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Abstract  
This paper examined E-marketing in Nigeria as a necessary tool for 
globalization of fashion business in the E-business world.  The world is fast 
developing to become a global village through the use of advanced 
technologies.  These electronics have brought a lot of innovations into 
business; it has really made business easier, faster, efficient, free from 
geographical shopping boundaries, etc. The developed parts of the world 
have long been involved in E-marketing and have been enjoying its benefits, 
especially in area of fashion.  Unfortunately, in most developing nations, 
such as Nigeria, fashion business has not had a taste of E-marketing, due to 
some challenges.  This paper believes that for fashion business to be 
globalized in Nigeria, E-marketing is a necessity.  The paper is of the 
opinion that these challenges can be eradicated.  It therefore recommended 
various ways for eradicating them.  It particularly emphasized E-learning 
and regular electricity supply if E-marketing in fashion business must 
survive in Nigeria. 

 
 
 Fashion is an industry.  Its main purpose is to stay in business by selling more 
fashion goods.  In order to do this, fashion businesses must change and follow the 
global trend of E-business as the world is becoming a global village.  The fashion 
industry in most developed parts of the world has restructured its operations 
effectively to be part of the global activities through E-marketing.  Gone are the days  
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when adventurous fashion merchants took their wares to other countries or went to 
buy, embarking on long and dangerous trips by sea.  Even after the development of 
postal services and telephone communicating with individuals in other countries was 
slow by mail or costly by telephone.  According to Dickerson (2003), although 
airplanes were developed in the early 1900s, their early use was in areas of trade.  
 
 Contrary to this, advance in modern communications has grown 
phenomenally; computer and fax machines facilitate instant and inexpensive 
communication among buyers and sellers in different continents.  Globalization has 
led to more advanced electronics for business.  Other developments have contributed 
to the effectiveness of E-business such as international banks which transfers 
currency electronically and exchange one country’s currency for another with ease.  
 
 Most developing countries like Nigeria, are ignorant of the use of E-
marketing and are also facing some serious challenges regarding it in the fashion 
business, resulting in restriction in sourcing for information in buying and selling of 
fashion merchandise.  This is the reason why this paper examined E-marketing as a 
necessary tool for globalizing fashion business in Nigeria.  
 
The paper discussed the following: 
1. What E-marketing Entails. 
2. Meaning of E-Business and Globalization  
3. Meaning and Scope of Fashion Business 
4. Current Global Trends Encouraging Fashion Business 
5. Relevance of E-marketing to Fashion Business 
6. Some Developed Nations Operating E-marketing in Fashion Business 
7. Challenges Facing E-marketing in Fashion Business in Nigeria 
8. Recommendations  
9. Conclusion  

 
What E-marketing Entails 
 The word, marketing has been variously defined. It is seen as a management 
activity whereby suitable products are presented to the market in order to make a 
profit (Needle 1999).  While Kotler, Armstrong, Saunders, Wong (1996), defined it as 
the management process which identifies, anticipates and supplies customer 
requirements efficiently and profitably, Parson and Dalrymple (1990), report that it is 
the process of planning and executing the conception, pricing, promotion and 
distribution of ideas, goods and services to create exchange that satisfy individuals 
and organizational objectives.  The application of electrical devices/machines, such 
as, computer, internet, fax machines, etc, to facilitate marketing activities, is called E-
marketing.  Payment, sales, communication sourcing for products and pricing can be 
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negotiated on the website. Okoye and Chidozie (2004), defined E-marketing as the 
company’s efforts to inform, communicate, promote and sell its products and services 
over the internet.  
 
Meaning of E-Business and Globalization  
 According to Kotler (2002), E-business describes the use of electronic means 
and platform to conduct a company’s business.  New computer technologies have 
been incorporated to increase efficiency, save time, and produce value for the 
consumer (Roger 1991).  Globalization on the other hand, is defined as the inexorable 
integration of markets, nation-states and technologies to a degree never witnessed 
before in a way that it enables individuals, corporations and national-states to reach 
around the world farther, faster, cheaper than ever before, and in a way that is 
enabling the world to reach into individuals, corporations and nation-state farther, 
faster, deeper, cheaper than ever before (Eicher, Evension, Lutz, 2000). 
 
Meaning and Scope of Fashion Business 
 Fashion means different things to different people.  To the layman, fashion 
implies a mysterious force that makes a particular style of dress or behaviour 
acceptable in one, but quite the reverse in another.  To the sociologist, fashion 
represents an expression of social interaction and of status seeking, while the 
psychologists find indications of sex impulse in patterns of dress.  Whatever fashion 
may mean to others, according to Dickerson (2004), it represents billions of dollars in 
sales to the group of enterprises concerned with the production and distribution of 
apparel and accessories.  
 
 Fashion in the global market today is a big business.  Fashion business is a 
complex enterprise concerned with the design, production and marketing of men, 
women, teenagers and children’s clothing, accessories and cosmetics.  Fashion 
business is simply the business of making and selling fashion.  Its component parts, 
include, design, production, and distribution of fashion merchandise.  It employs 
greatly diversified skills and talents of millions of people, and plays a vital role in the 
country’s economy.  The industry is dynamic, volatile and ever-changing.  It is often 
faced with the challenges of consumers’ fickle tastes.  It is a business of curious and 
exciting contrast.  Fashion business plays a very important role globally.  Almost 
every country in the world depends on apparel sectors as important contributors to 
their economy.  Fashion products are made under an astonishing range of 
circumstances, from the high-fashioned houses to dreary, cramped shops in the 
poorest developing countries.  Nearly all those starkly different operations can be 
linked electronically to create and produce fashion products for today’s consumer.  
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Fashion business is quite encompassing.  The scope includes all industries 
devoted to the making of inner and outer wear articles of women’s apparel; those 
involved in the production of men’s wear; those that make children’s apparel; and 
those that make accessories, such as scarf’s, jewellery, handbags, shoes, gloves, 
wallets and hosiery. Some of these industries serve one sex or the other; some serve 
both sexes.  Fashion business also included different types of retailers, such as stores 
that sell apparel and accessories, mail-order catalogues.  It also includes businesses 
that neither produces nor sell merchandise, but render advice concerning fashion.  

 
Current Global Trends Encouraging Fashion Business 

Despite trade restrictions by various nations to protect their infant or local 
companies, there has been gradual loosening of trade restrictions in the world.  One of 
such agreements which involves many nations removing trade restrictions is the 
General Agreement of Tariffs and Trade (GATT).  Many nations under this GATT 
arrangement helped to reduce the high level of Tariffs among nations importing 
goods.  This has gone a long way to reduce the high level of tariff on fashion 
products.  The United States and Canada have also recently signed an agreement to 
phase out all trade barriers between the two nations.  

 
The economic Community in 1992 also endorsed a plan to eliminate all trade 

barriers among nations.  All the arrangements and treaty is to globalize trade among 
nations of which fashion is a part of the products in international trade. 

 
The West African Economic Community of West African States (ECOWAS), 

has also joined the band wagon of integrating West Africa nation to form an 
economic treaty of enjoying free trade among member nations, this is to enhance 
globalization encourage E-marketing to a reasonable extent despite its limitations.  
This has also encouraged the fashion business in particular, and international trade, 
ion general.  

 
The economic integration of most nations of the world has helped to enhance 

globalization of fashion business and E-marketing.  Fashion business firms in Nigeria 
should establish web sites as this will enable them advertise and sell their products 
online and also encourage E-retailing race. 

 
The Relevance of E-Marketing to Fashion Business  

Technological advances have propelled every nation into an era of 
globalization, in which E-marketing is a part of everyday business.  E-marketing is a 
very relevant means of making sales in the E-business world.  It is highly important to 
fashion business.  Its relevance is as listed and explained below:  
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i. It saves or reduce time: E-marketing helps to reduce the time required to get 
merchandise distributed to the retailer’s sales floor.  Computers can be used in 
all aspect of marketing and distributing fashion goods, thereby greatly 
compressing the time required previously in bringing a garment from concept to 
the consumers.  
 

ii. Rapid transfer of fashion: E-marketing leads to worldwide communication of 
fashion trends. 
 

iii. Web-based showrooms feature prototype products: E-marketing enables 
web-based showroom to feature photos and prototype products on the web, and 
invites retailer to reach for products to complete assortment.  This results in 
apparel firm’s designer having more understanding of the potential success of 
their design, while they are still in the prototype stage, for instance, one footwear 
supplier uses the information gather from a web-based showroom to revise its 
planned assortments, improving sales through its overall line. 
 

iv. Elimination of inefficiencies: E-marketing provides new ways to eliminate 
inefficiency from soft fashion goods supply chain. 
 

v. Improved industry relationship:  In the past, manufacturers and retailers had 
many areas of disagreement and dissension.  Price, delivery dates, quality, terms 
of sale, advertising costs, and many other issues led to problem between them.  
When business did not go well, it was easy to blame the other player.  Today, we 
see many manufacturers and retailers connected via computers to share 
information on consumer purchase.  
 

vi. Easy purchases and elimination of geographical shopping boundaries: 
Through online shopping, the consumer is increasingly empowered by being 
able to shop and compare products and prices from different sources in a short 
time frame.  The use of credit cards has facilitated easy purchases from almost 
anywhere.  These systems, have almost completely eliminated geographical 
shopping boundaries.  
 

vii.  Proximity of market place: Instead of a physically defined market place, the E-
marketing has brought the market place even to the home.  According to Ernst 
and Young (2002), the consumer stays at home and buys his or her new fashion 
products online via the internet even through trying the items on vertical 
mannequins that resemble the shopper. 
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Some Developed Nations Operating E-Marketing in Fashion Business  
E-marketing has been introduced in the developed nations of the world, so 

that sellers can extend their reach to the worldwide market of potential buyers, 
instantly.  Some of these nations, according to Dickerson (2003), include: United 
States, Canada, Italy, Asia, Europe, South America, Japan, New York, Australia, etc. 
Some Websites Relevant to Fashion Industry include the following examples: 
 
Apparel Industry Sites 
1. American Apparel and Fashion Association (www.amiranapparel.org) 
2. Canadian Apparel Federation (CAF) (www.apparel.org) 
3. Children’s Apparel Manufacturers Association (www.cama-apparel.org)  
 
Fashion (General) 
1. Fashion Net (www.fashion.com) 
2. Just-Style.com (www.just-style.com) 
 
Sourcing  
1. Apparel Exchange (www.apparelex.com) 
2. Apparel Industry Sourcing Site (fashiondex.com) 
3. Apparel Source Net (www.apparelsourcing) 
 
Challenges Facing E-Marketing of Fashion Business in Nigeria  

E-marketing provides attractive opportunities for sales increase, but it has so 
many barriers or challenges facing it.  Some of these problems include: exchange 
rates, foreign trade regulations, unstable foreign government, piracy from out-order, 
cultural differences, tariffs and quotas, problem of equipment/facilities, and 
ignorance. 
1. Currency exchange problem: E-marketing involves exchange of currency 

with goods/services.  There are instabilities in the value of currency.  As a result 
of the instability nature of most currencies, some investors avoid getting 
involved in E-marketing.  Secondly, some currencies cannot be exchanged for 
another, e.g. the Rubble used by Russia, is not easily convertible, and so some 
firms only do business by getting involved in complex barter arrangements to 
extract their profits. 

 
2. unstable foreign governments:  When there is regular change of the 

leadership of a nation, there is also modification in trade regulations.  This 
involves restrictions, transfer of currencies and revision of tariffs or quotas.  
Some nations even go to a large extent to nationalize some foreign firms. 
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3. Cultural factors: Fashion business is linked with culture.  Culture differs from 

one nation to another.  Before getting involved in E-marketing, one will need to 
create a marketing plan to find out how these customers think about and use the 
product.  

 
4. Tariffs and quotas: There are two major ways nations hinder unwanted 

products, so as to protect locally produced goods and services.  The most 
common is tariff or tax on imports.  When there is high tariff or tax on imported 
goods, it becomes most discouraging to import products.  The other restriction 
is quota system.  This is a situation whereby absolute limits are placed on the 
number of certain items that can be imported at a particular period.   
 

5. Problem of equipment/facilities: E-marketing involves E-communication and 
E-payment.  For meaningful marketing to be in full swing, it requires modern 
equipment with skilled man-power for effective transmission of information.  
Most fashion business in Nigeria do not possess the required modern machines 
and manpower to manage the business.  

 
6. Piracy and imitation:  One of the major challenges facing E-marketing is 

piracy and imitation. This is a common problem as individuals and 
organizations go a long way to print out current fashion designs from the 
internet and other electronic media.  Such designs are prepare using local 
fashion fabrics to produce them, leading to a lot of sub-standard products or 
wears under the disguise of foreign materials.  

 
7. Ignorance: Ignorance is one of the challenges facing business today in Nigeria.  

Many people in Nigeria have a limited knowledge of the use of E-marketing for 
sourcing information for fashion.  Many apparel manufacturers believe that 
apparel shopping on the web will never be significant enough to merit joining 
the E-commerce Revolution Barriers, such as, security, returns, cost and 
inability to touch, feel, or try on clothing, are still considered problems to most 
consumers.  

 
8. Poor supply of electricity:  Electricity, especially in Nigeria is very epileptic.  

It is one of the greatest impediments confronting the business sector in Nigeria 
with an average firm experiencing power failure or voltage fluctuation.  E-
marketing can never be effective without regular supply of electricity.  Hence, 
many fashion business shy away from E-marketing.  
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9. Poverty: The demographic characteristic of the Nigeria population as well as 
the level of poverty in the country is another major factor affecting E-
marketing.  The above stated changeless are the impediments facing E-
marketing in the fashion business in Nigeria.  

 
Conclusion  

The paper has examined the indispensability of E-marketing to the 
globalization of fashion business in the E-business world.  It concluded that although 
there are so many challenges confronting E-marketing in Nigeria, its benefits are 
worth exposing to the population.  It also submitted that the government and the 
individuals involved should address these challenges so that E-marketing in fashion 
business could be a reality in Nigeria and go in trend of globalization.  
 
Recommendations 

From the challenges facing E-marketing vis-à-vis the globalization of fashion 
business in Nigeria, the following recommendations are hereby made to solve these 
problems. 
1. There should be total re-orientation of the people in educating them of the 

benefits of E-marketing in the total business world.  This would be well 
actualized by exposing students at various levels to E-learning.  

2. The government should provide more free trade zones with modern E-marketing 
equipment, facilities and enabling environment to encourage the use of these 
facilities. 

3. There should be quick intervention from government by providing funds and 
skilled man-power to educate people on the use and benefits attached to E-
marketing. 

4. The government should endeavour to provide electricity for the teeming 
population.  No meaningful development can take place when there is problem 
of power failure which is so essential to E-marketing.  Most companies in 
Nigeria and individuals spend a lot of money buying and servicing their 
generators just to keep their business healthy.  

5. All professions should integrate E-learning as a course of study in our schools.  
This should be done not just in theory, but with adequate practical. 

6. Nations should avoid regular political instability to encourage stable economic 
growth which will encourage many nations to trade with them.  This will also 
help to stabilize the currency of such countries and trade relations with other 
nations.  
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