hall with members of the Chamber of Commerce from various parts of
Washington, DC.
At the meeting, Mr. Rediman of Mojo Tannery, who represented ELIA, first explained about ELIA
and the All African Leather Fair to be held in November, and then representatives from each company
gave presentations about their companies. All of those meetings were conducted in Amharic. After
that, Project Chief Advisor Nagai also gave a report on JICA's support. Mr. Bereket, a representative
of MOTRI, has been following up on the discussion.

Visit of the Representatives from the Permanent Mission of Ethiopia in NYC

Since the Ethiopian Embassy is located in Washington, D.C., it was not possible for the embassy’s
officials to visit the exhibition. On the other hand, two officials from the Permanent Mission of
Ethiopia in New York City visited the exhibition and received explanations of the products from each
company. Initially, the permanent mission officials had told that it would be difficult to visit the
exhibition because the UN General Assembly was held at the same time, but thanks to the efforts of

the company which had a sales representative in New York City, the visit was made possible.

Visit of United Arrows’ Rep. in New York City and Japanese Shoe designer Ms. Piro Takako

A sales representative from a major Japanese specialty store, United Arrows, and a Japanese shoe
designer who owns a store in New York City visited the EHL booth through an introduction by the
PR company which supported the project PR activity. The sales representative of United Arrows was
particularly interested in the beadwork of MSGANA SHOE's sandals and wanted to introduce it to
the headquarters.

The Japanese shoe designer had no knowledge of Ethiopian sheep leather until now, but she was
surprised by its uniqueness. She brought back the leather swatches prepared by the tanneries and
promised to show them to the factory manager. The project expert team will follow up with them

when they make another inquiry.

8. Countermeasures for COVID-19

There were no specific countermeasures required at the tradeshow. U.S. Immigration restrictions had

been already eased in June 2022 to require basically only vaccine certificates and no longer PCR test

was necessary. The number of travelers in the U.S. seemed to recover, however, the visitors at the
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tradeshow seemed to be fewer than the past tradeshow; MAGIC LAS VEGAS, which was held before

the pandemic.

9. Lessons learned
Sample Size

A buyer who tried on a sample pair of sandals at the event looked at the sample size 38 and asked, "Is
this really a 387 They feel a lot bigger.” A buyer who tried the gloves commented, "They're pretty tight for
a7 1/2.” The same comment was made by another who tried on a pair of gloves. ---

When size sense is not fixed among samples showcased by one company, and there are variations even
in the same size notation, it is difficult for buyers to get a sense of the size that will be produced. Then,
buyers are not able to judge what the finished product will look like, and this makes them feel uneasy, so
they decide not to place an order.

At the exhibition, the representative of the company explained, "We can make them in any size," but
what buyers want to know is how to feel this brand’s 38 sandals, and whether this brand's 7 1/2 glove is
larger or smaller than the average.

It is very important to always have samples in the same size sense in the same size notation because
buyers place orders by confirming the sense of the size that will be produced of the samples and considering
the size notation that is appropriate for their stores. Of course, this point is also important for garments. At
exhibitions, it is easy for buyers to understand the size sense of the product that will be produced if the

company prepares samples in two different sizes, such as 37 and 38 for shoes, and S and M for garments.

Customer service
As for the companies that dispatched persons, there was a clear difference in their customer service. A
company just sat there and did not even get up when a customer came in, while others actively approached
passersby and promoted themselves, getting many orders. Customer service is not easy to handle well
without doing it on a regular basis. Although it depends on the position of the person dispatched this time,
and although it is out of the scope of the project, it is necessary to train human resources who can promote
the company's products and communicate well with buyers.
Even if the MOQ is set, companies that accept smaller orders have high expectations for repeat orders,
while those that do not accept orders below the MOQ did not receive a single order as a result. Even if the

initial order quantity is small, the company needs to take action with a view to continuing business.

Time and cost

The event organizer did not update the information in a timely manner, and the details of the event and
the costs related to the booth were not clear for a long period of time. After the application to exhibit was
completed, the details of the booth package and additional fees for furnishings were announced, and the
project ended up paying many additional fees, resulting in the total cost of the event being much higher

than the planned amount.
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Although we should have made a comparison with the Paris trade show in terms of costs, it is regrettable
that we could not do so due to insufficient information disclosure. The Las Vegas trade show, in which the
project had exhibited in the past, was held in August 2022. However, we had to choose one of Paris and
New York, following the advice of the expert Shunji Nagai, who said that it would be difficult to participate
because the preparation period was too short.

In addition, accommodation in NY, especially on Manhattan Island where the exhibition took place, was
extraordinarily expensive, resulting in choosing accommodation in a somewhat distant area. It caused extra
costs of transportation by vehicle, despite the original plan of using public transportation which had been
agreed by the participating companies. Public transportation, however, was not necessarily simple and easy
if without google maps, thus, practice time for public transportation use or, SIM card provision from the

per-diem could have been considered, as the lesson learned.

10. Schedule after the trade show

(1) Final order confirmation support for each manufacturer’s production, support for business
communication with buyers

2) Follow-up for the buyers who are considering placing an order

3) Support for ordering leather material

4) Support for ordering zippers

5) Compiling reports from all delegation members

OAttachments;

1. Floor map
2. Ground plan, Elevation of the facade

3. Line sheet (format)

OPhotos;
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Setting up the booth

Reception of the venue

EHL booth (Footwear)

Meeting with buyer

Meeting with buyer
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Visit of the representatives from the Permanent | Online meeting with Ethio-American Chamber of

Mission of Ethiopia Commerce

END
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Ethiopia Leather Sector Export Promotion in African Country

Report of participation in TALIF

Nov. 9th-11th, 2022

Serena Hotel, Kigali, Rwanda

Industrial Promotion Project (Export Promotion)

December 2022
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1. Introduction

As part of supporting the whole Ethiopian leather sector, JICA’s Export Promotion Project supports
the promotion of exports to African markets to boost the export performance of the entire leather
Industry sector. Thus, to support Ethiopian leather manufacturers enter the African market, especially the
Rwandan market, the project conducted market research by mobilizing a team of experts from the Leather
and Product Industries Research and Development Center (LLPIRDC), Ethiopia Leather Industries
Association (ELIA), African Leather and Leather Products Institute (ALLPI) and the Export Promotion
Project and supported research potential markets in Rwanda and the region by identifying the competitive
environments, opportunities and trade barriers that exist for Ethiopian leather products. Subsequently,
after the market study, the project invited ten potential ELIA members companies to participate and be
able to exhibit their products at the Textile, Garment, and Leather Investment Forum (TALIF), which was
held from 9t — 11* November 2022, in Kigali, Rwanda.

2. Preparation for Textile, Apparel, and Leather Investment Forum (TALIF)

The Textile, Apparel & Leather Investment Forum (TALIF) is an annual Conference and platform
endorsed by the Ministry of Trade and Industry of Rwanda (MINICOM), organized in partnership with the
Rwanda Convention Bureau (RCB). The event aims to attract, potential investors in the leather and textile
industry to Rwanda as a means of addressing supply-side bottlenecks in the value chain by bringing
together local and international stakeholders (manufacturers and wholesalers) in textiles, leather, and
other related accessories. It is anticipated to result in possible collaborations, built synergies, and boosted
information sharing.

Before deciding on TALIF as a potential event to invite Ethiopian companies to attend, the project
team conducted extensive research to identify potential events that could be ideal for showcasing
Ethiopian leather products in various African countries including Uganda, Kenya, South Africa, and Nigeria
in collaboration with the Ethiopian embassies in each country. In 2020, the project started market
research with the embassies in some African countries. In the discussion with some embassies, the
embassy in Uganda for example proposed to organize an exhibition in Kampala and had a series of
discussions with some stakeholders such as the business attaché in the embassy, event organizers, and a
hotel which was the potential venue for the exhibition. Then, the ELIA and project decided to have the
event in August 2021 at Kampala, however; due to the serge of the COVID-19 case number, the plan was
canceled.

After the cancellation of the exhibition in Uganda, the project looked for an opportunity to participate
in a trade show in African countries. And, due to a recommendation of ELIA, the project decided to
participate in a trade show named East Africa Textile and Leather Fair that has planned to take place in
June 2022 in Nairobi. However, the show was postponed due to the Kenyan presidential election
campaign. After the decision to postpone the trade show, ELIA proposed another trade show named TALIF
in Rwanda. Regarding the Rwandan market potential and TALIF, the project organized a research team
composed of ELIA, LLPI, ALLPI, and the project expert to Rwanda. In a meeting with the organizers of TALIF
following the research, the project team and the Ethiopian participants confirmed the following points:
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Table 1: Q&A session before the trade show

Questions from the project team (Mr. Noriyuki
Nagai) and Ethiopian Participants

Answer from TALIF Organizer (Ms. Karen)

1. How many exhibitors and visitors are expected
to participate in TALIF

e A minimum of 120 participants from different
countries are expected to exhibit their products
and a minimum of 300-500 participants are
expected to attend the investment
forum/conference

e Besides this, we will invite potential investors,
exporters& whole sellers in the B2B section and you
will share with us whom you would like to meet in
B2B so that we can arrange

2. What is the ratio of leather products and textile
products to be showcased in the event?

e Sofaritis 50:50

3. What is the origin of the main exhibitors and the
ratio, domestic? Sub-Sahara? Pan Africa?
International?

e The exhibitors are mainly expected from Ethiopia,
Italy, Turkey, China, other African countries, Brazil
and Egypt

5. What are the themes of seminars and
conferences?

e You can have the opportunity to make a
presentation and you are expected to submit the
theme first

6. Which countries and how many buyers we can
have a meeting in the B2B section?

e All the500 participants and people participating
online, can be from any country

e We can arrange an online pitch and face-to-face
only for Ethiopian participants to have B2B

e We can organize a fashion show as necessary and
Ethiopian can be given a chance to showcase their
products in the event

7. Where the event will be organized and what
Venue?

e At Kigali Serena Hotel

8. What are the differences among the packages on
the TALIF websitehttps://talif.rw/exhibition/?

e We have a premium exhibition booth at 1000USD
with a full package including 3 days exhibition, a
full-day conference, and full-day unlimited B2B
meetings

e Full package with a basic booth at 850 USD

e Prime branded Exhibition booth (at the Main
entrance and exit ) at 720 USD and

e Basic Exhibition booth at 500 USD

9. What is the Size of booths(H*W*D), the number
of shelves, the HWD of tables, and which kind of
items are included in the package?

e The size of a booth for one exhibitor is 2*3

e 2 chairs, 1 table, lighting, electric socket, 1 dustbin,
cleaning services, free wi-fi, and booth branding are
included in the package
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10. What is the schedule of registration,
preparation, participation, and deadline for
application to participate?

15th September all topics of the agenda need to be
completed and uploaded to the web

We need to have participation confirmation by
15th

Prime location is very limited and early application
is recommended

11. Can you share with us the photos of previous
year’s similar exhibitions

TALIF itself is 1° edition, we will organize this event
in November 2022 for the 1% time

12. Which leather products do you think are more
demanding in B2B

All leather goods &garment and leather products
are appropriate

Leather materials itself has the biggest demand
Next to leather material, shoes, bags, and leather

goods have a big demand

3. Participation in the Textile, Apparel, and Leather Investment Forum (TALIF)
3.1.Participation in TALIF and overview

A total of 10 selected ELIA member companies were joined to participate in a 3-day event from
November 9-11, 2022 on a cost-sharing basis where the project covers a premium booth cost while all
remaining expenses are at the expense of the participant companies. Among these participants, 4 are
shoe manufacturers, 2 are tanneries and the other 4 companies are manufacturers of bags, leather goods,
and garments. Some companies dispatched 2 participants and a total of 18 delegates joined the event,
including one representative from ELIA and LLPIRDC (See Annex: 1 the List of delegates). The export
promotion project also dispatched three experts including a Japanese visual merchandising (VMD) expert
to assist in the smooth and aesthetic preparation of the exhibition booth.

The preparation, including the stand construction works, did not start one day before the event as
planned by the organizer of TALIF. Instead, the preparation started in the morning of the 1st day of the
event, which resulted in a delay in the exhibition start time by half day. Furthermore, Except for exhibitors
from Ethiopia and a few SMEs from Rwanda, which was sponsored by ALLPI, no other exhibitors from
other countries appeared to showcase their products during the entire three-day event. These conditions
greatly disappointed the Ethiopian participants and made them not expect results from exhibiting their
products at the event, and as such two companies immediately canceled showcasing their products, even
though the representatives had participated in activities such as a tour to a tannery park construction site,
and ranching of cows breed from Colombia on PPP model which is organized by the project.

The Ethiopian participants after realizing that there was not much to expect from the exhibition, they
had started making efforts to approach potential traders, importers, and responsible government
ministries to explore all opportunities available for them to enter the Rwandan market. As such, they were
able to successfully organize business-to-business meetings with potential shoe importers, Shoe store
visits, and field visits in Kigali and beyond.
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Picture 1: Visitors visiting Ethiopian participants’ booth in TALIF

3.2. A Business-to-Business Meeting with House of Shepherd

With the support of the TALIF organizer and the export promotion project team, the Ethiopian shoe
manufacturers held a B2B meeting with Ms. Maureen, the representatives of House of Shepherd, one of
the leading fashion collections in Rwanda and known for importing a large number of school uniform
shoes from India and China to be distributed in bulk to students, especially junior high school students in
Rwanda.

During the meeting, the representatives of Ethiopian shoe manufacturers introduced their companies'
potential, including daily production capacity, the quality level of their products, and their long export
experiences to African, American, and European markets, and also presented different samples of school
shoes and safety shoes to Ms. Maureen to help her confirm the quality. Ms. Maureen was impressed with
what was presented to her about the production potential of Ethiopian shoemakers, and from the samples,
she saw she felt that the quality of the samples was almost on par with the quality of the shoe that her
company was presented by different Chinese and Indian clients. Also, from the catalog presented to her,
she realized that, in terms of price, Ethiopian footwear products are competitive enough and worth
considering to make a deal.

The Ethiopian representative added that what makes Ethiopian shoe products more unique and
competitive is that they are made of natural leather without having any effect on the skin of children.
Moreover, Ethiopian airline offers 2 flights a day between Ethiopia and Rwanda, which makes it easy to
travel and do business between the two countries.

Ms. Maureen indicated that besides quality and price, delivery time was one of their priority areas to
make business dealing. As they follow the Rwandan school calendar, which starts in September each year,
the House Shepherd is forced to distribute school uniforms in June and July each year, including to remote
areas of the country. Therefore, to do this, the company must have all the shoes delivered before May
every year.
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Finally, both parties agreed to stay in touch and continue to exchange information for future
consideration. Ms. Maureen also plans to travel to Addis Ababa as early as possible in December 2022 to
see the potential and close the business deal with Ethiopian shoe manufacturing companies.

The Ethiopian representative also discussed and suggested having done the deal collectively rather
than individually so that they could split the orders between the four companies. This would not only help
to ensure a sustainable business but also to maintain the standard quality of the product and meet the
delivery deadlines. However, close support is needed from ELIA and LLPIRDC to organize the orders as
such.

3.3.Meeting With Potential Shoe Importers and Store Visit

On the first day of the event, representatives of Ethiopian shoe manufacturers had the chance to visit
and meet with Rwandan potential shoe importers. They were mainly importers of dress shoes and
different types of sneakers. During the visit, the Ethiopian representative noted that the import prices of
these shoes were quite cheap and some of the shoe soles were of high quality, which was above the
Ethiopian standard and it would be difficult for the Ethiopian manufacturers to compete. However, if there
was any incentive such as export tax exemption, there might still be an opportunity for Ethiopian
companies to enter the Rwandan market, otherwise, it would be difficult for Ethiopian companies to enter
the Rwandan market in near future. The potential importers had also found that the quality of the
Ethiopian shoe was at an acceptable level, especially the upper leather of Ethiopian shoes, but they had
doubts about the sole quality and price of the shoe.

(Left) Picture 2: Ethiopian delegates visit Rwanda potential importers’ shoe store
(Right) Picture 3: B2B meeting b/n Ethiopian shoe manufacturer representatives and House of Shepherd representative
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3.4.Meeting with Rwanda Development Board Representatives and Field Visit to Gako Industrial zone

The market research team report, which was conducted earlier this year indicated that there was no
tannery existing any longer in Rwanda and the tannery park was under consideration as a governmental
project, which covers the whole value chain of the leather industry. After receiving this report, Ethiopian
tanneries showed interest in establishing a tannery in Rwanda. Against this backdrop, the Ethiopian
delegates had a chance to meet with representatives of the Rwanda Development Board (RDB),
Investment Marketing Department, Mrs. Alice Nikuze, and her team and discussed the investment
opportunities and incentives available. Ms. Alice explained that “Rwanda’s hides and skins are of high
quality and the quality is boosted a lot by the zero-grazing system, the ban of iron marking on cattle, and
continuous capacity building of slaughterhouse workers. Currently, Rwanda’s leather sector has a
livestock population of 1.5 million cattle, 0.65 million sheep, and 2.5 million goats, with an off-take rate
estimated as 8.3% for cattle, 30% for sheep, and 33% for goats. This population is expected to increase
every year due to different government initiatives including the Gako Beef project. Presently there are no
tanneries in Rwanda; hides & Skins have been exported abroad as raw materials. Small companies
involved in the production of leather products depend on imports of finished leather, consequently raising
their costs of production. Therefore, there is huge business potential waiting to be explored.”

Ms. Alice said if investors were planning to open a business and invest in Rwanda, they could assure
that they can get a business license within 6 hours through online registration without even visiting an
investment office. Additionally, there were many incentives that investors could access once they register
their businesses. For instance, they would be offered preferential treatment for imported capital goods
(VAT exceptions), and electricity expenses in the factory would be discounted cheaper than household
use. In addition, the East African Economic Community will make exports to East African countries duty-
free.

For the tanneries, the government had made available 500+ hectares of land in the Gako area where
a comprehensive tannery park was being constructed by the government fund and made available for
investors to set up their tanneries within two years. This tannery park would encompass the entire value
chain of the leather industry, from the supply of raw hides and skins to finished leather. To achieve this,
a Gako beef project has already started in the region with a daily capacity to supply 5,000 cowhides to
tanneries. At the invitation of RDB, Ethiopian delegates visited the Gako Beef Project to see the land
allocated for the Tannery Park and the infrastructure potential.

3.5.Participation in the Forum

The forum featured two panel discussions. The first one’s topic was “Investment opportunities and
incentives for the textile & leather industry in Rwanda. In this discussion, the chief investment officer of
RDB, and Director General of trade and investment of MINICOM, and the representative of BK insurance
were the panelist.

In the first discussion, 3 panelists discussed how they could support SMEs in Rwanda, many of which
are bankrupt within a few years. The officer of RDB presented that RDB had provided opportunities to
learn about entrepreneurship in school education, support for SMEs to exhibit at trade shows and other

6
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events, certification programs for SMEs, and support for connecting financial institutions and SMEs.
MINICOM'’s director stated that many light industries, including many textile and leather industries, were
still in their infant stage, and MINICOM was developing economic zones and tannery parks to support
them. He also stated that MINICOM was working on developing a Made in Rwanda brand. For now, this
is only to stimulate domestic demand, but in the future, he hoped to develop this brand in the African
market. The BK Insurance representative also stated that they provide insurance in case workers suffer
health problems on the job, as well as advice and support to SME clients when their business is not doing
well, helping them to keep their business going.

The second one’s topic was “The bottlenecks in the manufacturing & raw materials in Africa & how to
curb them”, and “Bridging the gap between fabric/leather manufacturers and the African market. The
panelists were Mr. Solomon Getu, Secretary General of ELIA, as a representative of the Ethiopian
delegation, two representatives from Rwandan SMEs, and a chairperson of Rwanda Leather Value Chain
Union. In line with the theme, Mr. Solomon stated that one of the main obstacles to manufacturing in
Africa is the availability of intermediate goods. To overcome this obstacle, he said, African countries, in
short-term strategies, needed to develop bonded warehouses free zone, and the like that serve as an
inventory adjustment device for intermediate goods to be imported, in the long-term, we need to work
on import substitutions work in relation with input materials and provide opportunities to create linkages
with suppliers and markets, such as the AALF. Regarding the acceleration of trade between Ethiopia and
Rwanda, he said that bilateral discussions should lead to the establishment of free trade zones between
the two countries and bilateral FTA. One of the representatives from Rwanda's SMEs also stated the high
cost of transportation, the lack of resources to know which African countries had what and the means to
let other African countries know what Rwandan companies had, and the lack of bonded warehouses which
can function as inventory adjustment as bottlenecks in promoting intra-African trade. In response to these
discussions, Ms. Birkenesh of ALLPI commented that industry, academia, and government in each country
need to work together so that Africa could be a cooperative ground, not a competitive ground.

Picture 4: Forum participants
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3.6.Dinner program organized by the RDB

Finally, the Ethiopian delegates were invited to a dinner program in which the Ethiopian Ambassador
His Excellency Mr. Daba Debele participated. During the dinner program, His Excellency Mr. Daba thanked
the RDB for hosting the Ethiopian delegates. He also assured that his office was committed to supporting
Ethiopian businesses in Rwanda and was welcome whenever his support was needed.

4. Conclusion

The market research team's participation in this forum was successful in meeting the overall mission
objective. Rwandan SME LLPs linked with Ethiopian LLP producers to get inputs from Ethiopian side. The
Ethiopian participants also showed readiness to invest in the tannery sector to fill the existing gap in the
Rwandan leather value chain and also decided to open a store in Kigali to provide leather and leather
products at reasonable prices for Rwandan consumers. As representatives of the private sector and the
public sector, we must advise Ethiopian government to bring the experience of Rwandan PPP model to be
introduced and adopted in the leather sector. The cow in the car project is also an interesting campaign,
which planned to work with the Volkswagen Company to manufacture car seat. Although it is at research
stage in Ethiopia the government should plan a head and utilize the opportunity. As many car companies
planning to open assembling unit in Ethiopia, we should introduce how to utilize leather products for car
sit manufacturing.

The organizer of TALIF forum has promised to give free packages for Ethiopian participants in the 2023
TALIF event as a compensation for this year.

Despite the lack of success in the exhibition (TALIF organizers promised to offer a free package to
Ethiopian participants in the 2023 TALIF event as compensation for participation in this year), participation
in the Forum contributed in several ways to achieving the mission's overall objectives. Ethiopian LLP
producers were able to provide input on the Ethiopian leather industry to Rwandan small and medium
LLP producers. They also demonstrated their readiness to invest in the tanning sector to fill the gaps that
exist in the value chain of the leather sector in Rwanda. Furthermore, several Ethiopian leather producers
have decided to open stores in Kigali to offer leather and leather products to Rwandan consumers at
affordable prices.

In order to move these achievements forward, on behalf of the private and public sectors, we must advise
the Ethiopian government to introduce and adopt the Rwandan experience of the PPP model in our
leather sector.

We must also consider collaboration in the "cow in the car" project planned in Rwanda. Volkswagen plans
to manufacture child seats in Rwanda. Although it is at the research stage, the Ethiopian government
should use the experience of Rwanda strategically. Many car companies are planning to open assembly
units in Ethiopia. Through the experience, we need to introduce the Rwandan experience to apply our
leather industry to car seat manufacturing in Ethiopia.
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Recommendations

e Close monitoring of the business deal between Rwandan buyers (House of Shepherd) and
Ethiopian shoe manufacturers (LIDI, ALLPI and ELIA)

e Follow-up the Ethiopian investors’ activity to start the tanning business in Rwanda (MINICOM,
ALLPI, LIDI)

e Support footwear producers to obtain quality soles that can meet the Rwandan consumer test.
(LIDI, ALLPI)

e Strengthening of bilateral trade agreements to enhance free trade between the two countries
(MINICOM, LIDI)

e Arrange experience-sharing events for the relevant Ethiopian government agencies to adopt
the PPP project in Rwanda.

o The Cow in the car project planned jointly with Volkswagen and the Rwandan government will
be one of the best experiences that the Ethiopian government needs to adopt
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Annex 1: List of Ethiopian Delegates

S.NO | Company Name Name of Delegates Position
1 Ethiopian Export Promotion Project Mr. Noriyuki Nagai Chief Advisor
2 Ethiopian Export Promotion Project Mr. Sueichi Soga VMD Expert
3 Ethiopian Export Promotion Project Mr. Getahun Belay Senior Project Officer
Leather & Leather Products Industr . . .
4 Research & Development Center (LZPIRDC) Mr. MishamoWakaso Directorate Director
5 African Leather & Leather Product Institute Ms. BirkineshGonfa Marketing Officer
6 Ethiopian Leather Industry Association (ELIA) | Mr. Solomon Getu Secretary-General
7 ELICO Group Mr. Elias Tefegnework | Deputy Manager
8 Batu tannery Mr. TatekYirga Manager
9 Abessa shoe Ms. HidatDubale Export Manager
10 | Modern Zege Leather Mr. EsayasBerhanu Marketing Manager
Mr. Cherinet
11 | Darago Leather Gebretsadik Owner and CEO
12 | Darago Leather Mr. YeabsiraMelaku Marketing Manager
13 | Tibeb Leather Works Mr. Yonatan Asrat Owner and CEO
14 | Tibeb Leather Works Mr. MilkiAbera Creative Director
15 | Girum Leather Mr. AbrhamAbera Manager
16 | Ker Ezhi Leather Mr. ZelalemMerawi Owner and CEO
17 | Dalga Leather Mr. EuaelGirma Owner and CEO
18 | Ramsay Shoe Mr. YilmaMengesha Marketing Manager
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Annex 2: Potos of Ethiopian booth and visitors
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Ethiopia Industrial Promotion Project (Export Promotion) (Phase 2)

Minutes of 1st JCC Meeting

Date of meeting: Tuesday 30" March, 2021
Place of meeting: Virtual meeting (via Zoom)
Starting time: 9:00 am

Ending time: 10:50 pm

Participants: See Attached

A R R X/

Chair: Mr. Assefa Mulugeta Kondal, DDG, MoTI
Facilitator: Ms. Mai Suzuki, Brand management Adviser, Export Promotion Project (JICA)

I. Agenda:
- To discuss and make agreement on the activities and schedule of phase 2

- To discuss policy challenges in the leather sector (consider the possibilities in
collaboration with policy dialogue)
IL. Discussion Session

<Mr. Assefa, MoTI>

The presentation was well narrated, as Mr. Nagai mentioned, the quality issue and brand issue
are very important points to be considered for our future. The activities were explained in detail
and clearly. This project is in the final phase, so all the stakeholders should pay attention to the
sustainability of this project’s results. We need to penetrate the market for EHL in EU and USA
and explore African market as well. We need to utilize the EHL brand registration in Japan and
EU in actual value terms.

To utilize the Bole airport duty-free shop is a good idea but we need to work with LIDI to be
functionalized.

Policy proposal is also very important idea because our leather sectors have been highly affected
by this situation, so we need a solution for it from every direction.

<Mr. Hailekiros, LIDI>

In phase 1, we have had good progress in the registration of EHL brand in EU and Japan, in
promotional activities and exposure to trade fairs for partner companies.

Addressed points by the project are as follows:

1. Capacity building to LIDI staff for leather goods industries based on the skill gap
assessment.

pot~
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2. Brand management: Registration in EU and Japan had been done well. The certification
of EHL registration for tanneries needs to be renewed in order to be benefited in Japan
and EU.

3. Promotion: 1) Enhancing the promotion of leather material to USA, EU, China, 2)
Promoting leather products and footwear to African market. We have to take into
consideration African Continental Free Trade Area (AfCFTA) that is under
implementation, 3)

E-Commerce emerged due to Covid-19 but the legal framework in Ethiopia is underway.

4. Policy dialogue intervention particularly in addressing the incentives system in leather -
sectors: In addressing incentives like physical and non-physical (cash based and tax-
based intensives); this point has to be worked out and proposed to the government.

<Mr. Shafi, ECTA>

We have completed national-level registration of coffee brand with EIPO, and we started using
the logo on the sacks of export coffee. This procedure is being used as a promotion for Ethiopian
coffee. The second cup of excellence was held, and in this event, we could promote our coffee
brand to the world. Some NGO is asking us to help in promotion of coffee brand in EU and USA
as well.

<Mr. Edamura, Embassy of Japan, Ethiopia>

The presentation was very good and well-structured, however, from the perspective of broad
outputs of the project, we have not seen the outcomes yet on the ground. I would like to request
JICA and the project to identify the gaps between producers and consumers to achieve the goal.
In addition, I would like to ask the JICA’s team to incorporate issues and countermeasures in
policy proposal in order to achieve the goal in the future.

<Mr. Minilik, ECRA>

Regarding the Ethiopian coffee brand, the owner is ECTA for the time being but now we are on
the way to found one huge association including all the coffee associations together and it’s
going to own the coffee brand soon.

As I heard from the presentation, the project has a plan to open the duty-free shop at Bole airport.
If there is any chance, we like to join you and work together.

<Mr. Assefa, MoTI>

Mr. Hailekiros pointed out good remarks, so the project should focus on these issues and the
project activities should be implemented accordingly. In the coffee part, the brand had been
already registered. So, promotion should take a place now. Regarding the duty-free shop in Bole
airport, the idea is well accepted, so we need to discuss the strategy in business mind.

pa
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<Mr. Amaya, JICA Ethiopia>

A technical transfer from LIDI staff to the companies is expected to continue after the
completion of this project. In the 1% phase of the project, the technical transfer to LIDI’s experts
was included but we did not observe strong interests from LIDI’s experts especially in the shoes
and the bag making department. I would like to know LIDI’s expectations in regards to a
technical transfer.

<Mr. Hailekirose, LIDI>

It is not because we don’t expect supports from the project other than technical support but the
project is designed for technical intervention only. That’s why we focus on what we can
optimally use the project.

Regarding the technical intervention for tannery and footwear, we have limitation or gaps in
footwear sector and finishing capability including re-tanning, but the project is only focusing on
EHL. That does not mean we have the right skill and knowledge to make right quality of
finishing leather and even now we are importing knowledge from abroad, but it is still not

enough.

In tanneries, there are skill shortages especially in finishing cowhide in terms of producing
different kind of finishing leather. And in regard of shoes, in Ethiopia, there are limited type of
products starting from sole design and lust design. But lust making and outsole making are not
included in the project scope. If there is potential, the technical support is very welcomed by us.

<Mr. Terefe, MoFA>

From the presentation and discussion, I understo’c")'d. that we received a lot of support in the
Ethiopian coffee branding and technical support to_our Teather sectors. I would like to thank
JICA for all of the activities and other supports provided to change our economy. Our office is
very proud to work with you.

I11. Closing Remark

<Dr. Morihara, JICA Ethiopia>

My appreciation goes to Ethiopian and Japanese side for all the effort made in the 1% phase of
this project to reach where we stand today. Before I joined JICA Ethiopia office, I read series of
reports of the 1% phase of project and learnt that both sides tried to overcome the difficulties they
faced especially during the pandemic last year. Thank you all for what you have done so far.

Comments, suggestions, and discussion points in this meeting were informative and constructive,
This meeting is my first JCC meeting among the projects currently implemented in this country.
Export promotion has been one of the most important items in Ethiopia’s government policy
agenda including in the era of GTP1&2 however, it is growing imbalance in the Ethiopian micro
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economy at this moment. The urgency was clearly reflected in the government policies that
emphasize the enhancement of competitiveness such as the growing economy agenda and the 10
years development plan that has been just approved by the parliament last week.

As discussed and agreed today, we will focus on the leather sector in the 2" phase and expand
the range of activities to new elements such as promotion to other African countries including a
variety of leather in addition to EHL.

As a coffee sector, we will work together and facilitate trademark registration in Japan. We
believe it is a great help to expand coffee export to Japan through raise wellness and interest
among Japanese companies and sectors as well as consumers in Japan. The project’s scope
coverage is very limited and it may not be as large as expected. However, we will use the limited
resources as strategically as possible.

In this regard, our strategy avoids getting involved in many issues at once. Rather, concentration
on a limited number of issues is strategically important. It needs to go deep by investing
financial, technical and human resources heavily in relatively narrowing and concentrated areas.
It is important to establish sustainability in order to further develop the foundation established in
the previous phase and to achieve tangible results. Autonomously, the results will spread to other
sectors and eventually lead to the country’s export sectors as a whole. We will go hand in hand
to achieve the goal set by this project including organizational, institutional, and human capacity
development. I look forward to working with you all to change this Covid-19 challenge into
opportunities.

~--END---
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This minute of meeting is officially dgped by:
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Director General, Export Promotion Directorate General
Ministry of Trade and Influstry

Date: 2021
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Ethiopia Industrial Promotion Project (Export Promotion) (Phase 2)

Minutes of 2" JCC Meeting

Date of meeting: Wednesday 13" April 2022
Place of meeting: MoTRI meeting hall
Starting time: 9:00 am

Ending time: 11:30 am

Participants: See Attached

LA X X X 2

Chair: Mr. Mohamed Hussien, Deputy Director-General, LIDI (LLPIRDC)
Dice Chair: Mr. Daniel Getachew, Secretary-General, ELIA
Facilitator: Industry promotion project (Export Promotion) staff

I. Agenda:
- To report on the activities has done by the project from March 2021 to March 2022

- To share the activity plan proposal and discuss it.

II. Opening Remark
<Mr. Mohamed, Deputy Director-General, LLPIRDC>

I would like to appreciate and thank the JICA Industry promotion project (Export Promotion)
for the experts’ efforts to support us to produce quality products and flourishing global market
channels for our EHL products. We have learned a lot from the project and are eager to expand
the best practices as well as sustain the achievement of the project. Each counterpart should take
part to utilize the achievement of the project. Here we are going to discuss what has been done by
the project and the way forward to continue the achievement of the project in the future after the
project phase-out.

III. Report and Proposal

The presentation material was narrated by Mr. Nagai and he shared about the project performance, and
these are quality improvement of Ethiopian Highland Leather branded products, the establishment of the
brand management system of Ethiopia Highland Leather, promotional activities for Ethiopian Highland
Leather branded products, and promotion of the whole Champion products. And he continued his
presentation and explained the goal toward the end of the project and the activity plan from April 2022 to
January 2023.

IV. Discussion Session

<Mr. Ayele, MoFA)

This project was working on coffee branding and
I see that the same project working on EHL brandi
doing in the same project hand in hand or differe
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clear the plan you shared with us, is that the original plan of the project or an extension of the project due
to COVID-19?

<Ms. Yodit, MoTIR>

The technical and export promotion support of this project to the leather sector is very essential and we
would like to ask you to continue your support. Regarding the African market promotional issue, last year
due to some inconvenience it was not successful, however, we again planned to participate in inter-African
trading in the South African market in 2022, particularly in the leather sector but not yet decided by higher
officials.

<Mr. Hailekirose, ELICO>

In regards to access global market, modern promotional ways are an issue and important aspects of
promotion, particularly inter digitalizing the communication with governmental and non-governmental
institutes and business dealings. So, is it possible to customize the promotional material of EHL to use them
for further business?

Regarding e-commerce, ELICO has a domain and we do like to make it digitalize market platform
because the communication way of business changed due to some reasons. Is it possible again for us to
develop a website and transaction system on the EHL domain and can you help us?

The African market has market potential and ELICO also has the experience, but we have to work on
B2B linkage and showcase establishment. Thus, not only the business matching, we need other means to
make linkage with the market. By the way, we would like to provide you African potential market list and
share it by email.

<Mr. Daniel, ELIA>

Thank you, presenter, participants, and JICA project for your commitment. This export promotion project
gave us a mentor to produce quality leather products and support us to enter the global market. They also
helped us with the EHL trademark registration in the EU and Japan and the process to register in the USA.
There is also an initiative to access the African market, and we are working with LIDI and MoTRI. One of
the results of this project is building of duty-free shop at Bole airport and we target to collect 1,000,000
birrs per year under the normal situation.

<Mr. Frew, EIPO>

I could understand from the presentation and participants how was the project performance successful. But

my questions are as follows;

1. Regarding trademark registration, under which institution name was this trademark registered? And
who is the owner of the trademark? '

2. How is the level of awareness of users/beneficiaries for brand management?

3. Do you have any institutional setup to take over this project once it phases out? (This question mainly
goes to counterparts)

4. TIs there an exit strategy for the project?

5. Regarding the budget allocation from the governmer
their own planned activity so, how coul i

offices side, they have their budget aligned with

<Mr. Mohamed, LLPIRDC>



The educational videos to upgrade low-grade leather are helpful for the tanneries; however, it also needs
to implement hands-on training not only video.

A good strategic plan, as well as the properties of this unique leather, should incorporate sustainably. All
promotional tools should be translated into different international and national languages because this
activity help to create awareness creation for enormous peoples.

Regarding taking over the project activity after it phases out, the way forward should be explained very
well to stakeholders by us because each counterpart has its responsibility.

Answers to questions,
<Mr. Nagai>

The branding activities of the two champion products (coffee and EHL) are under the same project. The
coffee trademark was registered under the name of the Federal Democratic Republic of Ethiopia and the
focal institute is ECTA. And, the EHL trademark was owned by ELIA. Both institutions are responsible for
brand management activities.

The planned activities we shared today are for the coming year (Jan.2022 to Jan.2023) and the project
has been extended to overcome the impact of COVID-19 based on the discussion between the Ethiopian
government and JICA.

Regarding the tradeshow in South Africa, we can consider working with MoTRI. We planned to
participate in one or two trade shows in the African markets.

Regarding the possibility of customizing the promotional tools, as certified tanneries, you can customize
those promotional tools. In addition, you can put your company logo on the last page leaflet. We have
prepared some photos in the brand book, which can be used in your promotional tools.
<Mr. Danel, ELIA>
Regarding the e-commerce platform, ELIA developed this website to create good opportunities for
Ethiopian companies, and we are ready to support them. So, ELICO can make its platform an e-commerce
site.
<Mr. Nagai>
Regarding taking over the project, ELIA, MoTRI, and LIDI are responsible for the sustainability of the
achievement of the project.
<Mr. Daniel, ELIA>
For the exit strategy of the project, there will be a discussion among association (ELIA), partner companies,
and governmental offices like MoTRI, LIDI, and MoFA.

Regarding managing the brand and renewal of trademark registration, ELIA is responsible for it and we
have to renew it after 10 years.

<Mr. Nagai>

Regarding the translation of the video to other languages, we have discussed this matter in the process of
development, and our creative team presented to the counterparts that it was better to leave the language
spoken in the video Amharic so that we could keep the authentic atmosphere. When we need to promote
our brand in Asian countries, it would be possible to translate the subtitle into such as Chinese or Japanese.
Regarding the implementation of the hands-on training, due to the declining Japanese leather industry, the
number of skilled workers in the industry i is agmg And they have been hesitating to provide technical
assistance overseas during the pandemic.

<Mr. Mohamed, LLPIRDC>
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We had a good and constructive discussion and I would like to thank all counterparts and partner companies
for their participation in this meeting and their patience.

III.  Closing Remark
<Ms. Megumi Hirose, Senior Representative, JICA Ethiopia>

Thank you all for your participation to achieve the goal set by the project. JICA is very happy in supporting
the Ethiopian government in four main sectors including industry, agriculture, education, and
infrastructures. Industrial promotion is one of the biggest areas of our cooperation, and this Export
Promotion project is a part of our main concern. This project is connecting highland, rural areas to urban,
agriculture to manufacturing and this paradigm shift would add higher values to the Ethiopian products.
Producing quality products is not enough, support from the government to tackle the challenges such as
foreign currency issue and policy aspect is important. In this sense, the role of MoTRI and LLPIRDC is
very much important. For targeting African market, to make full use of AfCFTA, initiative or support from
the Government is also essential. After one year, the project will be completed and there are many more
things to be done. We need to consider the way forward as an exit strategy for sustainability of the project
with relevant counterparts.

—-END---

This minute of the meeting is officially endorsed by:

Mr. Mohamed Hussein
Deputy Director-General, Leather technology
Leather &Leather Product Industry and RD Center (LLPIRDC)

Date: 2022
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Ethiopia Industrial Promotion Project (Export Promotion)
Records of Final JCC Meeting

Date of meeting: 24/01/2023

Meeting Venue: Inter Luxury Hotel, Addis Ababa, Ethiopia
Starting time: 9:00 am

Ending time: 12:00PM
e Participants; See Attached

Chair: Mr. Solomon Getu, Secretary General, Ethiopian Leather Industries Association
Co-Chair:Mr. MishamoWakaso, Team Leader, Leather Technology Department, Leather and Leather
Products Industry Development and Research Center (LLPIDRC)

Facilitator: Mr. Noriyuki Nagai, Chief Advisor, Ethiopia Industrial Promotion Project (Export
Promotion)

L Introduction

Upon completing the Industrial Promotion Project (Export Promotion), a final Joint Coordination
Committee Meeting was held on January 24, 2023, at the Inter Luxury Hotel Addis Ababa,
representatives from government ministries, officials from JICA Ethiopia office and EHL member
companies were invited and participated. The meeting aimed to summarize the achievements and

challenges in carrying out the project and discuss the way forward, particularly how to maintain brand
management sustainably.

IL Official Opening

The meeting was opened by Mr. Solomon Getu, the Secretary General of the Ethiopian Leather Industries
Association (ELIA), and in his speech he said that "your excellency Ambassador Abadi, Excellency Dr.
Morihara, distinguished guests, ladies, and gentlemen, on behalf of the association, I would like to
welcome everyone to this meeting. Since the launch of this project, many activities have been
implemented, and much progress has been made. Earlier last week, we successfully held a brand
workshop in which all stakeholders participated and assessed the achievements and challenges of the
project, which gave us an important step to define and develop the next five-year strategic plan. I thank
JICA and the project team for organizing such an important discussion platform. In addition, from today's
meeting, we believe we can get input to help us finalize the strategic plan. Therefore, I would like to ask
for everyone's contribution and todo active participation in the meeting.”

IOI.  Activity report, Achievement, Challenges, and Lessons Learned

The Chief Advisor of the project, Noriyuki Nagai, presented the overview of the activities implemented
since 2013, beginning from the project study phase I and II. He said that the export promotion activities
are guided by the fundamental principle of the "champion product approach,an approach that emphasizes
unique and best-quality product that embodiesthe cultural value and lifestyle of the people and can best
represent the country. The champion product approach is based on the concept of making what the market
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wants rather than selling what you make. The same concept guided the project implementation phase, the
branding and market promotion of the Ethiopian Highland Leather (EHL) brand. During the project
implementation phase (2017-2023), the project implemented various technical support activities under
three components: technical transfer, market promotion, and brand management. Under each of these
components, various activities were undertaken to achieve the project objective. Mr. Nagai briefly
presented the different activities implementedunder each projectcomponent and the overall achievements,
challenges, and lessons learned throughout the project's implementation phase.

IV.  Discussion by JCC Participants

Following Mr. Nagai’s presentation,participants were allowed to ask questions and openly reflect views
on the overall achievements of the project and the way forward. The points are summarized and presented
below:

<<Ministry of Foreign Affairs (MoFA)>>

Ambassador Abadi, the Ministry of Foreign Affairs representative, expressed his appreciation and
admired the implemented activities and results. In addition, he raised the following questions;

* Leather is one of the giant sectors in the country, and there are many bottlenecks from the bottom to
the top of the value chain. Raw hide and skin qualityarepoor due to animal diseases and parasites.
How does the brandcontribute toovercomingproblems across the leather value chain?

* Regarding the challenges associated with the African market, it is not only technical challenges but
also daunting problems such as conflicts and instability in the continent that deter smooth business
activities, what is your experience on this?

* Ethiopia has great potential in all sectors and has the capacity to contribute the largest share to the
continental trade, but the delay in ratifying and activating the African Continental Free Trade Area
(AfCFTA) made it unable to 'exploit the opportunity, what do you think is the solution?

* Is there no comprehensive promotional material as a common guide to promotingeach national
product?Nor, is there a coordinated effort among all parties to do so, what has been done in this

regard?
<<Answer by JICA team>>

¢ Mr. Nagai Answered,JICA's technical assistance has limited capacity and wasdifficult to focus on the
entire leather value chain. That is why the project choosesto focus on the lowerstream of the value
chain (promotion of the market). Of course, there are so many problems along the value chain; and
linking the value chains was a shortcoming. Still, we believe that the other parties, those engaged in
agricultural projects, can focus on and tackle the remaining issues.I hope the Ministry of Agriculture
can play a role in facilitating this.

e  Dr. Morihara added that JICA's technical assistance always considers which areas Japan has expertise
in and,which areas are best at providing better support and sharing experiences. We may not be good
at covering all aspects of the industry, so we have chosen to support the market and promotion by
introducing one of our best market approaches called "champion product.”

* Mr. Nagai, it is true that there are many challenges related to peace and security issues in Africa that

set-promotion activities. For example, the market promotion event in Kenya, which we
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were supposed to attend, was canceled due to the presidential election in Kenya. We don't have much
expertise on how to deal with this problem, but I encouragehaving an ongoing discussion to find
better solutions.

Mr. Nagai mentioned that AfCFTA would be one of the potential channels to activate trade between
African countries, but it will take some time before it works. The best way that was suggested by
some experts was to have a bilateral agreement with the target countries to facilitate the trade.
Example, between Ethiopia and Rwandathere are so many common interests and Ethiopia, in
particular, has a comparative advantage as the Ethiopian airline travels to many countries across the
continent.

Dr. Morihara also added that Japan strongly looks forward to activating free trade among African
countries, which, we believe, can enhance and promote self-help. The Japanese government supports
this effort in several ways, the one-stop border post that Japan supports by providing financial and
technical support is believed to improve trade facilitation and promote the efficient movement of
people and goods across Africa. We believe Ethiopia will benefit from this initiative.

Mr. Nagai replied, besides establishing and promoting the EHL brand, the project tried to promote
Ethiopian industries by creating a promotional video that can serve as a flagship for all national
products. Throughout the project implementation, efforts were made to engage and work with all
counterparts including, the Ethiopian Chamber of Commerce and Sector Association (ECCSA),
MoFA, Mol, Ethiopian Investment Commission, the Ministry of Agriculture, Ministry of Trade and
Regional Integration and all other development partners that working to support the leather sector.

The result was promising; however, it is not easy to obtain commitments from all parties, and it
requires efforts to achieve this.

<<Ethiopian Intellectual Property Authority (EIPA)>>

* The EIPA representative appreciated the EHL brand's creation, registration, and promotion in several

countries. He suggested ifthe same approach applied to the branding and promotion of key products
such as coffee, oilseeds, etc. In addition, he strongly requested to strengthen the branding process of
Ethiopian coffee.

Mr. Nagai said that from the previous project study to thisprojectphase, efforts were made to support
the promotion of Ethiopian coffee and other sectors as well. Still, we had to choose and focus ononly
one, and the best-selected product, which we found was Ethiopian Sheep Leather through market

research in various countries. However, the projectcompletedthe creation of the Ethiopian coffee
brand logo and the brand registration in Japan.

<<Ministry of Trade and Regional Integration (MoTRI)>>

The representative of MoTRI appreciated how this project worked and all the results obtained, He
mentioned that sinceMoTRI has been formed recently and is undergoing a new structural reform,
many experts have been moved, and resigned. Likewise, new people have been assigned to different
positions. The officially designated focal person to support this project activity was changed, and the
newly appointed team did not have such detailed information on the activities. For thisreason, the
ministry did not pay attention and give much support to the activities, especially during the last phase
of the project. Although we are sorry about that, I would like to know the next opportunity for JICA
to help the ministry and boost the export performance of each sector.
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<<Answer by JICA team>>

Mr. Nagai, we have been working for the past ten years and there is no consideration to extend this
project for moreadditional period. However, JICA will continue to support Ethiopian manufacturing
sectors in various ways.

Dr. Morihara added that it is currently difficult for JICA to say concretely the planned technical
support activities. This project was one of three components under the industrial policy dialogueof the
Japanese government and two other components are alsocompleted. As such, the next step must be
considered in context of the overall picture of JICA’s cooperation to support further development of
the industry sector in Ethiopia.In this regard, there is a request from the Ethiopian government
through the Ministry of Industry to support strengthening of the industrial movement in the country,
which is called “Ethiopian Tamrit” We therefore look forward to seeing how the issue of export
promotion including the EHL will be positioned in the discussion within the Ethiopian government
because we want to make sure that our cooperation will be fully aligned with the Ethiopian

government’s policy and priority. We will continue having a dialogue and study to establish a
framework to decide the next intervention and support plan.

V. A Five Years EHL Brand Management Strategic Plan

Mr. Solomon presented the proposed content and a framework for a draft strategic plan. He mentioned
that a brand called “Taitu Leather” was established with the support of donors; however, soon after the
project fund ended, the brand went unused and completely forgotten. This is mainly due to the lack of
ownership and a strategic plan to manage the brand sustainably.Therefore, to help ensure the
sustainability of the EHL brand, Mr. Solomon urged everyone’sinputand contribution to develop a
feasible plan whereeach stakeholder’srole will clearly be defined and incorporated.

Dr. Henok from MoTRI ensured continuous support of his ministry in making a feasible strategic
plan with the ministry’s role included. He mentioned that MoTRI has a department that deals with the
export of live animals, which can contribute to the sustainability of the brand in several ways. The
ministry also has a bilateral department that deals with the AfCFTA, all of which make the ministry a
key partner in ensuring the promotion and sustainability of the EHL brand, Therefore, remember to
engage MoTRI in all aspects of the EHL brand.

Ambassador Abadi from MoFA,said that in the effort to enter the international market, we must not
forget the importance of the African market. To achieve this, we must work to identify the nature and
characteristics of each destination marketbecause it is important to design promotional tools that
correspond to each market. Our consular office in each country can make an important contribution to
this. As aforementioned, the main challenges for the Ethiopian leather sector are the poor quality of
rawhide and skin. Therefore, the Ministry of Agriculture should lead in addressing these issues, When
stakeholders and their roles are listed in the strategy document, the name and role of the MoA should
come first at the top.

The EIPA representative said that it was regrettable that we missed opportunities to actively engage in
the process of branding and promoting the EHL brand, but the active engagement of our authority
should be taken into account in future brand management activities. Branding activities are a science
and require professionalism and the know-how of the associated legal aspects. Therefore, the
appointed brand manager must have the appropriate qualifications and skills.

&
/. 8% M4, AN "
o N BN

<
£ \ Y/ 173
> ‘:’/
y ‘Qg} /

i



* Mr. Salomon of ELIA answeredthat the association hadalready hired and appointed a qualified person
as brand manager who hadrich experience in the fields. Additional ly, a brand book has been
developed and made available with the full support of Japanese experts.

VL. Experiences and Lesson Learned as attested by EHL partner companies

EHL member companies were invited to attend the meeting as observers. The representatives of Shirshir
Ethiopia and Kookeet Leather participated and had the opportunity to share their experiences with the
EHL project and EHL brand. Their experiences are summarized below:

* The representative of Kookeet Leather said that we learned a lot and got enough exposure to the
global high-end market by attending trade shows in the US and EU. Also, we have received
outstanding technical support which has helped us raise our product standards to the international
level.In the process, we have learned enough about whatit takes to enter high-end global markets. I
would like to thank all project staff and parties involved in the activities.

* The Shirshir Ethiopia representative also mentioned that she had eye-opening experiences and
exposures. With the continuous support and follow-up from the Japanese designer and bag makers,
she was able to make remarkable progress and be able to learn product development from scratch.
Prior to the project, her company did not have much experience in exporting.With the project, her
company was able to achieve many promising results and high export record could achieve. Her
company was among the top companies that received high reputation and orders from the Paris and
the US tradeshows. She thanked the entire project team and all the institutions that helped her
progress.

VIIL. Official Closing

Finally, Dr. Morihara, the Chief Representative of JICA Ethiopia Office, gave closing remarks and
thanked the project staff and all the government partners who have supported the project activities from
the project inception till this day and recognized the remarkable achievements of the project. He said,
"Your Excellency Ambassador Abadi, Excellency Dr. Henok, Excellency Mr. Solomon, Excellency Mr.
Mishamo, and Excellency Ladies and Gentlemen, on behalf of the JICA Ethiopia Office, I would like to
express my sincere gratitude to you for your participation in this final JCC meeting and for all you have
done with the project. When I first arrived in Ethiopia as the chief representative, the first exposure I had
was to make a remark by attending a JCC meeting on this project, and I still remember what we discussed
during the meeting. Since then, we have seen so much progress and achievement, especially the export
performance of EHL products increased sevenfold, and it was more than double what was originally
expected. This is a clear testament to how unique EHL is and deserves to be chosen as a target product to
promote. Other supports, including the construction and launch of the Bole International Duty-Free store
and promotion in the African market to boost the export performance of the entire leather sector, were
also promising. We also see that companies have already started to play a role in promoting and
marketing their products, which clearly proves that the branding activity is deeply rooted and laid the
ground. For all these achievements, I would like to thank everyone, including the Japanese experts, and
thank you all for your efforts. Through vertical expansion using the EHL brand, it would be possible to
penetrate international niche markets, while it is also important to implement and introduce horizontally

the use of th&"CPA-ap h and to extend it to other key sectors. I hope these will achieve the desired
Tk e

/ o AW
Y/ i-q' *3' %, 5
‘. })
o/
) 4:-';:4
[+ ,f . _Q"r ':.-
%, dopig 127 174

" ¥
. . 40%
L‘;: dh&ﬂ(j‘_‘n;’ 7

R

t



result and I look forward to seeing many more Ethiopian products in the world markets. Finally, I want to
thank everyone who contributed to the successful implementation of this project and thank you! "

Ethiopian Leather Industries Association, ELIA

Date: 4|02 | 20
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