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THE APPAREL GLOBAL VALUE CHAIN DESCRIPTION 
 

Key words:  value chain, added value, globalization, 

outsourcing, brand, operational efficiency, 

strategic coordination, integration. 
 

The apparel value chain is a set of value-added links, which are governed by the 

leading companies, major buyers, and retailers of the chain. They carry out high value-

added functions by performing production through outsourcing. Starting from 2005, 

market liberalization has resulted new outsourcing strategies: direct outsourcing by 

creating local outsourcing offices, or outsourcing among existing production networks. 

Obtaining the capabilities, necessary for chain integration, especially upgrading of the 

chain is being achieved by operational and production methods. 
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