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Annotation 
 

This report provides an analysis of the current condition of the apparel market in Tajikistan, 
which is one of the most important segments  of the national consumer market. The research 
methodology is based on the assessment of the market volume, its structure, and its dynamics 
of development. The main market players were identified, as well as import and export 
volumes, and the main factors of development. The analysis of the main market segments  was 
carried out through a survey questionnaire among market participants. The main market 
segments identified are as follows: menswear, womenswear, children’s apparel; national 
clothes; knitted clothes, sportswear, and school uniforms. An analysis of prices in the main 
segments of the market was also undertaken.  The distribution, promotion, and sales channels 
were identified. Forecasts of market development under different models of the country’s 
economic improvement have been prepared. Profiles of leading national apparel producers 
were elaborated. At the end of this research report, conclusions and recommendations are 
presented.  This Research has been prepared by Mr. Azizullo Habibovich Avezov, Doctor of 
economic sciences, Professor at the Tajik Technical University nominated by M.S. Osimi, 
General Director of LLC “Business Consulting Group”.    
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INTRODUCTION 
 

The apparel sector of Tajikistan is one of the most important segments of the internal market in 

Tajikistan, and plays the most significant role in the development of the country’s economy. 

The apparel market mainly influences the development strategy of the textile and sewing 

sectors. Enterprises and companies of these two sectors are the key players of the apparel 

market. In accordance with the  National strategy of country development until 2030, these 

enterprises are dedicated to play an important role in reforming the country’s economy from 

agrarian-industrial to industrial-agrarian. They have big potential for creating new vacancies 

and increasing export volume. Therefore, exact and correct data on the conditions and 

situation of the apparel market, factors and tendencies of its further development are 

necessary for textile, sewing, trading and other companies, as well as for government 

authorities, for tactical and strategic planning and management of their activities.    

 

Because of the complexity involved in accounting for apparel market indicators , their statistical 

recording is not being carried out. The reason for this complexity is that a lot of non-registered 

enterprises are involved in production, a large volume of national menswear and womenswear 

are made in households. The quantity of illegal imports of clothes is significant, and these all 

are very difficult to be accounted for. The market is dynamically developing and all enerated 

data quickly becomes outdated. In order to receive information about the market, it is 

necessary to conduct special research and surveys, to choose the correct research methodology 

and tools, and to have the special skills and qualifications.   

 

A wide range of research was conducted and a lot of scientific articles and reports were 

published on this topic in Tajikistan1. These were completed with the assistance and technical 

support of international organizations during elaboration of further long term strategies and 

development programs of the textile and sewing sectors. They are mostly dedicated to the 

development problems of the textile and sewing sectors and do not include information on the 

main parameters, conditions and tendencies of apparel market development such as: volume, 

structure, dynamics, quantity, quality and range of products, export and import volumes, and 

have limited information about the national clothes segment.    

 

The objective of this research is to fill this gap by way of carrying out complex analyses of the 

apparel market in Tajikistan. For the achievement of this objective it is necessary to complete 

the following tasks:   

 

 To assess the volume, structure and dynamics of development of the apparel market in 

Tajikistan 

 To identify key market players and the apparel market functioning mechanism’  

 To identify the main factors of market development  

                                                           
1 International Trading Centre. Access to Finance in Tajikistan’s Textile and Clothing Sector, Geneva, 
2015; Development Program of consumer goods industry of the Republic of Tajikistan until 2030, 
Dushanbe, 2018; Asian Development Bank (ADB). Country Partnership Strategy: Tajikistan, 2016–2020, 
ADB. 2016. Tajikistan: Promoting Export Diversification and Growth. Country Diagnostic Study. Manila) 
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 To assess the main market segments and the price rate in the apparel market  

 To identify promotion and distribution channels and places of apparel supply  

 To elaborate the profiles of leading national apparel producers  

 To prepare apparel market forecasts for Tajikistan until 2025. 

 

The methodology for  completing the above mentioned tasks is described in the next Chapter.   
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1. RESEARCH METHODOLOGY  
 
As mentioned above, it is necessary to complete several tasks for conducting a complex analysis 
of the apparel market. These tasks, methods and tools are listed in the table 1.1.  
 

Table 1.1 – Research tasks, methods and tools 
 

 Research tasks Methods, approaches and tools 

1 

To assess the volume, structure 
and dynamics of development 
of the apparel market in 
Tajikistan  

Questionnaire survey of the  population, 
comparative analysis of these figures with other 
countries,  analysis of survey results about household 
expenditures for apparel, estimative calculations, 
statistical data and customs reporting data analysis   

2 
To identify key market players 
and functioning mechanisms of 
the apparel market 

Structured interviews with apparel and fabric 
suppliers and domestic producers 

3 
To identify the main factors of 
market  development  

In depth interviews with market players and 
domestic producers, analysis of research and 
publications in this area, interviews with experts in 
this sector 

4 
To assess the main segments of 
the market and price rates in 
the apparel market  

Snap-polls in selling points, questionnaire survey of 
apparel consumers,statistical data analysis, survey of 
selling points: local markets, shops, open-air markets 
etc.  

5 

To identify the promotion and 
distribution channels and places 
of apparel supply  
 

In depth interviews of market players, analysis of  
research and publications in this area, interview with 
experts in this sector 

6 
To elaborate profiles of leading 
national apparel producers  
 

Visits of separate enterprises, website research on 
domestic producers, analysis of data of export 
directories, analysis of statistical data  

7 
To prepare  apparel market 
forecasts for Tajikistan until 
2025  

Forecasts are based on a two-factor model of the 
market, i.e. where market volume depends on two 
factors: number of inhabitants and average cost rate 
per capita     

 
 
For carrying out estimate calculations the apparel market of Tajikistan was conditionally divided 
into three price segments: high price, average, and economy. Approximately shares of price 
segments are divided as follows:  
 

1. segment of the market with high price – 8% (5% of consumers with high-income and 3% 
of consumers with above average income): 

2. segment of the market with average prices – 31% (24% of consumers with average 
income and 7% of consumers with higher than low income); 

3. economy price segment – 61% (26% consumers with closer to average income rate , 
30% of consumers with low income and 14% of consumers with the lowest rate of 
income)2.   

                                                           
2
 Middle class in Tajikistan. Estimation, dynamics and characteristics. World Bank. Dushanbe, 2018, p. 15; 
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For the evaluation of development dynamics of the apparel market , prices of corresponding 
years were converted from TJS into USD according to the  rates of the National Bank of 
Tajikistan for the end of each corresponding year. The source of the rates is official data taken 
from the website of the National Bank of Tajikistan.  
 

In the absence of correct data about structure of the apparel market in Tajikistan, shares of 
different market segments were received on the basis of estimate calculations. The market 
volume was calculated on the basis of analyses of expenditures per household for clothes.   The 
main indicators of the survey on household expenditures for 2010-2017, are taken from 
“private consumption for clothing” data, excluding expenditures for shoes3. 
 
For the assessment of the apparel market volume in Tajikistan in monetary terms, 3 approaches 
were used: Questionnaire surveys of the population, comparative analyses of expenses for 
clothes in countries close to Tajikistan from a cultural and income point of view, and surveys of 
household expenditures for clothes. 225 questionnaires were used in the questionnaire survey, 
which were distributed in country regions as follows:  

 32% in Dushanbe and the Region of Republican Subordination 

 27% in Sughd region 

 29% in Khatlon region 

 12% in Gorno-Badakhshan Autonomous Region 
 

Three different types of questionnaires were used i.e. for men, women and children. The survey 
questionnaire covered respondents of diverse age ranges, with different levels of income, both 
for urban and rural poulations.  
 

The questionnaire included questions about wardrobe elements, frequency of purchase of 
different types of clothes, about countinuation of clothes wearing, places, prices. (Annexes 2-4). 
For the implementation of the second approach, a comparative analyses of expenses per capita 
of neighboring Uzbekistan was chosen.Uzbekistan is close to Tajikistan in terms of culture and 
average income level per capita. For implementation of the third approach, data from the 
statistics digest “The main indicators of research of household consumers’ budgets in the 
Republic of Tajikistan” was used.  
 

Results and data of the expert’s survey questionnaire among producers, dealers, other apparel 
market players, mass media database publications, materials and data of sector ministries, 
market participants and open resources were used as informational sources  for research4.  

  

                                                                                                                                                                                           
Assessment of poverty in Tajikistan: methodological note. Statistical agency under the President of the Republic of 
Tajikistan. Dushanbe. p. 95; Main indicators of households’ budgets survey. Statistical agency under the President 
of the Republic of Tajikistan. Dushanbe. 2018. p. 44; Annual Statistics digest of the Republic of Tajikistan. Official 
publication. Statistical agency under the President of the Republic of Tajikistan. Dushanbe. 2018. p. 483.   

3
 Main indicators of households’ budgets survey. Statistical agency under the President of the Republic of 

Tajikistan. Dushanbe. 2018. p. 44 
4
 International Trade Centre. Analyses of Russian apparel market. Brief review of surveys, 2011TAJ/61/124A.; 

Annual Statistics digest of the Republic of Tajikistan. Official edition. Statistical agency under the President of the 
Republic of Tajikistan. Dushanbe. 2018. 483 p.; State Secretariat for Economic Affairs (SECO). Annual economic 
report Tajikistan 2016, Genève, 2017; Asian Development Bank (ADB). Country Partnership Strategy: Tajikistan, 
2016–2020, ADB. 2016. Tajikistan: Promoting Export Diversification and Growth. Country Diagnostic Study. 
Manila); International Trading Center.Trade Map Database. 2018. Available on website www.trademap.org    
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2. GENERAL DESCRIPTION OF THE APPAREL MARKET OF TAJIKISTAN  
 
2.1 Assessment of market volumes, structure, and development dynamics  
 
In this analysis the concept of “market volume” refers to annual volume of sales of clothes in 
monetary terms for  the defined territory. In other words, market volume is calculated as the 
annual sum of consumer expenditures for clothes. The assessment is conducted on the basis of 
data on the country population size and the quantity of clothes boughtin a year.  It is necessary 
to distinguish the terms of “market volume” and “market capacity”.  Market capacity means 
potential, i.e. possible volume of clothe purchases in a year at a defined price level.       
 
There are a lot of different approaches for assessing  market volume. in this analysis however, 
market volume was assessed from the demand side. The annual average of clothes 
expenditures of one inhabitant in monetary terms was identified for assessing the market 
volume. These expenditures are then multipliedf by the number of Tajikistan’s  population.   
 
The average expenditures for clothes of one inhabitant of the country was calculated on the 
basis of the statistics digest “The main indicators of research of household consumer budgets in 
the Republic of Tajikistan” published by the statistical agency under the President of the 
Republic of Tajikistan. Consumer expenditures for clothes were calculated by way of deduction 
from the number of “per capita expenses for non-grocery goods in a month”. As a result, 
average per capita expenses for clothes was multiplied by the number of country inhabitants, 
which is taken from official statistical data.     
 
Calculations which were conducted on the basis of the abovementioned approach have shown 
that the apparel market is a dynamically developing segment of the consumer market of 
Tajikistan. The volume of the apparel market in 2017 in monetary terms was $241 mln.  From 
2010 to 2017, the market volume increased from $168,2 mln. up to $241 mln. However, from 
2010 to 2015, i.e. before the beginning of the crisis in Tajikistan, the annual rate of growth of 
the apparel market was 10-25%, as shown in table 2.1. Conceivably this was the consequence 
of long deferred demand, and the increase of real income and purchasing capacity of the 
population for this period. After the  crisis in 2015, the market volume decreased sharply by - 
65% in comparison to the previous year.  
 

Table 2.1 – Population expenditures for the purchase of clothes 2010-2017 in Tajikistan  

 
2010 2011 2012 2013 2014 2015 2016 2017 

Number of inhabitants, 
thousands 

7621,2 7807,2 7987,4 8161,1 8352,0 8551,2 8742,8 8931,0 

Expenditure for clothes 
per capita, per year, in 
USD 

22,1 25,4 32,0 39,0 42,5 28,3 28,6 27,0 

Expenditures for clothes 
in the country, mln. USD  

168,4 198,3 255,5 318,3 355,0 242,0 250,0 241,1 
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Figure 2.1 – Yearly expenditures of the population in the apparel market of Tajikistan  

 
This was due to several reasons, mainly because of reduced money transfers from labor 
migrants, and a slowdown in the rate of growth in the country in 2015.  It is worth to underline 
that the income of labor migrants reduced to $2,2 bln. in 2015 from 3,9 bln. in the previous 
year. From 2015 to now, the market volume is relatively stable and is reaching  $240-250 mln.  
per year.  
  
In spite of the considerable volume growth potential of this market, it is still not being tapped. 
Thus, every inhabitant in Russia spends about $260 per year on clothes, and in Uzbekistan, 
approximately $35-50. But this indicator in Tajikistan is about $25-30 per capita.  This 
represents evidence that this market has a big untapped potential.  
 
The structure of the market is interesting along with market volume. The term “structure of the  
market” means the correlation of sales volume between different market segments.  You can 
find the structure of the apparel market of Tajikistan in table 2.2. the assessment approach is 
described in chapter 3 of this report. The terminology of market participants was used for the 
name of market segments, but it is not indisputable. In accordance with the terminology being  
used, the market is divided into the following segments: European menswear, womenswear 
and children’s apparel; national clothes; knitwear; sportswear; school uniforms and other kinds 
of clothes. Other kinds of clothes include corporate style clothes, special clothes, clothes for 
defense and law enforcement agencies, military clothes etc.     
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Table 2.2 – Structure of the apparel market in Tajikistan 

Segments of the market 
Market volume 

mln. USD % 

European menswear, 
womenswear and children’s 
apparel 

119,9 49,7% 

National clothes 64,0 26,5% 

Knitwear 9,8 4,1% 

Sportswear 15,6 6,5% 

School uniforms 26,0 10,8% 

Other kinds of clothes  5,8 2,4% 

Total 241,1 100% 

 
As can be seen from the table, the biggest market share is European clothes. The second 
biggest share is national clothes. These two segments amount to two-thirds of the total market 
volume. The other segments: knitwear, sportswear, school uniforms and other kinds of clothes 
have quite a small market share.    
 
2.2 Key players of the market  
 
The key players of the apparel market of Tajikistan are merchants, middle-size and small whole 
sale enterprises, brand and company stores, hypermarkets, shops and selling points in trading 
centers, small entrepreneurs (suitcase traders) and market sellers. In addition, transport and 
logistics companies, state regulatory authorities and buyers also play an important role.     
 
Hypermarket refers to structures such as the “Auchan” shopping center in Dushanbe. Shops 
and clothes selling points are situated in trading centers such as “Sadbarg”, “Saodat”, 
“Poitakht”, “Dushanbe”, “TSUM”, “Sitora”, “Milano Moda” in Duashanbe. Selling points in 
Khujand are located in Safir, VIP, Rizvon, Tobon, Formenti, Popolare and other shops. In 
addition shops are located in “Nur”, “Avesto” and other trading centers. Small entrepreneurs 
(suitcase sellers) and market sellers are located in the “Korvon”, “Sakhovat”, “Mehrgon”, 
“Khitoybozor” markets in Dushanbe. In Khujand they are located in the “Somon”, “Atush”, 
“Panjshanbe” and “20 solagii Istiqloliyat” markets. In Kulyab, Bokhtar, Khorog, Khatlon and the 
Sugd region, the region of Republican Subordination and the Gorno-Badakhshan Autonomous 
region, they are located in central markets (bazars).  These key market players are presented in 
more detail below. 
  
Merchants and middle-sized wholesalers. This group of market players imports the main part 
of clothes into the domestic market of Tajikistan. As usual, they have the required financial 
resources, warehousing facilities and sales agents. They have established relationships with 
producers, distributors, wholesalers and logistic companies of exporting countries: China, 
Turkey, UAE and others. Also they have resources for risk management and experience in 
trading. Merchant and middle-sized wholesalers have close relationships with shops, selling 
points and retailers in all regions. Key merchant wholesalers have their warehousing facilities 
close to big wholesale markets “Korvon”, “Mehrgon” in Dushanbe and “Somon”, “Atush” in 
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Khujand etc. The middle-sized and small wholesalers, owners of clothes shops, retailers of 
trading centers in Dushanbe, Sughd and Khatlon regions, the region of Republican 
Subordination and Gorno-Badakhshan Autonomous region usually buy goods from merchant 
wholesalers for further distribution and retail in regions and cities.   
 
Brand and company stores.  There is a small quantity of brand and company stores in 
Tajikistan. This is due to the fact that people, especially in villages, while buying clothes just 
look at the price, but not to the quality. The most part of clothes usually is buying in selling 
points of big markets. The consumer purchasing power is not high. The average family consists 
of 5-6 members, and families have to spend a big part of their budget on food and other 
expenses.  
 
There are several brand shops of menswear and womenswear of high and mid-segments such 
as Pierre Cardin, Kanzler, Mexx, Adidas, Joma, Li-Ning, Colins, Baleno, Multibrand. The mid and 
lowsegments include brands such as LC Waikiki. Some of them are franchises, working as 
operators and place orders (targets) directly with producers without agents. Others work with 
agents, distributors or purchase goods in outlet stores, i.e. they buy clothes from previous 
seasons with discounts.  
 
Company stores which retail brand clothes such as ZARA, Bershka, Polo Assn., Bagozza etc. and 
non-brand clothes such as “Milano Moda”, have product ranges mainly from Turkey and China. 
These shops import goods from other countries including but not limited to brand shops of 
Russia and Turkey and retail them in the country.   
 
Hypermarket “Auchan” (Dushanbe city). The Hypermarket “Auchan City” was opened in 2016 
in Tajikistan by “Shiever” (France). Auchan City Dushanbe represents about 1500 items of their 
own trade names. Goods are delivered from Russia through the logistics hub of companies in 
Novosibirsk. Besides food selling sectors, which represents 80% of all sectors, there is an 
apparel selling section in the hypermarket. In this section you can find menswear, 
womenswear, and children’s sewing apparel. There are underwear, pyjamas, tee shirts, and 
socks and hosiery products products by Russian and local producers.    
 
Shops and clothe selling points of trading centers. There are several trading centers in the 
main cities of Tajikistan where you can find clothe selling points. Trading centers “Sadbarg”, 
“Saodat”, “Poitakht”, “Dushanbe”, “TSUM”, and “DeFacto” in Dushanbe are some of them. The 
apparel segment of these shops is dedicated for the working  and middle classes. Usually, these 
selling points buy clothes from merchants and middle sized wholesalers. Also, there are some 
selling points where owners import goods by themselves as suitcase traders for their shops.  
 
Small entrepreneurs (suitcase traders) and market sellers. Small entrepreneurs (suitcase 
traders) and market sellers are mainly located in markets (bazaars), such as “Korvon” 
(Dushanbe), “Somon” (Khujand), where the main part of imported apparel has been delivered.  
In these markets merchant and middle-sized wholesalers sell different kinds of apparel to 
retailers from different regions of the country. Retailers buy small quantities of apparel for 
relatively cheap prices for further retail (economy and middle class segments). Payment is 
mostly by cash. Sometimes retailers buy apparel from domestic producers for selling directly.  
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The mechanism and relationships of the above mentioned market players is considered in 
detail in Chapter 5 of this Report, where an analysis of the distribution and sales points have 
been represented.   
 

2.3 Structure of imports and apparel exports volumes  
 
Imported goods and products have a big share in the apparel market of Tajikistan. Imported 
goods are delivered from 14 countries: China, Turkey, Italy, Korea etc., and also from CIS 
countries: Russian Federation, Kyrgyzstan, Uzbekistan and others, see table 2.1. The share of 
imported apparel is probably  bigger, because it is difficult to take into account illegal imports 
and incomplete apparel import records.   
 
Approximately 94% of exports accounted for come from three countries: China, Turkey and 
Italy. The main share of imports, about 77% are  from China. 15,9% of apparel is imported from 
Turkey, and 0, 95% from Italy, table 2.3.  
 

Table 2.3 – Official data on apparel imports in Tajikistan in 2017  
 

№ Countries  
Import, 

thousands 
USD 

 % 

  CIS countries 306 1,7% 

1 
Inter alia Russian 
Federation  

96 0,5% 

2 Kyrgyzstan  89 0,5% 

3 Uzbekistan 61 0,3% 

4 Ukraine 40 0,2% 

5 Kazakhstan 20 0,1% 

  
Countries of the far 
abroad 

17457 98,3% 

6 Inter alia China 13668 77,0% 

7 Turkey 2832 15,9% 

8 Italy 169 1,0% 

9 Korea 161 0,9% 

10 India 156 0,9% 

11 Spain 128 0,7% 

12 Bangladesh 117 0,7% 

13 UAE 101 0,6% 

14 Germany 36 0,2% 

15 Other countries 89 0,5% 

  Total 17763 100,0% 
 

Source: Annual Statistics digest of the Republic of Tajikistan. Statistical agency under the President of the Republic 
of Tajikistan – 2018. p.  373 – 374  

 
The import from European countries is 1,9% and CIS countries is 1,7%, figure 2.2.   
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Figure 2.2 – Apparel import volume in Tajikistan, % 

Source: Annual Statistics digest of the Republic of Tajikistan. Statistical agency under the President of the Republic 
of Tajikistan – 2018. p.  373 – 374 

 

Menswear, womenswear, sportswear and children’s apparel are mostly imported. Menswear 
represents a big share of imports and amounts to 56% of total imported apparel. The share of 
womenswear is 28%.  
 

It is necessary to underline that almost all national menswear and womenswear are being 
produced in-country in small sewing workshops byhousehold sewers. They use fabrics which 
are imported from Turkey and China. Children apparel has a 16% share among imports.    
 

Through the years, the import structure has changed not only by types of apparel, but also by 
origin. For example, menswear had an 86% share of total imports. Womenswear and children’s 
apparel represent  7% each. In 2011 only 26% of goods were imported from China, 60% from 
Russia, 4% from Turkey, and 10% from other countries.   
 

Some enterprises in Tajikistan are successful in exportingf their production to CIS countries and 
outside of the Commonwealth of Independent States markets. Sewing and knitting factories 
LLC “Giavoni”, LLC “CATN”, LLC “Rakhimov A.A.”, LLC “Sapsan”, LLC “Vahdat”, JSC “Gulistoni 
Dushanbe” have exported part of their products to the Russian Federation, Ukraine, Kazakhstan 
and Italy in 2017, table 2.4.  

 
Table 2.4 – Apparel export volume by domestic producers in 2017  

Factory and type of product Quantity  
Export, 

thousands USD  

LLC “Giavoni”, sewing product, units 1 317 365 10 365  

LLC “CATH”, sewing product, units 875 462 7 223,4 

LLC “Rakhimov A.A.”, sewing 
product 

74 679 kimono, 
14 619 shorts, 
30 930 belts 

1 020,2 

LLC “Sapsan” sewing product, units  6 120 65,1 

LLC “Vahdat”, socks and hosiery 
products,  pairs 

2 865,4  189,1 

LLC “Leader”, sewing product, units 6565 77,3 

Total  18 940,1 
Calculations were made on the bases of sources: Annual Industrial Statistics digest 2017 (monthly), p. 70. 
Statistical agency under the President of the Republic of Tajikistan, data of the Ministry of industry and new 
technologies of RT (on the bases of reports and statistics data of Customs under the Government of RT)     

77,0 

15,9 
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2.4 Development factors of the apparel market in Tajikistan 
 
There are several factors and market movers, which promote the development of the apparel 
market in Tajikistan. The resulting vector of these market movers is integral to the apparel 
market growth.    
 

 Steady growth rate of the population, creating stable demand in the apparel market. 
Tajikistan is still a country with a high  population growth rate, even among CIS 
countries also demonstrating high growth rates. The population growth rate in 2017 in 
Tajikistan was 2,1%. At the same time this rate in neighboring Kyrgyzstan was 2,0% and 
1,4% in Uzbekistan. Apparel belongs to everyday goods, therefore, population growth is 
directly connected to the increase of the demand rate andof sales volumes in the 
apparel sector.   

 

 Increase of income and consequently purchasing power of the population. In spite of 
the crisis and negative economic trends, real earnings of the population are growing. 
One of the reasons for this is external labor migration. For 2011 average job 
compensation was $95, 9 and this indicator has increased in 2017 to $137. Under the 
conditions of income growth,consumers increase their expenses for non-grocery goods, 
and expenses for higher quality and expensive apparel are among the first comsuming 
tendencies. Under the conditions of an evolving free market economy, the process of 
population income differences are still continuing. The Gini index is an indicator for 
inequality of income. Ir was 0,114 in 2017, which is evidence of high income differences. 
Under the conditions of of population differentiation by income, part of consumers with 
relatively high incomes have shifted from buying cheap goodsto middle and high price 
level ones.  This is the reason for an increasing demand for quality apparel and its 
market volume.  
 

 The development of the consuming culture was conditioned first of all by growth in 
population income. As a result, a consumer’s wardrobe diversifies with day-to-day, 
holiday, business, and other types of clothes. Purchasing power usually is supported by 
parents, close relatives and other sources. Migrants who return from labor migration 
have become part of the European style which  strengthens this process.  

 

 Gaining new skills in advertisement and marketing by sellers increases the sales of the 
apparel market. In more recent times trading agents have actively learned new 
marketing action tools. They have conducted marketing actions; suggesting reasonable 
prices and know how to definee clothes for each consumer group. As a successful result 
of these actions consumer demand and market volumes increase.  
 

 The active role of the government in reviving traditions of wearing national, school, 
corporate and other types of clothes. The government plays an active role in forming 
demand of separate types of clothes in Tajikistan. Thus in accordance with the 
government initiative, the process of reviving traditions of wearing national clothes 
from atlas and adras was started. The Ministry of education and science made  wearing 
of special uniforms in schools mandatory. Several ministries have discussed the matter 
of implementing a corporate style of clothes in their offices. These all leads  to the 
widening of the wardrobes of the population and to the growth of the apparel market. 
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2.5 Production volume of apparel by domestic producers  
 
A large number of domestic producers of apparel are active in Tajikistan. At present ,there are 
95 factories and sewing workshops in Tajikistan. 36 factories and sewing workshops are located 
in the Sughd region, 33 in Khatlon, 21 in Dushanbe, 6 in Gorno-Badakhshan Autonomous 
region, and 4 in the Regions of Republican Subordination.  Production volumes of each factory 
and sewing workshop in 2017 is described in Annex 4 of this Report.    
 
In 2017, these factories and sewing workshops produced sewed apparel for $21,6 mln. From 
this volume 83,5% were produced in the Sughd region, 10,5% in Dushanbe, 4,5% in the Khatlon 
region, 1,38% in the Gorno-Badakhshan Autonomous region, and 0,19% in the regions of 
Republican Subordination (table 2.5 and figure 2.3).  Production growth in 2017 was measured 
at 141, 9% from the previous year.  
 

Table 2.5 – Apparel production volume in the regions of Tajikistan in 2017, in mln. USD  

№ Regions  2017  
Growth in comparison 

 to 2016, %  
Share in total  

Volume,% 

1 Sughd region 18,0 142,7 83,5 

2 Dushanbe city 2,3 143,3 10,5 

3 Khatlon region 1,0 125,9 4,45 

4 GBAR 0,3 130,6 1,38 

5 RRS 0,04 437,3 0,19 

 
Total 21,6 141,9 100 

 
 

 

Figure 2.3 – Production volume of sewing apparel in the regions of Tajikistan, %  
Calculations were made based on the following sources: Annual Industrial Statistics digest 2017 (monthly). 
Statistical agency under the President of the Republic of Tajikistan, data of the Ministry of industry and new 
technologies of RT (on the basis of reports and statistics data of Customs under the Government of RT), p.71     

 
Annex 5 lists the types and prices of apparel produced in Tajikistan. Producing apparel in 
factories and sewing workshops is divided into the following groups: special uniform for 
corporate organizations; clothes for defense and law enforcement agencies, military clothes; 
national apparel; knitted clothes, sportswear (kimono) and others.  Types of produced apparel 
and prices were identified by direct questioning of producers: LLC “Giavoni”, LLC “CATH”, LLC 
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“Vahdat”, JSC “Nafisa”, LLC “Dilorom”, LLC “Yoqut-2011” and apparel markets “Mehrovar”, 
“Korvon”, and hypermarket “Auchan”. The profiles of the leading producers of apparel market 
of Tajikistan are described in annex 1.   
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3. MAIN SEGMENTS OF THE APPAREL MARKET OF TAJIKISTAN 

 

3.1 Menswear, womenswear and children apparel 
 
Menswear segment. The market of menswear includes day-to-day clothes, festive (formal) 
clothes, national menswear, men’s sportswear and over clothes.   
 
The big part of day-to-day, formal and sport menswear in Tajikistan is imported. Menswear has 
a 56% share of apparel imports  down from an 86% share in total apparel imports in 2011.    
 
As the other apparel market segments, the market of formal clothes can be divided into three 
segments: economy, middle and top-of-the-line. The economy segment of formal menswear is 
leading by sales volume. In accordance with estimations it has about 61% of the  total market 
share. The middle segment has 31% market share, and the top-of-the-line segment 8%.  
 
Womenswear segment. The womenswear market includes day-to-day, festive (formal) clothes, 
festive clothes for special occasions, national womenswear, and women sportswear and over 
clothes.  
 
The womenswear market can be divided into two big sectors: European and national clothes. 
The biggest part of European clothes is imported. It is one of the dynamically developing 
sectors of the apparel market in Tajikistan. In 2017 it had an 28% market share in total imports 
volume while it was only at 7% in 2011.  
 

Children apparel segment. The children apparel market includes clothes for newborn babies, 
sportswear for boys, festive wear for boys, clothes for boys, sportswear for girls, day-to-day 
wear for girls, festive clothes for girls, over clothes for girls and clothes for babyhoods. As in 
other countries it is one of the comparatively high-price segments of the apparel market in 
Tajikistan.  
 

The most part of children apparel is imported. In 2017 it had a 16% share in total apparel 
imported to Tajikistan. In 2011 this share was only 7%.   
 
3.2 National clothes  
 

A significant part of Tajikistan’s apparel market consists of national clothes.  Conceivably it is 
conditioned by the low rate of the country’s urbanization, 70% of the population lives in rural 
areas. The main part of national menswear and womenswear is produced in the country by 
small enterprises and sewing workshops, and household sewers.    
 
The main types of national menswear are joma, chapan (men’s housecoat), men’s coats 
(yaktag), men’s tyubeteyka, miyonband (belt kierchiefs), national men’s shirts, bloomers etc.    
 
Kinds of national womenswear – women’s housecoats, national dresses and bloomers, 
women’s and girl’s tyubeteykas, kierchiefs, women’s gilets (kamzul, nimcha), women’s 
costumes (needlework).     
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Children national clothes include dresses and bloomers for girls, tyubeteykas for girls, kerchiefs, 
gilets (kamzul, nimcha), costumes for girls (needlework), joma and chapans (housecoats for 
boys), miyonband.  
 

At present, the majority of national sewed products are produced by household sewers and 
small sewing workshops. Usually these sewing workshops have no more than 30 employees. As 
far as these workshops are small, they have no stable range of sewing products, regular orders, 
low production rate. This all leads to instability and seasonal work. The production share of 
domestic producers is still very low. The main part of national clothes is imported from 
neighboring Uzbekistan, because Tajik and Uzbek national clothes look alike. Imports go 
through is made from Samarkand, Urgut, Andijan, Namangan, Kokand and other regions of 
Uzbekistan.  
 

In customs statistics reports of the country national clothes are not accounted as a separate 
item. The main part of sewers, and majority of producers of national clothes are not registered 
as self-employed entrepreneurs and this fact makes it more difficult to establish statistics. 
Therefore, such kinds of statistics is not complete for the country.  Rough estimations of the 
national clothes market volume in Tajikistan were therefore used.    
 

The assessment of the national clothes market was carried out as follows: Questionnaire survey 
of the rural and urban population in cities and countryside, with different income levels, diverse 
age and gender, who have national clothes in their wardrobes and wear them frequently. On 
the basis of the questionnaire survey of different price segment selling points, the average 
prices and types of national clothes were identified.  The Vvlume of the national market is 
calculated by multiplying the population numbers by types of national clothes, rates of their 
wearing and prices. Assessment results are given in table 3.1 and Annex 8.  

 

Table 3.1 – Assessment of the national clothes market by volume in 2017  
 

  Types of clothes 
Consumers, 
thousands. 

Rate of 
wearing,  
units per 

year 

Average 
price, USD 

Purchase 
volume, 

thousands USD 
in a year 

Purchase 
volume, 

% 

1 
Chapan (housecoat) 
menswear 

2320,6 0,125 11,2 3 254,6 5,1% 

2 Women’s housecoat 2063,6 0,20 10,8 4 461,5 7,0% 

3 
Women’s dresses with 
bloomers  

2228,5 0,62 31,6 43 864,6 68,5% 

4 Man’s tyubeteykas 2584,4 0,20 3,4 1 762,6 2,8% 

5 
Children tyubeteykas 
(for girls) 

799,3 0,20 2,6 407,6 0,6% 

6 Kerchief 2529,1 0,50 4,0 5 083,5 7,9% 

7 
Women’s gilet (kamzul, 
nimtana) 

2128,5 0,17 6,5 2 348,4 3,7% 

8 
Women’s costumes 
(needlework) 

1516,5 0,20 9,3 2 814,6 4,4% 

  Total 
   

63 997,4 100,0% 
Calculations were made on the basis of: Annual statistics digest of RT 2018, p.27, Statistical agency under the 
President of the Republic of Tajikistan. Dushanbe. Prices were identified through conduction of questionnaires of 
sellers and consumers in “Korvon”, “Mehrgon”, “Vodonasos”, “Sakhovat” in Dushanbe, “Somon”, “Atush” markets 
(bazaars) in Khujand, clothes markets (bazaar) in Gissar and Vakhdat regions, and selling point in TC “TSUM”, TC 
“Sadbarg” (Dushanbe), and “Mirage” (Bokhtar).   
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Previous calculation results for research on the textile and sewing sectors have also been taken 
into consideration. Estimations of income per capita in monthly surveys of households also 
were taken into account. These surveys are conducted every month by the statistical agency 
under the President of the Republic of Tajikistan.  
 
Table 3.1 in annexx 8 shows that women dresses have the biggest share in the market of 
national clothes representing 68% of the total market. The next segments of the national 
clothes market are women kerchiefs, women and men housecoats, and women costumes 
(needlework) etc.    
 

3.3 Knitted wear and sportswear 
 
Knitted wear. Knitted fabric is knitted textile material the structure of which consists of rings 
linked by each other. For comparison, it is necessary to note that fabrics consist of the 
interweaving of two sets of thread which are perpendicular to each other. Because of its 
structure, products made from knitted fabric are very soft, elastic, and are very popular among 
Tajik people.   
 
The knitted wear segment of Tajikistan includes the following groups of clothes: knitted dresses 
for women and children, underwear for men, women and children, pyjamas, women and 
children pantyhose, men, women and children socks, sweaters (jumpers, jackets), hats, knitted 
tee-shirts, cardigans, scarves, children knitted wear (jumpers, camisoles, sandbox wear), 
newborn knitted wear (short baby undershirts, sliders, baby nest, shirts, night caps, baby shoes, 
dickeys), gloves, shirts and dresses, blouses, trousers, skirts, over clothes, jackets, bolero, capes 
etc.  The most part of these goods are imported except for some underwear, undershirts, 
trunks, tee-shirts, pyjamas, socks and hosiery products, which are produced in the country.  
 
In accordance with estimations, total demand of the population for these goods in the 
premium, middle and economy segments is approximately 16,7 mln. pairs of socks and 
pantyhose for men, women and children in volume terms( table 3.2).  
 

Table 3.2 – Population demand in men, women and children socks and pantyhose in 2017, 
thousands of pairs 

 

Consumer 
segment 

% of total 
amount 

Population by 
segments, number 

of consumers 

Wearing 
rate, pairs 
in a year 

Volume of 
segment, 

thousand pairs 

Premium  8 714 496 3,4       2 429,3    

Middle 31 2 768 672 2,6       7 198,5    

Economy 61 5 448 032 1,3       7 082,4    

Total 100% 8 931 200 1,9    16 710,3    

Calculations were made on the basis of: Annual statistics digest of RT 2018, p.27, Statistical agency under the 
President of the Republic of Tajikistan and results of questionnaire survey.  
 
As we can see from table 3.2 the main volume of socks and hosiery products demand is  for the 
middle and economy segments.   
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Market demand for these goods in monetary terms is represented in table 3.3. As we can see 

the total volume of this market segment is $9,8 mln. , but almost all of this demand is covered 

by external suppliers.  

 
Table 3.3 – Market volume of socks and hosiery products in 2017, mln.$  

 

Consumer 
segment 

Volume of the 
segment, 

thousand pairs.  

Average 

price for one 

pair, USD 

Market 

volume, mln. 

USD. 

Premium        2 429,3    1,6 3,9 

Middle       7 198,5    0,50 3,6 

Economy       7 082,4    0,32 2,3 

Total    16 710,3    
 

9,8 

Calculations were made on the basis of: Annual statistics digest of RT 2018, p.27, Statistical agency under the 
President of the Republic of Tajikistan and results of the survey questionnaire.  
 
There are several domestic producers of socks and hosiery products and knitted goods in 
Tajikistan, but in spite of this the main suppliers of the market are producers from China, 
Turkey, Uzbekistan and Kyrgyzstan. Thus Turkey has a 75% share, China 15%, and other 
producers 10% of the total socks and hosiery products market in the premium segment rating 
from 10 to 30 TJS for one pair. In the middle segment rating from 5 to 10 TJS for one pair, 
Turkey possesses a 50% share, while China has 40%, Uzbekistan 5%, and other producers 5% of 
the market share. In the economy class segment with a rating from 2 to 5 TJS per pair,  China 
has a share of 70%, Turkey 20%, Uzbekistan 5%, and other producers have 5%.  
 
The main producers of knitted goods in Tajikistan are those enterprises which produce socks 
and hosiery products. These are LLC “Vahdat” (Yavan region), JSC “Nafisa” (Dushanbe), and 
hosiery factory “Navruz” (Zafarabadskiy district). Also producing underwear is LLC “Nohid” 
(Istaravshan) (table 3.4). 
 

Table 3.4 – Production volume of knitted wear and socks and hosiery products in 2017  
 

Name of enterprise 
Type of good 

produced 

Production 
volume in 

natural units  

Production 
volume in 
thousands 

USD 

LLC “Vahdat” (Yavan 
region) 

Socks and hosiery 
products, thousand 

pairs 
2 716,4 3 345,1 

JSC “Nafisa” (Dushanbe 

Socks and hosiery 

products, thousand 

pairs 
894 952,2 

Hosiery factory 
“Navruz” 
(Zafarabadskiy district). 

Socks and hosiery 

products, thousand 

pairs 
261 537,6 

Total       3872    4 940,9 

LLC “Nohid” Knitted wear,         101  950 
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(Istaravshan) thousand units 

Total      5 890,9 

Source: Industrial statistics digest 2017 (monthly), p.70, Statistical agency under the President of the Republic of 
Tajikistan , data of the Ministry of industry and new technologies of RT.  
 

3,872 mln. pairs of socks were produced in three enterprises of Tajikistan in 2017, which 
covered 23% of the total demand for socks and hosiery products. Because of the production of 
domestic producers related to economic segments, The price rates of cotton socks for men, 
women, and children produced in the country is 1 to 4 TJS. But in monetary terms it is only 5, 
3% of the total market volume (figure 3.1).  
 
From the total volume of socks and hosiery products produced, 2 865 444 pairs made by LLC 
“Vahdat” were exported to Russia and Kazakhstan. Only 1 mln. pairs of socks were sold in the 
domestic market by local producers.   
 

 
 

Figure 3.1 – % Share of imported vs domestically produced  cotton socks 

Altogether, in 2017, there more than 18 thousand tons of cotton-yarn were produced, but the 
quantity of produced knitted fabric was only 9 tons. The finished knitted goods quantity 
(underwear, tee-shirts, undershirts pyjamas) was only 101’300 units, which is equal to 950 
thousand TJS. In addition,3872 pairs of men, women and children eco-friendly socks and 
hosiery products were produced for a total amount of 4,94 mln. TJS (table 3.4).  
 
Sportswear. The segments of the sportswear market include sports suits, sport breeches, t-
shirts shorts, sports jackets, windbreakers, tops, sweatshirts, leggings, swimsuits, etc. 
 
According to the statistical data of the Customs Service under the Government of the Republic 
of Tajikistan, imports of “sports suits, skiing, swimwear and other clothing items” (code CN FEA 
6211) in 2017 amounted to 75,719 kg, for a total of $788,166, while exports amounted to 145 
246 kg, for a total of $1,454,0275.   
 
To assess the volume of the sportswear market, the method of the principal component was 
used. According to this method, to assess the volume of the market, the most frequently 
purchased types of sportswear are selected, which compose the major part of the total market 

                                                           
5
 
5
‘Express-information on export and import of important goods of RT 2017-2018, 

http://tamognia.tj/index.php/2018-06-12-04-34-10/2018-06-14-07-44-16/2018-06-14-07-46-17 

23% 

77% 

Total production in RT, %

Total need,%

http://tamognia.tj/index.php/2018-06-12-04-34-10/2018-06-14-07-44-16/2018-06-14-07-46-17
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volume. These items are gym suits, sport breeches, and tee-shirts. They are estimated to 
account for about 90% of the total sportswear market. It is assumed that the remaining 10% of 
the market consists of sports pants, shirts, shorts, hats, etc. 
 
The following assumptions are made in the calculations. As buyers of sportswear, only the 
population of working age and older than the working age were taken into account, as they can 
be accounted as a major part of sportswear buyers. Prices for sportswear for men, women and 
adolescents are assumed to be the same, prices differ only in different segments: high, medium 
and economy. 
 
The proportion of the population that possesses these types of sportswear in their wardrobe, 
as well as the frequency of purchase of these types of sportswear were determined from the 
results of the survey questionnaire. Prices for different types of sportswear for various market 
segments, high, medium and economy, were obtained by interviewing customers of different 
market segments, sellers of stores and retail outlets of the trading centers “Sadbarg”, 
“Dushanbe Mall”, “Saodat”, “Dushanbe Shahr” and the bazaars of “Korvon”, “Mehrgon”, as 
well as local central bazaars of the cities of Bokhtar and Kulyab, as well as the markets of 
“Somon”, “Atush” and other outlets of the Sughd region. During calculations of  the weighted 
average prices for each type of sportswear, the shares of segments of 8%, 31% and 61% were 
respectively taken into account(table 3.5). TJS converted into USD at the rate of the National 
Bank of the Republic of Tajikistan for 2017. 

 

Table 3.5 – Apparel cost in different price segments of the sportswear market of Tajikistan 

 

Types of clothes 
 

Share of 
price 

segment,
% 

Price 

TJS USD 
Weighted 
average, 

USD 

  
  Gym suits 
 

100 
  

 
29,2 

8 1200 127,7 

31 310 33,0 

61 135 14,4 

 
  
  Sport breeches  

100 
  

 
10,1 

8 380 40,4 

31 140 14,9 

61 35 3,7 

 T-shirts 

100 
  

 
5,6 

8 235 25,0 

31 70 7,4 

61 20 2,1 

Note: Prices for sportswear are taken from Adidas stores, Fashion stores, outlets, “Sadbarg” trading center, 
“Saodat” stores, “Korvon”, “Somon”, “Atush” retail outlets, etc. 

 

Taking into consideration these conditions, the annual market volume for this type of 
sportswear can be defined by multiplying the demand for sportswear, the frequency of 
purchase of this types of clothes and the weighted average price of each type of sportswear. 
 
The number of male and female population in the working age range is 5,38mln. people, older 
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than the working age range 487.8 thousand people, a total of 5,867,500 thousand people6. 
According to a survey questionnaire, 22% of the population has a gym suit in their wardrobe, 
31% have sport breeches,and 29% have sports tee-shirts. The annual demand for sportswear 
will therefore be 1,290.9 mln. sets, in sport bridges - 1,819 thousand, and in t-shirts - 1,702 mln. 
pieces (table 3.6). 

 

Table 3.6 – Estimate of the volume of the sportswear market in Tajikistan 
 

Types of sports clothes 
Requirement, 

thousand 
pieces 

Purchase 
frequency, 

pieces per year 

weighted 
average 

price, dollars 

Volume, 
million 
dollars 

Sports suit 1291 0,17 29,2 6,4 

Sport breeches  1819 0,25 10,1 4,6 

Sports shirts 1702 0,33 5,6 3,1 

Others (about 10%)    1,5 

Total 

  

 15,6 

 
As can be seen from table 3.6, the total volume of the sportswear market is $15.6 million  per 
year. This includes sports suits worth$6.4 million, sports breeches $4.6 million , sports t-shirts 
3.1 million, and other types of sportswear (sports pants, shirts, shorts, hats etc.) $1.5 million. 
 
3.4 School uniforms 
 
The Ministry of education and sciences of Tajikistan has recommended implementing the 
unique standard of school uniforms for all school children of the country. School uniforms are 
mostly produced domestically. We can suppose that this decision will make the school 
wardrobe of schoolchildren wider, and as a result contribute  to the growth of market volumes.   
 
Calculations for the production and market volumes of school uniforms for girls and boys are 
represented in annex 7, 9-11. In accordance with statistical reports there are 1 906, 3 thousand 
children studying in country schools. There are 914, 5 thousand girls and 991, 8 thousand boys. 
There are 839,7 thousand pupils of 1-4 sizes (elementary school), 816 thousand of 5-9 sizes 
(secondary school) and 250,6 thousand pupils of 10-11 sizes (high school). For estimations of 
the school uniform demand, the kit of school clothe suits for girls and boys was accepted( 
tables 3, 7).   
 

Table 3.7 – Prices for 1 set of a school uniform for pupils of 1-11 sizes,  2018 
 

Sizes 
Prices for 1 set of school uniform, TJS 

For girls For boys  

1-4 380 220 

5-9 410 250 

10-11 460 300 

Source: Pricelist of sewing factory “Nassojii Tojik”, 2017   

                                                           
6
 Annual statistics digest. Statistical agency under the President of the Republic of Tajikistan. 2018, p. 27 
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In accordance with estimations, the total demand for school uniforms in general education 
schools of the country is 1 906 300 kits (at a rate of 1 kit per year), where 914500 kits are for 
girls and 991800 kits are for boys. The approximate calculated volume for school uniforms 
demand in the country is $56 mln. per year (table 3.8).  
 
It is necessary however to take into consideration that families with many children cannot 
afford to buy a school uniform for all children at once. Also, small children usually reuse the 
uniforms of their older siblings. Therefore, we can suppose that the market volume of school 
uniforms amounts to 46-47% from the calculated demand and is approximately worth $26 mln.  
 

Table 3.8 – Market volume of school uniforms in Tajikistan  
 

 Demand for 
school uniforms, 

kit 

Prices for school 
uniforms, TJS 

Market  

mln. TJS mln. USD 

Number of 
pupils in total 
 

1906300 258,5 492,8 56,0 

Girls 914500 288 263,4 29,9 

boys 991800 178,5 177,0 20,1 

Calculations were made on the basis of: Annual Statistics digest of RT. 2018. p. 46, Pricelist of LLC “Nassojii Tojik”, 
2017.   

 
There are 7 big, 5 middle-sized, and 33 small sewing factories in Tajikistan, which produce 
school uniforms. 17 of them are located in the Sughd region, 17 in the Khatlon region, 4 in 
Dushanbe, 6 in the regions of Republican Subordination, and 1 in the Gorno-Badakhshan 
Autonomous Region (GBAR).   
 
There were 193 642 kits of school uniforms produced in 2017 by domestic producers, of which 
87’440 kits for girls and 106’202 kits for boys worth a  total amount of 46 226 000 TJS. In 
comparison with 2016, the growth rate amounted to 136, 3% (annex 7). The listed production 
capacity is 10, 2% in natural terms, and 6, 6% in monetary terms for the total demand in school 
uniforms in the country. The rest of the volume of school uniforms is imported from other 
countries, mainly from China, Turkey, Kyrgyzstan and Uzbekistan.    
 

For the assessment of the import structure of school uniforms, the survey was conducted in the 

biggest apparel selling points i.e. the “Korvon”, and “Mehrgon” markets (bazaars), trading 

centers “Sadbarg”, “TSUM”, “Saodat”, hypermarket “Auchan” and other middle and small 

selling points in Dushanbe, Khujand, Bokhtar, Kulyab and Sughd, Khatlon, Gorno-Badakhshan 

Autonomous region. 

The analysis has shown that of internal market segments for school uniforms is distributed 
among suppliers as follows: China 46%, Turkey18%, Kyrgyzstan 16%, Uzbekistan 5%, Russia, 
Byelorussia and Kazakhstan 4,8%. Domestic producers in the internal market of school uniforms 
amount to 10,2 % (figure 3.2).    
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Figure 3.2 – % Structure of the import of school uniforms  
 
 

  

46 

18 

16 

10,2 

5 
4,8 

China

Turkey

Kyrgyzstan

Local production (RT)

Uzbekistan

RF, Kazakhstan, Belarus, etc.)



28 
 

4. PRICES IN DIFFERENT SEGMENTS OF THE APPAREL MARKET  
 

Within the framework of this analysis,, a survey questionnaire of prices in different segments of 
the apparel market of Tajikistan was conducted. For the analysis of prices four separate groups 
in every segment were chosen from a wide range of clothe types, namely: menswear, 
womenswear, children apparel and sportswear. Four shops/selling points with a range of 
frequently purchased types of clothes were interviewed for each segment.    
 
The main companies and brand shops i.e. hypermarket “Auchan”, separate shops and selling 
points in TC “Sadbarg”, TC “TSUM”, TC “Sitora”, TC “Nur” (Khujand), and separate selling points 
in “Korvon”, “Mehrgon”, “Hoji Sharif” (Bokhtar), “Somon” )Khujand, central markets of Kulyab, 
Khujand, Khorog and RRS were interviewed. The questionnaire for express analysis of shops 
and selling points is represented in annex 12. The results of the analysis are represented below 
including selling points of listed segments and range of goods, approximate sales volume and 
price rates for the main range of goods. The results of the assessment are presented in annex 
13.   
 
4.1 High and premium clothes segment   
 
This segment of the market is represented by brand and company shops, which suggest a wide 
range of goods of premium brands from Europe, USA and Turkey. Inter alia: 
   

Shop “Classic” 
 

“Classic” shop represents a wide range of brand for womenswear made in Turkey and is 
concentrated in upper high, high and premium segments.  
 
Address: Dushanbe, Rudaki Avenue 
 

Range of goods: suits, dresses, denim blue trousers, coats, scarves, jumpers, underwear etc.   
 

Approximate sales volume: 50 items in a month. Approximate cost of one-time purchase: 1200 
TJS 

Price range of the main assortment: 

# Product desciption 
Price range 

(TJS) 

1 Suits 700-1000 

2 Dresses (knitted) 700-1200 

3 Coats 1000-2500 

4 Skirts 400-800 

5 Tights 50-100 

5 Jampers  450-750 

6 Scarves 150-200 

7 Trousers 100-250 

8 Socks 20-40 
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Pierre Cardin  
 

The brand shop “Pierre Cardin”, which has been operating in Tajikistan since 2014, 
offers a wide selection of menswear items, which is distinguished  by its 
practicality and design approach and creation of exclusive collections. 

Address: 91, Rudaki av., Dushanbe sity 

Assortment of production: Suits, Shirts, jean trousers, winter jackets, coats, jumpers/pullovers, 
underwear, socks, etc. 

Approximate sales:  30 items/month,     Approximate amount of purchase: 2500 TJS 

Price range of the main assortment: 

# Product desciption 
Price range 

(TJS) 

1 Suits (set) 3000-8000 

2 Shirts 300-450 

3 Coats 2500-4500 

4 Winter jackets 800-1300 

5 Jeans trousers   250-350 

5 Jumper  300-600 

6 T-shirts (polo) 200-350 

7 Underwear 60-80 

8 Socks 30-50 

 
Royal Kids (Children’s World) 

Royal Kids is one of the largest Dushanbe brand shops which specializes in the 
sale of children's clothing and toys (children's world). The store is focused on 
higher middle and higher segments of the market. 

Address: 47, Druzhbi Narodov str., Dushanbe («Dushanbe Mall») 

Assortment of production: puffy coats, winter jackets, jumpers, dresses, underwear, sets for 
newborns, socks, gloves, winter hats, elegant clothes, trousers, etc. 

Approximate sales: 500 items/month, 

Approximate amount of purchase: 350-400 TJS 

Price range of the main assortment: 

# Product desciption 
Price range 

(TJS) 

1 Coats (children puffy jackets) 130-610 

2 Underwear 15-65 

3 Trousers 60-150 

4 Shirts 50-130 

5 Winter hats 50-98 

6 Jumpsuits  280-660 

7 Dresses 120-250 

8 Socks 9-22 

9 Jumpers 60-120 
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Adidas  
 

 The “Adidas” shop is a branded store for sportswear of the high and 
premium segment market in Tajikistan.  

Address: 47, Druzhbi Narodov str., Dushanbe («Dushanbe Mall») 

Profile of the store: Sportswear and accessories 

Assortment of production: Sports suits, t-shirts, breeches, parkas, shorts, winter jackets, winter 
hats, socks, hoodies, sweatshirts, etc. 

Approximate sales: 25-30 items/month, Approximate amount of purchase: 500 TJS 

Price range of the main assortment: 

# Product description 
Price range 

(TJS) 

1 Sport suits 980-1600 

2 Breeches 485-750 

3 T-shirts 190-500 

4 Winter jackets    900-2500 

5 Parkas 500-1200 

6 Hoodies 520-1600 

7 Sweatshirts 700-1100 

8 Winter hats 200-500 

9 Socks (3x) 75-180 

 

 
4.2 Middle segment 
 

The middle segment is represented by stores which sell non-branded clothing or clothes of 
several brands of the middle segment, as well as brand shops of the middle segment. Among 
them are the following: 

 

“Milano Moda” Store 

“Milano Moda”- are shops for men, women and children clothing of the 
middle and economy class, owned by the local company LLC "Milano 
Trading". 

Address: г.Dushanbe, Ayni str., 46 

Assortment of production: Suits, shirts, Jeanswear, winter jackets, coats, jumpers, dresses, 
pantyhose, underwear, socks, etc. 

Approximate sales: about 400 items/month, Approximate amount of purchase: 300 TJS 
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Price range of the main assortment: 

# Product description 
Price range 

(TJS) 

1 Suits  900-3500 

2 Shirts 90-280 

3 Coats 700-1200 

4 Winter jackets 400-700 

5 Jeans trousers 160-350 

5 Jumpers  180-330 

6 T-shirts (polo) 90-200 

7 Underwear 60-70 

8 Socks 8-25 

LCWaikiki   

LC Waikiki is a Turkish clothing retailer of the middle 
and economy class segment for the whole family. The 
company sales network consists of 787 stores in 36 
countries in the world. In Dushanbe there are two            

                                                                         stores of the brand. 

Address: 47, Druzhbi Narodov str., Dushanbe (Dushanbe Mall) 

Assortment of production: a wide range of men and women suits, dresses, jeanswear, coats, 
scarves, jumpers, underwear, etc. 

Approximate sales: 350-400 items/month, Approximate amount of purchase: 150 TJS 

Price range of the main assortment: 

# Product description 
Price range 

(TJS) 

1 Suits  250-400 

2 Dresses (kniited) 140-280 

3 Coats 450-550 

4 Skirts 200-300 

5 Tights 30-80 

5 Jumpers  120-300 

6 Scarves 65-120 

7 Trousers 100-250 

8 Socks 8-18 

 

LCWaikiki (children clothing) 

Assortment of production: a wide range of children clothing including puffy jackets, winter 
jackets, jumpers, dresses, underwear, sets for newborns, socks, gloves, winter hats, elegant 
clothes, trousers, etc. 

Approximate sales: about 320 items/month  

Approximate amount of purchase: 200-300 TJS 
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Price range of the main assortment: 

# Product description  
Price range 

(TJS) 

1 Coats (puffy jackets) 200-550 

2 Underwear 20-40 

3 Trousers 60-120 

4 Shirts 50-130 

5 Winter hats 35-75 
6 Jumpsuits 180-320 

7 Dresses 85-250 

8 Socks 6-20 

9 Jumpers 55-180 

 

LiNing 

“Li-Ning” is a Chinese brand and one of the world's leading manufacturers of 
sportswear, shoes and accessories in the middle and economy class segments. 
There are 3 brand shops of “Li-Ning” in Dushanbe. 

 Address: 47, Druzhbi Narodov str., Dushanbe (Dushanbe Mall) 

Profile of the store: Sportswear and accessories 

Assortment of production: various sports goods (basketball equipment, clothing and 
accessories for sports and recreation), sports suits, t-shirts, breeches, jackets, shorts, winter 
jackets, winter hats, socks, hoodies, sweatshirts, etc. 

Approximate sales: 200 items/month, Approximate amount of purchase: 300 TJS 

Price range of the main assortment: 

# Product description 
Price range 

(TJS) 

1 Sport suits 250-480 

2 Breeches 180-244 

3 T-shirts 70-250 

4 Winter jackets    300-180 

5 Hoodies 180-300 

6 Jackets 200-350 

7 Sweetshirts 160-350 

8 Winter hats 80-190 

9 Socks 25-50 

 

4.3 Economy class segment  

The largest place where clothing of the economy class can be found is the “Korvon” market (bazaar). 
This is the largest wholesale and retail apparel market in Tajikistan, and is located on the outskirts of 
the capital and occupies an area of approximately 14 hectares. More than 20 thousand sellers work in 
the “Korvon” market, according to some experts, its attendance can reach up to 100 thousand 
customers per day. About 70-75% of the demand of the population of Dushanbe city, DRS, Khatlon 
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region, GBAO in the men, women and children clothing of the economy class segment is met by this 
market. The market is composed of the wholesale sector (wholesale lines) and retail sector (retail 
lines and stores). In the retail sector there are special stores (for example, “Elegant”), which sell men, 
women, and children sportswear, of relatively good quality, made in Turkey, China, and Kyrgyzstan, at 
a higher price compared to wholesalers and retail lines. Furthermore, in lower parts of the “Korvon” 
market are the sale points, withclothing  at the price ranges of the economy class segment. 

Address: 10, Shamsi str., Dushanbe city 

Assortment of production:  full assortment of men, women and children clothing  
 
 

Price range of the main assortment of clothing: 

# Product description 
Price range 
(wholesale 

lines) 

Price range 
(retail lines) 

Price range 
(retail shops) 

Women’s clothing 

1 Suits 150-250 220-300 280-400 

2 Dresses (knitted) 150-200 220-250 280-400 

3 Coats 400-800 700-1300 900-1800 

4 Skirts 180-240 220-300 280-350 

5 Tights 30-50 40-70 60-100 

5 Jumpers  250-300 280-450 350-600 

6 Scarves 45-85 60-110 75-160 

7 Trousers - 280-350 320-450 

8 Socks 5-15 12-25 18-35 
 

Men’s clothing 

1 Suits (set) 300-700 400-800 900-1200 

2 Shirts 40-90 50-100 90-150 

3 Coats 300-600 450-800 900-1800 

4 Winter jackets 180-350 200-400 400-1000 

5 Jeans trousers   60-100 80-120 120-240 

6 Jumper  80-120 100-160 200-350 

7 T-shirts (polo) 30-70 60-100 100-150 

8 Underwear 16-30 25-40 40-90 

9 Socks 2-10 4-15 15-50 
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Children’s clothing 

1 Coats (puffy jackets) 120-230 200-270 220-320 

2 Underwear 30-45 40-60 50-70 

3 Trousers 50-80 70-110 100-180 

4 Shirts 30-65 55-85 70-110 

5 Winter hats 20-30 25-45 40-65 

6 Jumpsuits 90-110 100-160 140-280 

7 Dresses 55-90 70-120 85-160 

8 Socks 2-8 6-15 12-25 

9 Jumpers 60-80 75-95 80-160 
 

Sportswear 

1 Sport suits 140-220 200-280 260-350 

2 Breeches 60-90 85-150 130-200 

3 T-shirts 40-70 60-110 95-180 

4 Winter jackets    200-500 400-750 600-950 

5 Hoodies 110-150 130-200 180-230 

6 Jackets 120-200 150-300 220-450 

7 Sweetshirts 60-90 85-120 95-180 

8 Winter hats 25-45 35-65 50-90 

9 Socks 10-18 15-30 25-60 
 

 

4.4 Segment of the second hand clothing   
 

It is known that the global second-hand market is estimated at $4-5 billion per year. According 

to experts, the second-hand market is growing annually by 11%. Only in Europe about 100 
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thousand people are employed in the field of clothes processing. In Tajikistan this segment of 

the market appeared after the collapse of the USSR and still continues to operate. The clothing 

of this segment comes to the country mainly from Germany, Italy, Poland and other European 

countries. In each major city, there are 3-5 outlets, where small-scale wholesale trade in 

clothing of this market segment is organized.  Second-hand clothing is imported in bales of 45-

55 kg, at a price of about $10-20 per kg. Most of this import is registered at customs as 

humanitarian aid and sold in stores to small wholesalers by weight. Further, second hand 

products are retailed to the population by unit items. 

 

There is also a domestic market for the second-hand clothing segment, where clothing is mainly 

collected free of charge or at low prices from the population and sold in open-air markets, 

mainly in the districts. In general, this segment of the market is insignificant in volume. 
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5. PROMOTION, DISTRIBUTION AND SALE OF APPAREL 
 
5.1 Product promotion channels  
 
Product promotion channels play an important role in raising buyer awareness of trends in the 
apparel market and in sales growth. Interviews with clothing store managers, customers, and 
advertising agencies have enabled the identification of the main channels of promotion in the 
apparel market of Tajikistan. These are advertisements on television, TV screensavers and radio 
stations in the regions. Furthermore, print advertising uses such tools as banners, non-standard 
banners, booklets, firm product catalogues, business cards. 
 
Internet advertising began to be used through the development and presentation of company 
web sites, social networks and instant messenger platforms (public chats). Other types of 
promotion are the organization of shares, social networks, and distribution of discount / saving 
cards. A further effective channel of promotion is the organization and operation of company 
stores, where discounts are often used for regular customers. 
 
In recent years, study tours, participation in international and regional exhibitions and fairs, 
SMS-mailings etc. have been organized. And, of course, word of mouth also remains an 
effective channel. The main promotion channels are presented in Table 5.1. 
 

Table 5.1 – Main channels of promotion in the apparel market of Tajikistan 
 

# Promotion channels Usage characteristics 

1 Advertisement in TV and Radio stations 

 TV video The Image advertising is mainly used 

 TV screensaver Practiced in local channels 

 
Radio stations in regions 

Actively used during conducting promos and marketing 
campaigns 

2 Print advertising 

 Standard and non-standard 
banners  

Mostly in indoor markets 

 Booklets Most of the brand shops have booklets 

 Company catalogs Many brand stores have company catalogs. 

 Business cards Many brand stores have business cards 

3 Internet 

 
Company websites 

Most of the manufacturing companies have their own 
websites.  

 Social networks and 
messengers (public chats) 

Daily posts in Viber, Facebook, Instagram, etc. especially 
during competitions and promotions 

4 Company souvenir advertising  

 
Company bags  

Most of the brand stores have their own branded bags and 
packages. 

5 Other types of promotion  

 Promotionss and actions Actively held during holidays, especially in Ramadan 

 Discount cards Many stores successfully use this channel. 

 Outlet (company) stores Effective product promotion channel in Tajikistan 

 Video Actively used during promotions 

 Discount for regular customers Used by many brand shops 

 Study tours Often is organized for industry manufacturers 
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# Promotion channels Usage characteristics 

 Participation in international 
and regional trade fairs and 
exhibitions  

Participation in annual trade fairs and exhibitions 

 SMS-mailings Used by many stores 

 Word of mouth  Still highly popular 

 

The analysis of sales promotion strategies leads to the conclusion that advertising in Tajikistan 
is primarily informative. This type of advertising creates more primary demand, creates 
awareness of the product, and sometimes allows consumers to remember the brand. Few 
advertisments are aimed at explaining the benefits of a particular type of product using the 
opinions of specialists and experts on clothing. Most of clothing buyers in Tajikistan make 
decisions on whether to purchase a product based on word of mouth. 
 
Research thus shows that the majority of participants in the apparel market in Tajikistan, with a 
few exceptions, do not actively apply promotion strategies and marketing methods. Nowadays, 
the market is favourable to the one who is able to create an image that matches consumer 
demand and delivers products that match this image as soon as possible. To adapt to the 
requirements of the market, participants should change their strategic marketing system. The 
priority should be to identify the most promising segments and price niches of the apparel 
market, identify and understand the portrait of average consumers, their needs and meet the 
market requirements in a short time. 
 
This is also necessary because today, clothing is increasingly becoming not just a functional 
thing, but also a means by which people want to indicate their belonging to a certain social 
group. The apparel market and the corresponding advertisement methods are no longer 
suitable for these purposes. Consumers are increasingly buying clothes in fashion stores. Under 
these conditions, the most pressing problem for the participants of the apparel market in 
Tajikistan is choosing the right marketing strategy and methods for promoting their products. 
Strategies aimed only at price reduction continue to be important, but are no longer effective. 
Today, a good ratio of indicators "price - quality" no longer ensures success. The consumer is 
ready to buy not only good quality at a reasonable price, but he also needs a product that 
would logically fit into the buyer's social system. Clothing must reflect an appropriate status 
level, must form an image that is close to the buyer. This is achieved through the active use of 
marketing methods, the creation and promotion of the brand. 
 

5.2 Product Distribution 
 

Distribution refers to a conscious choice by the manufacturer of the means and methods of 
delivering its products to the final customer. In Tajikistan, the following categories of 
participants are involved in the distribution of clothing to the domestic market: merchant 
wholesalers, medium and small sellers (shuttles), and local clothing manufacturers. The 
functions of each of these market players is described in more detail below. 
 

1) Merchant wholesalers. Merchant wholesalers have great opportunities, finance, 
warehouses, shops and retail outlets. They communicate with manufacturers, wholesalers, 
logistics companies of exporter countries, have extensive experience in product distribution, 
interact with middle and small wholesalers, retailers, are well aware of market conditions, 
demand and needs of different segments of the market. 
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On the basis of the concluded contract, a merchant wholesaler buys clothing from 
manufacturers, wholesale points, completes a group of goods and delivers to the warehouse of 
a logistics company. By a separate contract, the logistics company delivers products to the 
border of Tajikistan, after customs clearance the products are delivered to warehouses of the 
wholesaler. 
 

From the wholesaler warehouse, goods are delivered and distributed between middle and 
small wholesalers, as well as retailers. Following the example of the “Korvon” market, many 
middle and small wholesalers have container warehouses. When buying products from the 
warehouse of a merchant wholesaler, they store goods in their warehouses (containers) and 
then sell them to retailers who have sale points in markets, shopping malls and then to the final 
consumer. 
 

Retailers and small and middle wholesalers communicate to merchant wholesalers information 
on demand and customer preferences for design, assortment, size, composition, price, product 
quality, and based on this they form orders for purchasing new batches of clothing, Figure 5.1. 
 

 
Figure 5.1 – Supply and distribution of clothing to the domestic market of Tajikistan 

 by merchant wholesalers 
 

2) Middle and small sellers of clothing. The middle and small clothing sellers, and shuttle 
traders are the largest group of entrepreneurs engaged in the sale of clothing in the domestic 
market. A large number of them have their own small warehouses (containers) and selling 
shops. These shops are located in large wholesale and retail markets such as “Korvon”, 
“Mehrgon”, “Sakhovat”, shopping malls “Saodat”, “Sadbarg”, and middle and small shops in 
Dushanbe, Khatlon, Sughd, GBAO and DRS. 
  

They meet daily with customers, study their demand and preferences, and are aware of 
consumer behavior in all market segments, gender and age groups. Several times a year, 
especially during sales seasons, they travel to China, Turkey (i.e. to “Laleli”- the wholesale 
market in Istanbul), Kyrgyzstan (“Dordoi”-the large wholesale trade market of clothing), 

Retailers 

Tajikistan Clothing exporters to Tajikistan (China, 

Turkey, etc.) 

Merchant 
wholesaler 

Producer, 

wholesale markets, 

wholesale shops, 

distributors, retail 

stores 

Formatio

n supplies 

of clothes 

(Order) 

Logistic 

company 

Customs Whole
saler's 

sto-
rage 

Aver
age 

distr. 

Small 
distr. 

 

Shop
s 

Trade 
cente

rs 

End-user 



39 
 

Kazakhstan (the specialized economic zone “Khorgos - Eastern Gate”), UAE, India, Russian 
Federation and other countries for sourcing small quantities of clothing. Being engaged in 
buying and selling clothes, they have gained experience, know clothing manufacturers , 
wholesale stores, wholesale apparel markets well, where the required range of models of 
clothing can be sourced by type, size, price and quality, meeting the demand of buyers in all 
segments. 
 

After purchasing, the batches of clothes are packed and delivered to logistic company 
warehouses. After 10-15 days the goods are received in the warehouses of Dushanbe, Khujand, 
Bokhtar, Kulyab, Khorog cities and in other regions of the country. 
 
sSllers (shuttle traders) then distribute preliminary orders to individual customers and buyers 
(including their relatives, friends, acquaintances), the rest of the goods are sold in retail outlets, 
Figure 5.2. 
 

 
Figure 5.2 – Supply and distribution of clothing to the domestic market of Tajikistan  

(by small and middle sellers, shuttle traders) 
 

Figure 5.3 shows the delivery and distribution of clothing to the domestic market of Tajikistan 

to brand shops and outlet stores. 
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Figure 5.3 – Supply and distribution of clothing to the domestic market of Tajikistan 

  (by brand shops and stores) 
 
3) Local manufacturers. The local manufacturers of ready-made garments include LLC 
“Nassochii Tojik”, LLC “Yokut-2000”, OJSC “Gulistoni Dushanbe”, LLC “Vahdat”, LLC “Nohid”, LLC 
“Giavoni”(“Carrera”), LLC “CATH” (Carrera) , LLC “Ortex” and others. They sell products in their 
company stores. The local manufacturers like LLC “Nohid”, OJSC “Gulistoni Dushanbe”, LLC 
“Vahdat”, LLC “Ortex”, on the basis of agreements, sell part of their finished products in the 
hypermarket “Auchan” in Dushanbe. Some local manufacturers have warehouses (containers) 
in the “Korvon” wholesale market, where they gather finished products and sell them at 
wholesale and retail. This is due to the fact that most of retail outlet owners from regions, 
including Sughd, Khatlon, GBAO and DRS, source the major part of their clothing from the 
“Korvon” wholesale market.  
 

Table 5.2 – Assessment of the proportion of clothing store types                                                                 

in Dushanbe and Bokhtar cities 

# Types of outlets Main outlets Segments Share in sales 

Dushanbe 

1 Brand shops 
Pierre Cardin, Kanzler, Polo Assn, 
Mexx and others. 

High and 
premium 

class, middle 
class 

8,5% 

2 
Shops and points of 
sale for clothes in 
shopping malls 

"Dushanbe Mall", "Sadbarg", 
"Saodat", "Poytakht", "Dushanbe", 
"FMD", "Sitora" 

High, middle, 
economy 

class 
16% 

3 
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"Auchan" 

Clothing sector 
middle, 

economy 
class 

0,5% 
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# Types of outlets Main outlets Segments Share in sales 

4 
Indoor apparel 
markets 

«Korvon» (wholesale market) 
«Korvon» (retail) 
«Sakhovat», «Mehrgon», 
«Vodonasos», etc. 

Middle, 
economy 

class 
75% 

г. Bokhtar Bokhtar 

1 Shops 
“Mirage”, “Istanbul”, “Iskandar”, 
“Elegant”, “Firdavs”, etc. 

High and 
premium 

class, middle 
class 

16% 

2 
Indoor apparel 
markets 

Apparel market "Hoji Sharif", the 
central apparel market "Farovon" 
Bokhtar 

Middle, 
economy 

class 
84% 

 

5.3 Apparel sales channels 
 

Characteristics of apparel distribution channels in Tajikistan. The main distribution and sales 
channels of apparel in Tajikistan are open-air markets, indoor markets, separate stores and 
other outlets. They are followed by general stores (stores with a mixed assortment of goods) 
and retail chains. At the moment, there are no major changes in the structure of distribution 
channels, however, there is a tendency for a decrease in the share of open-air markets and an 
increase in the share of general stores and retail chains. 
 
The residents of the capital and major cities mainly buy clothes in brand shops and outlet 
stores, indoor markets, shopping malls and order clothing for tailoring. The population in 
villages buys clothing mainly from open-air markets, indoor markets, and also orders tailored 
clothes from local tailors and seamstresses. The development of such channels as ordering of 
clothing through public chat rooms and Internet trading platforms is typical only for residents 
of large cities. 
 
Open air markets. The open-air markets operate in all regions of the country. In these markets 
there is a mix of trade, both of food products and non-food products, but in rural areas open air 
markets are the main distribution channel for clothing. Most markets operate 1 - 2 times a 
week on certain days. For consumers of this sales channel, the price is the most important 
factor of purchase. 
 
Indoor (covered) markets. The Indoor market is a covered area where a specialized apparel 
market is organized, and where trading is carried out in small stores, usually built from 
containers. Such markets operate daily and offer clothing of both the lower price segment and 
medium price segment, and in the capital and large cities also in the expensive segment. For 
consumers of this sales channel, the main factors of purchase are the assortment and price.  
The quality of goods is also an important factor. 
 
General stores (stores with a mixed assortment). In the context of clothing retail, these are the 
stores that sell both food and non-food products (supermarkets, malls, hypermarkets). In large 
cities, hypermarkets and supermarkets increase their competitiveness in the clothing segment. 
For example, you can find clothes for the whole family in the “Auchan” hypermarket 
(Dushanbe). Many large supermarkets have clothing trade departments. In hypermarkets, it is 
easier to offer a wide range of clothing options, due to the large space for sale. The main buyers 
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of this clothing distribution channel are price-sensitive consumers with low purchasing power. 
This channel will slowly be expanded by the increasing number of hypermarkets and 
supermarkets in the country and will become a competitor of open-air markets in urban 
environments. 
 
Individual (autonomous) clothing stores. The individual (autonomous) store is not part of the 
trading network (or trading networks). These types of stores account for a significant part of 
clothing salesin the apparel market. As a rule, they are located in shopping malls, as well as 
separately on the central streets of cities and districts. They sell clothing of one or various 
brands. There are specialized men, women and children stores. 
 
Retail chains on selling clothes. In Tajikistan, this distribution channel is underdeveloped, 
foreign retailers are just starting to enter the market (“LC Waikiki”, “Li-Ning”). The retail chains 
are small, in general 3-4 stores in the whole country. At the same time, national networks of 
clothing have just begun to develop actively in the market, some of which produce clothing 
themselves under their own brand, for example, “Ortex”, “Carerra”, “I am different”, etc. The 
main buyers of this clothing distribution channel are part of the urban population, mostly young 
people, with an average income level. 
 
Alternative distribution channels. Alternative distribution channels for clothing in Tajikistan 

include online trading through trade platforms (somon.tj, lalafo.tj, baraholka.tj, etc.), public 

chats in social networks, orders through foreign online stores (Amazon and AliExpress) and 

orders for goods delivered through catalogs (Faberlic, Avon, etc.). This clothing distribution 

channel is gaining popularity mainly in cities and among the young population, but it accounts 

for a small volume of sales. Apparently, one should not expect a sharp increase in this clothing 

sales channel in the near future, because of the conservatism of buyers in Tajikistan, who 

prefer to try on clothes before buying and are not used to the distance form of trade. Many 

retail chains, brands, and clothing manufacturers use this channel as an additional distribution 

channel. 

 

5.4 Structure of sales outlets 
 

The structure of places of sale shows the percentage shareof total sales for different areas such 
as, covered markets, open markets,stores or company stores. As demonstrated in the previous 
sub-section, common places to buy clothes for the population of Tajikistan are open markets, 
organized once or several times a week, covered markets, shops and specialty stores. Recently, 
Internet commerce has begun to expand, but its share is still insignificant in total sales. 
 
Table 5.3. presents the structure of places for sales for men, women and children clothing of 
residents of cities and villages. The data was obtained by means of a questionnaire of residents 
of the country. For clarity of comparison, the results are also reflected in Figures 5.4 - 5.6. 
 

Table 5.3 - Purchase locations 

 
Place of 

residence 
Covered 
market 

Open 
market 

Shops 
Company 

shop 
Total,% 

Man 

 

City, % 42 17 34 7 100 

Village, % 18 72 10 0 100 
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Woman 

 

City, % 53 6 36 4 100 

Village, % 4 89 7 0 100 

Children City, % 44 17 38 1 100 

Village, % 25 65 10 0 100 

        Source: Population Questionnaire Data 
 

According to the data, 42% of men living in cities buy clothes in covered markets, 17% in open 
markets, 34% in stores and 7% in branded stores. In rural areas, the situation is somewhat 
different, with 18% of men buying clothes in covered markets, 72% in open markets and 10% in 
stores. Thus, the majority of the urban population buys clothes in covered markets, with a 
share of more than 42% for the urban population. Most of the rural population purchases 
clothes in open markets, which account for 65% of all purchases in rural areas. 
 
Thus, the main places to buy men's clothing for the urban population are covered markets and 
shops. Open markets and branded stores make up a small amount of purchases, Figure 5.4. This 
can be explained firstly because of the inability of certain shops to fully meet the needs of this 
segment of buyers, and secondly because of the relatively high prices. 
 
Rural people mainly buy men's clothing in open and covered markets. About 10% of the 
population make purchases in stores, and there are practically no branded stores in rural areas. 
Although this is not reflected in the graph, the rural population buys most of the men's national 
clothing at the place of residence from local craftsmen. 
 
 

 

Figure 5.4 – Places to buy men's clothing 
 
Figure 5.5. presents the places of purchase of women's clothing by residents of urban and rural 
areas. As can be seen from this figure, the main places to buy women's clothing for the urban 
population are covered markets and shops. 
 
Moreover, the share of places of sale among the urban female population is greater than that 
of the male population. Shopping for women's clothing in retail stores and in open markets is 
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insignificant. Places for  purchasing women's clothing in rural areas are mainly open markets. 
Purchases in covered markets and in stores are insignificant. 
 

  

Figure 5.5 – Places to buy women's clothing 
 

Figure 5.6. shows the places of purchase for children's clothes for urban and rural residents. As 
can be seen from the figure, 82% of purchases of clothes for children are by urban residents in 
covered markets and shops. Open markets account for only 17% of purchases. The share of 
company shops is insignificant. 
 

 
 

Figure 5.6 - Places to buy children's clothes 
 
At the same time, 90% of clothes purchased for children by rural residents are from open and 
covered markets, and the share of open markets is much higher at 65%, withonly 10% of 
purchases being made in stores. 
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6. DEVELOPMENT FORECAST OF THE APPAREL MARKET OF TAJIKISTAN FOR 2025 
 

This chapter  presents the development forecasts for the apparel market of Tajikistan for 2025. 
Forecasts have been prepared on the basis of three economic development scenarios for  the 
country, which are reflected in the National Strategy Development of Tajikistan for the period 
until 2030. The first scenario relies on the inertia of the country’s development. The second 
scenario is based on industrial development trends, and the third takes the industrial-
innovative sector development. In the forecast calculations, it is assumed that the change in the 
average cost for clothes is proportional to the change in GDP per capita.  
 
6.1 Development of the apparel market under the inertial scenario 
 
The inertial scenario supposes that the agrarian-industrial development model will be kept in 
Tajikistan. For this development scenario, GDP growth in five years will amount to 3-4% 
between 2016 and2020, and 4-5% in from 2021 to 2025. 
 
Calculation results are represented in tables 6.1-6.3. Calculations were made on the basis of a 
two-factor model of development of the apparel market. It is assumed that market volumes 
depend on two main factors: 1) population (number of inhabitants) and 2) average cost rate per 
capita for clothes. In other words, apparel market volumes can be calculated by multiplying the 
population by the average cost per capita for clothes for a relevant period. The data on 
population growth rates and GDP growth rates per capita for the forecast period is taken from 
the National Development Strategy of Tajikistan for the period until 2030. The growth ratio of 
average costs for clothes per capita is assumed to be equal to the GDP growth ratio per capita 
over a relevant period.   
 
The development indicators  of the apparel market forecasts in Tajikistan are represented in 
the table 6.1 for the inertial development model of the country.   
 

Table 6.1 – Forecasts for average costs of the clothes and apparel market volumes for the 
inertial development scenario 

 

 

2017 2018 2019 2020 2021 2022 2023 2024 2025 

Population, 
thousand, people 

8931 9092 9272 9500 9642 9833 10027 10225 10490 

 GPD per capita, 
USD 

720,0 741,6 763,8 786,8 818,2 851,0 885,0 920,4 957,2 

Average cost for 
clothes, USD 

27,0 27,8 28,6 29,5 30,7 31,9 33,2 34,5 35,9 

Apparel market 
volume, mln. 
USD. 

241,1 252,8 265,6 280,3 295,9 313,8 332,8 352,9 376,5 

 
As we can see from the table,the average cost for clothes per capita will be $35,9 towards the 
end of the forecasting period, and the market volume will amount to $376,5 mln. The market 
expansion rate will be 1,6 in comparison with 2017.   
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6.2 Development of the apparel market under the industrial scenario   
 

The industrial scenario assumes successful implementation of current projects, recovery of 
current production capacity and start-up of new capacities. For the industrial scenario of the 
country’s economic development, the GDP growth rate will be 5-6% between 2016 and 2020 
and 6-7% between 2021 and 2025.   
 

The development indicators of  the apparel market forecast are represented in the table 6.2 for 
the industrial development model.  
 

Table 6.2 – Forecast of average costs of the clothes and apparel market volumes under the 
industrial development scenario 

 

  2017 2018 2019 2020 2021 2022 2023 2024 2025 

Population, in 
thousands 

8931 9092 9272 9500 9642 9833 10027 10225 10490 

GPD per capita, 
USD 

720,0 759,6 801,4 845,5 900,4 958,9 1021,3 1087,6 1158,3 

Average cost of 
clothes, USD 

27,0 28,5 30,1 31,7 33,8 36,0 38,3 40,8 43,4 

Apparel market 
volume, mln. 
USD. 

241 259 279 301 326 354 384 417 456 

 
As we can see from the table,  the average cost for clothes per capita will be $43,4 towards the 
end of the forecasting period, and the market volume will amount to $456 mln. The market 
expansion rate will be 1,9 in comparison with 2017. 
 
6.3 Development of the apparel market under the industrial-innovative scenario 
 

The industrial-innovative scenario takes an innovative development approach of the country’s 
economy, with the assumption  that the education system will be reformed with training of 
modern high-qualified experts. For the industrial-innovative economic development scenario , 
GDP growth rates for five years will be 7-8% between 2016 and 2020 and 8-9% from 2021 to 
2025. 
 
The development indicators of  the apparel market forecast in Tajikistan are represented in the 
table 6.3 for the industrial-innovative development model. 
 

Table 6.3 – Forecast of average costs of the clothes and apparel market volumes for the 
industrial-innovative development scenario 

 

  2017 2018 2019 2020 2021 2022 2023 2024 2025 

Population, in 
thousands 

8931 9092 9272 9500 9642 9833 10027 10225 10490 

GPD per capita, 
USD 

720,0 777,6 839,8 907,0 988,6 1077,6 1174,6 1280,3 1395,5 

Average cost of 
clothes, USD 

27,0 29,2 31,5 34,0 37,1 40,4 44,0 48,0 52,3 
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  2017 2018 2019 2020 2021 2022 2023 2024 2025 

Apparel market 
volume, mln. USD. 

241 265 292 323 357 397 442 491 549 

 
As we can see from the table, the average cost of clothes per capita will be $52,3 towards the 
end of the forecasting period, and the market volume will amount to $549 mln. The market 
expansion rate will be 2,3 in comparison with 2017. 
 
As we can see from these calculations, while the population in Tajikistan will increase from 
8,931 million in 2017 to 10,490 million in 2025. The apparel market volume in monetary terms 
is expected to reach between 3$17,5 to $508 million in 2025 depending on the country 
development model. 
 
 The choice of the country development model has an influence on the apparel market 
development outcome. The dominating tendencies of the apparel market in Tajikistan are as 
follows: dynamic market growth; increase of the middle price segment; rapid capital growth 
and hence  of regional apparel markets; increased popularity of shops with imptovements in 
their condition and appearance thereby attracting new segments of customers who prefer 
shops instead of apparel markets (bazaars); increase in consumer purchasing power shifting 
their preferences for branded clothes.  The process of change is clearly visible under the market 
model: where competition for goods  stimulates brand competition. In these conditions, market 
players and participants have to change their current schemes of management and marketing,  
to meet the everchanging requirements of the new market development models.. The priority 
is  to have a qualified and organized management structure able  to apply the right marketing 
strategy. It is necessary to change the “production concept” by developing a strategy that 
responds to consumer  needs and requirements.   
 
Achieving this and increasing the competitiveness of the sector  will require stronger 
collaboration among apparel market players.. One of several possible ways of consolidating the 
sector  is to establish a non-commercial structure, which will be dedicated to solving common 
matters of the apparel market. For example increasing market participant potential in 
management and marketing, coordination and lobbying of necessary legislative amendments 
for collective leadership, and solving other matters related to apparel import and export 
policies, price setting, taxes, fair competition and  strategy development in the context of 
Tajikistan’s apparel market globalization.  
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CONCLUSIONS AND RECOMMENDATIONS 
 
The study allows us to formulate the following conclusions and recommendations. 

1. The clothing market is one of the main segments of the national consumer market and plays 

a crucial role in the development of the modern economy of Tajikistan. This is due to the fact 

that the clothing market largely determines the development strategy of enterprises in the 

textile and clothing industry, which are key participants in this market. These enterprises and 

the industry as a whole are called upon to play an important role in transforming the country's 

economy from agrarian-industrial to industrial-agrarian, in accordance with the National 

Strategy for the Development of the Country until 2030. The development of the production 

and export potential of the textile and clothing industry, and the production of clothing, can 

quickly increase the number of jobs, optimize consumer demand, increase GDP, replenish the 

country's budget, and improve export-import ties. This market involves significant labor, 

material and financial resources. 

2. Clothing market in Tajikistan is developing dynamically. In 2017, the volume of the clothing 

market, in monetary terms, reached about 241 million US dollars. During the period from 2010 

to 2017, the market volume increased from $ 168.2 million to $ 241 million in comparable 

prices. At the same time, from 2010 to 2015, i.e. before the beginning of the crisis in Tajikistan, 

the annual growth rate of the clothing market reached 10–25% per year. Apparently, this was a 

result of long pent-up demand, as well as an increase in the level of real incomes of the 

population over the past 5 years. Despite the significant volume, the potential of this market is 

far from being mastered. Thus, in Russia, the existing annual clothing market is, according to 

various estimates, 170–260 dollars per capita, in neighboring Uzbekistan about 35-50 dollars, in 

Kyrgyzstan - about 30-35 dollars, while in Tajikistan this indicator is 25-30 dollars. This 

demonstrates its huge available potential. 

3. There are numerous factors that determine the development of the clothing market in 

Tajikistan. The main ones include the following. High population growth creates a constant 

demand in the clothing market. Increasing the purchasing power of the population. In the 

conditions of stratification of the population by income, some of them, having increased their 

income, are reoriented from low-priced goods to products of medium and high price levels. The 

growth of the culture of consumption is due primarily to the growth of incomes of the 

population. Gaining by market participants of the skills of active use of marketing campaigns on 

offering reasonable prices and a range of clothing for various consumer groups, which increase 

market demand. Activation of the role of the state in shaping the policy of demand for certain 

types of clothing: the revival of traditions and the promotion of wearing national clothes, 

corporate clothes, school dresses, etc. 

4. There are two main channels for the delivery of clothing to the market of Tajikistan - this is 

import and local production. Clothes in the markets of Tajikistan is imported from more than 

three dozen countries. However, about 94% of exports go to three countries - this is China, 

Turkey and Italy. China accounts for the bulk of imports, about 77%. About 16% of clothes are 

imported from Turkey, and 0.95% from Italy. The remaining part falls on other countries such as 

India, Pakistan, and part of European countries. Imports of clothing from European countries 

and the CIS countries is only 1.9% and 1.7%, correspondingly. 
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5. Most of the men's and women's everyday, official and sportswear is supplied to Tajikistan by 

import. The main part of men's and women's national clothing is produced domestically in 

small enterprises and workshops, as well as by craftsmen working at home. Part of the national 

clothing is imported from Uzbekistan. The women's clothing market can be divided into two 

major sectors: European clothing and national clothing. Most European clothes are imported. 

This is one of the fastest growing sectors of the clothing market in Tajikistan. The children's 

clothing market includes clothing for toddlers, clothing for babies, sports, casual, elegant and 

national clothes for boys and girls. As in other countries, it is traditionally one of the relatively 

high in terms of value indicator segments of the clothing market in Tajikistan. 

6. In 2017, national producers sold about 1 million pairs of socks on the internal market. An 

analysis of the internal market for the sale of hosiery shows that the products of Tajik 

producers are in the price segment of the economy class and vary from 1 to 4 somoni. The 

import of hosiery comes from China, Turkey, Uzbekistan and Kyrgyzstan. The premium segment 

is occupied by products from Turkey (75%), China (15%) and other manufacturers (10%) in the 

price range from 10 to 30 somoni per pair. The middle class segment is occupied by products 

from Turkey (50%), China (40%), Uzbekistan (5%) and others (5%) in the price range from 5 to 

10 somoni per pair. The segment of economy class products from China is 70%, from Turkey 

20%, from Uzbekistan 5% and the other 5% in the range from 2 to 5 somoni per pair. 

7. Tajikistan’s sportswear market segments include tracksuits, breeches, T-shirts, shorts, sports 

jackets, windbreakers, tops, sweatshirts, swimsuits, etc. According to the Customs Service 

under the Government of the Republic of Tajikistan, the import of “tracksuits, ski, swimwear 

and other items of clothing” in 2017 amounted to $ 788,166, while exports amounted to $ 

1,454,027. Estimation of the total needs of the population of the Republic of Tajikistan in three 

selected types of sportswear (tracksuit, breeches, sports t-shirts) in monetary terms is about 

15.6 million dollars a year. 

8. Tajikistan's clothing market uses the following main channels of promotion. This is an 

advertisement on television and radio stations, which includes videos, TV screensavers. Print 

advertising, which includes standard and non-standard banners, booklets, corporate product 

catalogs, business cards. Internet advertising began to be used through the development and 

presentation of the company's Web Sites, social networks and instant messengers (public chat 

rooms). Other types of promotion are promotions, the distribution of discount cards. A 

powerful channel for promotion is the organization and operation of company stores. Discounts 

for regular customers are widely used. In recent years, educational and educational tours, 

participation in international and regional exhibitions and fairs, SMS-mailings have been 

organized. And, of course, word of mouth remains an effective channel. 

9. The main places to buy clothes in Tajikistan are open-air markets, covered markets, 

autonomous stores and other outlets. They are followed by general stores and retail chains. At 

the moment, there are no strong changes in the structure of distribution channels, however, 

there is a tendency of a decrease in the share of open-air markets and an increase in the share 

of general stores and retail chains. Residents of the capital and major cities mainly buy things in 

branded and branded stores, in covered markets, in shopping centers and order clothes for 

tailoring. The population of the village buys clothes mainly in the open-air markets, covered 

markets, and also orders tailoring clothes from local tailors and seamstresses. The development 
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of such channels as orders of clothes through public chat rooms and on trading floors on the 

Internet, have become popular in recent years, but are more characteristic of residents of large 

cities. 

10. In the conditions of globalization of the market and changes in the country's development 

model, the transition from the agrarian-industrial to the industrial-agrarian development 

model, it is necessary to consolidate the participants of the clothing market in Tajikistan. One of 

the possible ways of consolidation is the creation of a non-profit structure designed to solve 

tasks common for the clothing market: coordination and lobbying the necessary legislative 

amendments in state bodies, for collegial management and solving a number of problems 

related to clothing import and export policies, pricing issues taxation, fair competition and a 

number of other issues on the clothing market development strategy. 

11. Apparel market of Tajikistan is characterized by the following main development trends: 

dynamic market growth; an increase in the average price segment of the market; the rapid 

development of not only the Dushanbe, but also regional markets; the growing popularity of 

stores in the face of the emergence of a new segment of customers who are “leaving” the 

traditional “bazars” for clothes in favor of stores; increase in the number of consumers 

targeting branded clothes. Thus, there is a slow change of the market model: the competition 

of goods is replaced by the competition of brands. Under these conditions, market participants 

need to reorganize existing management and marketing schemes that do not allow them to 

respond quickly to changing market conditions. The priority should be well-organized 

management and marketing, organizational change and the marketing process within this 

structure. It is necessary to change the "production concept" of work to the market. 

12. Today, dress is increasingly becoming not just a functional thing, but also a means by which 

people want to indicate their status, their belonging to a certain social group. The “bazars” is no 

longer suitable for these purposes, so consumers are increasingly buying clothes in fashion 

stores. Under these conditions, the most pressing problem for the participants of the market in 

Tajikistan is choosing the right marketing strategy. Strategies aimed only at price reduction 

continue to be important, but are no longer effective. Today, a good ratio of indicators "price - 

quality" no longer ensures success. The consumer is ready to buy not only good quality at a 

reasonable price, but he also needs a product that would logically fit into the client’s social 

system. Dress must have an appropriate status level, must form an image that is close to the 

buyer. This is achieved through the active creation and promotion of the brand. 

13. Most participants in the apparel market of Tajikistan, with few exceptions, passively use 

advertising and marketing media. However, today the one who can form an image that 

corresponds to the consumer and is able to deliver collections to the market corresponding to 

this image in the shortest possible time wins the clothing market. It is difficult for 

manufacturers of Tajikistan to compete in this area with Chinese suppliers, who have no more 

than a month from the time they create a sketch to a production batch. To adapt to the 

requirements of the market, it is advisable for participants to change their strategic planning 

system. The priority should be: to identify the most promising segments of the apparel market, 

the most promising price niche, study the portrait of the average consumer and his needs, and 

ensure it in a short time. 



51 
 

14. Forecasts were made for the development of the apparel market in Tajikistan for the period 

up to 2025. Forecasts were built for three scenarios of the country's development, reflected in 

the National Development Strategy of Tajikistan for the period up to 2030. The first scenario 

assumes the inertial variant of the development of the country, the second - the industrial one, 

the third - the industrial-innovative development scenario. According to the forecast, with the 

growth of the population of Tajikistan from 8931 thousand people in 2017 to 10490 thousand 

people by 2025, the size of the country's apparel market, in monetary terms, can reach values 

from 317.5 to 508 million dollars by 2025 depending on the model developed.  
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ANNEXES 
ANNEX 1 

Profiles of leading national apparel producers in Tajikistan 
 
 

          LLC «Giavoni» 
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 1, Javoni str. 

Phone (992 3422) 6 51 67 

Email giavoni@giavoni.net  

Web site www.carrerajeans.com 

General director Mr.Ibrahim Gafurov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1992 
LLC 
 
100% 
 
100% 
727 
5,84 ha 

Specializes in the production of garments under the brand 
"Carrera" 

 

 Trousers (men's and women's) 

 Shorts  
 
 

 

             LLC «CATH»  
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 238, Lenin str. 

Phone (992 3422) 4 18 89 

Email cath@cath-industries.com  

Web site www.carrerajeans.com  

General director Mr.Ilhom Babaev 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

2000 
LLC 
 
100% 
 
100% 
510 
3,6 ha 

The company specializes in the production of garments 

 

 Denim products: jackets, pants, shorts, shirts 

   

Specialization Company resume 

Company Details 

Company products 

Specialization Company resume 

Company Details 

Company products 

mailto:giavoni@giavoni.net
http://www.carrerajeans.com/
mailto:cath@cath-industries.com
http://www.carrerajeans.com/
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        LLC «Vahdat-Textil» 
  

Country Tajikistan 

City Yavan district 

Postcode 735310 

Address 7, Mehvar str. 

Phone (992 90) 890 93 14   

Email vahdat_2014@list.ru  

Web site - 

General director Mr.Ilhom Mirzoev 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

2014 
LLC 
 
100% 
 
- 
141 
0,7 ha 
 

The company specializes in the production of cotton yarn 

and hosiery 
 

 A wide range of socks for all ages 

 Dyed yarn 

 

       JSC «Gulistoni Dushanbe» 
  

Country Tajikistan 

City Dushanbe 

Postcode 735025 

Address 21, Tehron str. 

Phone (992 37) 227 56 83,            
(+992 93) 333 94 54 

Email director@gulistond.com  

Web site www.gulistond.com   

General director Mr.Dilshod Begov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1933 
JSC 
 
- 
 
100% 
128 
1,04 ha 

Specializes in the production of garments made from cotton  

 

 Denim products (trousers, jackets, shirts) for men, women 
and children) 

 Shirts  

 Disposable clothes for medical use 

 Uniforms and work clothes 

Company Details 

Specialization Company resume 

Company products 

Company Details 

Specialization Company resume 

Company products 

mailto:vahdat_2014@list.ru
mailto:director@gulistond.com
http://www.gulistond.com/
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         LLC «Nassoji Khujand» 
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 238, Lenin str. 

Phone (992 3422) 6 34 20 

Email textileciti@mail.ru 

Web site www.khujandtextile.tj  

General director Mr.Nasim Karimov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1932 
LLC 
 
100% 
 
- 
221 
21 ha 

Vertically integrated textile enterprise. The company 
specializes in the production of garments 

 

 Men's shirts, shorts, trousers (men's and women's), 
women's blouses 

 Baby clothes 

 Home textile (bed linen, towels, tablecloths, napkins, robes, 
etc.) 
 

 
 

      LLC «Nassojii Tojik» 
  

Country Tajikistan 
City Dushanbe 

Postcode 734042 

Address 6, S. Sherozi str. 

Phone (992 37) 221 36 73; 227 16 58; 

223 22 50 

Email tx@textil.tj  

Web site www.textil.tj  

General director Mr.Anvar Qurbonov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1942 
LLC 
 
100% 
 
- 
 
78 ha 

Vertically integrated textile enterprise. The company 

specializes in the production of garments 
 

 School clothes  

 Batting 

 Non-woven fabrics 

 Raw fabrics 

 Finished fabrics 

 Napkins 

 Multilayer bandages 

 Medical bandages 

  

Company Details 

Specialization Company resume 

Company products 

Company Details 

Specialization Company resume 

Company products 

mailto:textileciti@mail.ru
http://www.khujandtextile.tj/
mailto:tx@textil.tj
http://www.textil.tj/
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 LLC «Yokut – 2000» 
  

Country Tajikistan 

City Dushanbe 

Postcode 734042 

Address 52, Valamatzade str. 

Phone (992 37) 221 87 95 

Email interservice@inbox.ru 

Web site www.yoqut2000.tj  

General director Mr.Abduhalim Kadirov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

2008 
LLC 
 
100% 
 
- 
 
0,8 ha 

The company specializes in the production of garments 

 

 Uniforms (overalls, school and military uniforms) 

 Casual wear 

 Outerwear 
 
 

 

LLC «Rahimov А.А.» 
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address Northeastern Industrial Zone 

Phone (992 92) 754 31 10 

Email kamolik@mail.ru 

Web site www.kimonosport.ru  

General director Mr.Abdukhalil Rakhimov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area 

1995 
LLC 
 
100% 
 
- 
80 
3 ha 

The company specializes in the production of garments 

 

 Sportswear (kimono for judo, karate, sambo, etc.) 

 Uniform (overalls) 

 Men's trousers 

 Shoes (wrestling shoes, shoes, berets, etc.). 

  

Company Details 

Specialization Company resume 

Company products 

Company Details 

Specialization Company resume 

Company products 

mailto:interservice@inbox.ru
http://www.yoqut2000.tj/
mailto:kamolik@mail.ru
http://www.kimonosport.ru/
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LLC "Resandai Kurghonteppa" 
  

Country Tajikistan 

City Bokhtar  

Postcode 735140 

Address 1A, Ayni str. 

Phone (+992) 902 70 60 60 

Email jsk-resanda@mail.ru  

Web site www.resanda.tj      

General director Mr.Naimjon Rakhimov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area  

1998 
LLC 
 
100% 
 
- 
360 

Vertically integrated textile enterprise. The company 

specializes in the production of garments 
 

 Uniforms (overalls, school uniform, etc.) 

 

 

 

 
 

             LLC «Leader» 
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 2A Baraka Babaeva str. 

Phone (992 34 22) 6 16 84 

Email amidshop@.mail.ru 

Web site www.amidgroup.tj 

General director Mr.Saidamon Isomaddinov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1991 
LLC 
 
100% 
 
- 
60 
0,5 ha 

The company specializes in the production of garments 

 

 Sportswear for martial arts (kimono for judo, karate, 
sambo, etc.) 

 Uniform (overalls) 

 Men's and women's shirts 

 Tablecloths and towels 
  

Company Details 

Specialization Company resume 

Company products 

Company Details 

Specialization Company resume 

Company products 

mailto:jsk-resanda@mail.ru
http://www.resanda.tj/
mailto:amidshop@.mail.ru
http://www.amidgroup.tj/
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        LLC «Nohid» 
  

Country Tajikistan 
City Istaravshan 
Postcode 735610 
Address 1A Gagarin str. 
Phone (+992 3454) 2 7620 
Email nohid@bk.ru  
Web site www.nohid.tj  
General director Mr. Mumin Fozilov 
   
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1994 
LLC 
 
100% 
 
- 
89 
3,5 ha 

Production of knitted garments. 

 

 Knitted men's, women's and children's underwear 
(panties, T-shirts, summer and winter underwear, men's, 
women's and children's headsets) 

 T-shirts 
 
 

  
       LLC «Ortex» 

  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 6, K. Khujandi str. 

Phone (992 92) 999 92 46 

Email ortexjeans@gmail.com  

Web site www.ortexjeans.com  

General director Mr.Abdurozik Oripov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

2010 
LLC 
 
100% 
 
- 
35 
0,1 ha 

The company specializes in the production of garments 

 

 Men's and children's jackets, windbreakers, shirts, pants, 

shorts 

 Home textiles (napkins, linens, towels, etc.) 

  

Company Details 

Specialization Company resume 

Company products 

Specialization Company resume 

Company Details 

Company products 

mailto:nohid@bk.ru
http://www.nohid.tj/
mailto:ortexjeans@gmail.com
http://www.ortexjeans.com/
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 LLC «Dilorom» 
  

Country Tajikistan 

City Dushanbe 

Postcode 734017 

Address 41, Ghani Abdullo str. 

Phone (992 37) 224 22 12 

Email shovalidavlatov@gmail.com 

Web site - 

General director Shovali Davlatov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 
Total area 

1976 
LLC 
 
100% 
 
- 
28 
0,15 ha 

The company specializes in the production of garments and 

art craft. 
 

 Folk art craft 

 Workwear and sweatshirts 

 Bed linen, towel, military camp uniform 

 Mattresses 

 

 LLC «Mehrovar» 
  

Country Tajikistan 

City Bokhtar 

Postcode 735140 

Address 7/9, B. Gafurov str. 

Phone (992 3222) 2 20 54 

Email ooo_mehrovar@mail.ru  

Web site - 

General director Mr.Junaydullo Nematov  

   
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area 

1933 

LLC 

 

100% 

 

- 

65 

- 

The company specializes in the production of garments 

 

 Uniforms (overalls, clothes for schoolchildren, 

military, police) 

 Service caps, robes 

 Traditional dresses 

  

Specialization Company resume 

Company Details 

Company products 

Specialization Company resume 

Company Details 

Company products 

mailto:shovalidavlatov@gmail.com
mailto:ooo_mehrovar@mail.ru
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            LLC «Maftuna» 
  

Country Tajikistan 

City Vahdat 

Postcode 735310 

Address 6, Somoni str. 

Phone (992 918) 77 28 25, 

Email act2009@mail.ru  

Web site - 

General director Ms.Maftuna Rajabzoda 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area 

2013 
LLC 
 
100% 
 
- 
33 
0,1 ha 

The company specializes in the production of garments 

 

 Children's clothes 

 Women's clothing 

 Uniform 

 School uniform 

 

             OJSP «Suman» 
  

Country Tajikistan 

City Dushanbe 

Postcode 734000 

Address 78, International str. 

Phone (992 90) 0550531 

Email - 

Web site - 

General director Ms. Faizimo Ibrahimova 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area 

1968 
OJSP 
 
100% 
 
- 
35 
0,5 ha 

The company specializes in the production of garments and 

art craft. 
 

 Embroidery (gold embroidery) 

 Home textiles (tablecloths, bed linen, etc.) 

 Military uniform. 

  

Specialization Company resume 

Company Details 

Company products 

Specialization Company resume 

Company Details 

Company products 

mailto:act2009@mail.ru
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PC "Rakhmatov" (Asri Tilloi) 
  

Country Tajikistan 

City Khujand 

Postcode 735700 

Address 31 microdistrict 

Phone (+992 92) 828 00 12     

Email info@asritilloi.tj  

Web site www.asritilloi.tj   

General director Mr.Ayubjon Rakhmatov 
  

Establishment date 
Legal status  
Percent of private 
property  
Percent of foreign 
property 
Number of employees 

Total area 

2013 
PC 
 
100% 
 
- 
25 
0,2 ha 

The company specializes in the production of garments 

 

 men's suits of different styles, 

 trousers, 

 jackets 

 school uniforms for boys and girls from 1 to 11 grade. 

  

Specialization Company resume 

Company Details 

Company products 

mailto:info@asritilloi.tj
http://www.asritilloi.tj/
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ANNEX 2 

 

Basic wardrobe of an average man 

Questionnaire № _____ 
Hello! We are studying the clothing market of RT. Please answer the following questions. Your opinion is very 

important to us. All answers will be used for statistical processing. We thank you in advance! 

№  Name of clothes 
Number in your 
wardrobe, pcs 

How often do you 
buy * 

Price in som/pcs 
(price range) 

Place of purchase 
** 

1 Coat     

2 Chapan (Joma)     

3 Jelak (thin choma)     

4 Jacket/Trench     

5 Leather jacket (leather)     

6 Scarf     

7 Suit and pants     

8 Blazer     

9 Sleeveless (Camzul)     

10 Pants     

11 Jeans     

12 Shirts (Kurta)     

13 Sweater/Cardigan/Jacket     

14 Cardigan (thick jacket)     

15 Cap     

16 Skullcap (Toqi)     

17 Tie     

18 Sports suit     

19 Breeches     

20 T-shirt     

21 Shorts / Bermuda     

22 Turtleneck     

23 Home pajamas (libosi honag)     

24 Winter underwear (libosi tag)     

25 
Underwear (T-shirt, 
underwear) 

    

26 Socks     

27      

28      

29      

* Frequency of purchase (1 time per year, 2 times per year, 1 time in 3 years, etc.) ** Place of purchase (market, 
shop, Internet, etc.) 

Add clothes from your wardrobe that are not in the list.  

Your age 
□ 18 - 24 years old □ 25 - 34 years old □ 35-45 years old □ over 45 years old 
 

Aggregate household income per month 
□ up to 1 500 s. □ from 1 500 - 3 500 s. □ from 3 500 – 6 000 s. □ more then 6 000 s. 
 

Your family, no. of people ___________ Location:  □ city          □ village   

https://context.reverso.net/%D0%BF%D0%B5%D1%80%D0%B5%D0%B2%D0%BE%D0%B4/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9-%D1%80%D1%83%D1%81%D1%81%D0%BA%D0%B8%D0%B9/aggregate+household+income
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ANNEX 3 

 

Basic wardrobe of an average woman 

Questionnaire № _____ 
Hello! We are studying the clothing market of RT. Please answer the following questions. Your opinion is very 

important to us. All answers will be used for statistical processing in aggregated form. We thank you in advance! 

№  Name of clothes 
Number in your 
wardrobe, pcs 

How often do 
you buy * 

Price in som/pcs 
(price range) 

Place of 
purchase ** 

1 Sheepskin coat/down jacket     

2 Chapan (Joma)     

3 Robe     

4 Coat     

5 Cloak     

6 Jacket     

7 Cap     

8 Sleeveless (“kamzul”)     

9 Cardigan     

10 Sweater / Cardigan / Pullover     

11 Suit     

12 European dresses     

13 National dresses     

14 Other dresses     

15 Turtleneck     

16 Pants     

17 Jeans     

18 Breeches     

19 Skirt     

20 Blouse     

21 Sports suit     

22 Home pajamas     

23 T-shirt     

24 Scarf     

25 Shawl (“Ruymol”)     

26 Underwear     

27 Leggings     

28 Tights     

29 Socks     

30 Tunics     

31 Night pajamas (night dress)     

 
* Frequency of purchase (1 time per year, 2 times per year, 1 time in 3 years, etc.) ** Place of purchase (market, 
shop, Internet, etc.) 
 

Add clothing items from your wardrobe that are not in the list.  

 

Your age 
□ 18 - 24 years old □ 25 - 34 years old □ 35-45 years old □ over 45 years old 
 

Aggregate household income per month 
□ up to 1 500 s. □ from 1 500 - 3 500 s. □ from 3 500 – 6 000 s. □ more then 6 000 s. 
 

 
Your family, people ___________ Location:  □ city          □ village   

https://context.reverso.net/%D0%BF%D0%B5%D1%80%D0%B5%D0%B2%D0%BE%D0%B4/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9-%D1%80%D1%83%D1%81%D1%81%D0%BA%D0%B8%D0%B9/aggregate+household+income
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ANNEX 4 
 

Basic wardrobe of an average child 

Questionnaire № _____ 
Hello! We are studying the clothing market of RT. Please answer the following questions. Your opinion is very 

important to us. All answers will be used for statistical processing in aggregated form. We thank you in advance! 

№  Name of clothes 
Number in the 
wardrobe of  a 

child, pcs 

How often do you 
buy * 

Price in som/pcs 
(price range) 

Place of 
purchase ** 

1 Jumpsuit     

2 Coat     

3 Sweater/Jamper     

4 Suit     

5 Shirt      

6 Sport suit     

7 Turtleneck     

8 Scarf     

9 T-shirt     

10 Trousers     

11 Jeans     

12 Breeches     

13 Dressing gown     

14 Underwear     

15 Tights     

16 Socks     

17 Shorts     

18 Winter hat, cap     

19 Pajama     

* Frequency of purchase (1 time per year, 2 times per year, 1 time in 3 years, etc.) ** Place of purchase (market, 
shop, Internet, etc.) 

 
Add clothing items from your wardrobe that are not in the list. 
 

Which part of the wardrobe of your child do you use for younger children and children of your 
acquaintances? 
□ Almost fully (более 
75%) 

□ Partly  
(50-75%) 

□ Not significantly  
(up to 30%) 

□ Do not use 
(buy new)  

 

The age of your child 
□ 0-3 years □ 4 - 6 years □ 7-10 years 11-14 years □ 15-18 years 
 

 

Aggregate household income per month 
 

□ up to 1 500 s. □ from 1 500 - 3 500 s. □ from 3 500 – 6 000 s. □ more then 6 000 s. 
 
 

Your family, people ___________ Location:  □ city          □ village 

 

  

https://context.reverso.net/%D0%BF%D0%B5%D1%80%D0%B5%D0%B2%D0%BE%D0%B4/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9-%D1%80%D1%83%D1%81%D1%81%D0%BA%D0%B8%D0%B9/aggregate+household+income
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ANNEX 5 

 

Volume of production of clothing in the Republic of Tajikistan in 2017 by enterprises, TJS 
 

№ Name of the garment producers 
Years 

% 
Number of 
employees 2017 

(ths. somoni) 
2016               

(ths. somoni) 

TOTAL: 203065,5 143074,0 141,9  

Sogd region 

1 LLC «Giavoni» Khujand 89208,1 62983,4 141,6 335 

2 LLC «CATH» Khujand 59936,2 42796,9 140,0 200 

3 LLC «Rahimov A.» Khujand 8489,5 2234,1 379,9 42 

4 LLC «Sarey» Khujand 2363,0 1320,0 179,0 21 

5 LLC «Profi» Khujand 1899,5 1391,0 136,5 40 

6 LLC «Nassoji Khujand» 1432,9 966,4 148,2 180 

7 JSC «Zinat» Khujand 1160,0 2099,8 55,2 220 

8 JSC «Ravshan» Guliston 962,5 681,1 141,3 18 

9 LLC «Firuz» Khujand 799,4 739,6 108,0 40 

10 CJSC «Textile i K» Khujand 739,2 725,6 101,8 30 

11 LLC «Sano» Khujand 515,8 928,9 55,5 200 

12 LLC «Sapsan» Khujand 402,4 484,4 83,0 18 

13 LLC «Aziz i К» Khujand 397,5 161,0 246,8 30 

14 С/п 3/3 Khujand 194,4 127,8 152,1 - 

15 LLC «Orosta» Devashtich 192,4 131,7 146,0 30 

16 LLC «A’lo 7» Istaravshan 179,8 135,3 132,8 27 

17 Enterprise of blind people, Isfara 121,8 114,7 106,1 - 

18 Enterprise of blind people, Kanibadam 120,2 19,1 629,3 - 

19 Enterprise of blind people, Istaravshan 118,5 5,0 2370,0 - 

20 Community of deaf people #4, Gafurov 70,1 4,9 1430,6 - 

21 JSC «Neksoz», Istaravshan 60,0 56,5 106,1 32 

22 SUE «Nuri Khovar», Istiqlol 35,2 218,9 16,0 70 

23 С/п 3/5 Khujand 32,0 19,4 164,9 - 

24 LLC «Asri Tilloi», Khujand 23,2 59,8 38,7 10 

25 LLC «Surush H», Istaravshan 17,0 74,0 22,9 10 

26 
Society of blind people «Gulyakandoz» 
J.Rasulov 

15,7 12,0 130,8 8 

27 JSC «Toj», Kanibadam 14,9 125,5 11,8 16 

28 LLC «Nihol GDT», Kanibadam 14,2 8,2 173,1 15 

29 LLC «Ehyogaroni meros», Istaravshan 6,7 0,0 0,0 8 

30 LLC «Bunyodkori Kand», Kanibadam 0,4 3,6 11,1 8 

31 JSC «Surush» Istaravshan 0,0 122,9 0,0 70 

32 LLC «Sorbin Plast» Мастчох 0,0 13,0 0,0 12 

33 Society of blind people #3, Khujand 0,0 10,8 0,0 - 

34 LLC «Guldast Istaravshan» 0,0 3,2 0,0 10 

35 LLC «Sharifi Khujand» 0,0 0,0 0,0 10 

36 LLC «Olimkhoni Khujandi» 0,0 0,0 0,0 30 

 Total: 169 522,5 118778,5 142,7  

Dushanbe 

1 LLC «Nassojii Tojik» Dushanbe 7314,6 5830,8 125,4 250 

2 LLC «Yoqut-2000» Dushanbe 6270,4 4185,5 149,8 300 

3 JSC «Gulistoni Dushanbe» 2954,4 417,9 706,9 103 
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№ Name of the garment producers 
Years 

% 
Number of 
employees 2017 

(ths. somoni) 
2016               

(ths. somoni) 

4 LLC «Dilorom», Dushanbe 1665,5 1609,5 103,4 60 

5 
Department of the garment production 
of the army, Dushanbe 

840,2 1371,4 61,2 350 

6 Society of blind people #1, Dushanbe 556,3 5,6 9933,9 - 

7 
Я/С 3/1 РНИ of the Ministry of Defence 
of RT, Dushanbe 

529,8 436,2 121,4 - 

8 JSC «Suman», Dushanbe 437,3 406,0 107,7 40 

9 JSC «Guldst», Dushanbe 291,0 250,0 116,4 22 

10 LLC «Tojik-Turk Tijorat», Dushanbe 227,0 92,2 246,2 12 

11 LLC «Dunyoi Nav», Dushanbe 116,2 13,1 887,0 130 

12 SUE  «Guldaston», Dushanbe 50,0 0,0 0,0 50 

13 LLC «Salom mualif design», Dushanbe 45,6 21,3 214,0 12 

14 Society of blind people #2, Dushanbe 14,0 47,3 29,5 - 

15 LLC «Liman», Dushanbe 0,0 52,6 0,0 10 

16 LLC «Jahonnek», Dushanbe 0,0 48,7 0,0 8 

17 CJSC «Somon Tajhizot», Dushanbe 0,0 40,6 0,0 50 

18 LLC «Halima 2015», Dushanbe 0,0 39,9 0,0 15 

19 ИК ЯС 3/4, Dushanbe 0,0 8,1 0,0 - 

20 LLC «Tara», Dushanbe 0,0 0,0 0,0 12 

21 LLC «Ilmiyu istehsoli», Dushanbe 0,0 0,0 0,0 10 

 Total: 21 312,3 14876,7 143,3  

GBAO 

1 Sewing workshop of Khorog 2683,8 1970,4 136,2 60 

2 LLC «Sohibkor Bahor», Shugnan 92,0 81,6 112,7 10 

3 PO «Javhari», Khorog 30,3 35,2 86,0 12 

4 
Sewing Workhop «Akhtari mehr», 
Darvoz 

1,4 0,0 0,0 50 

5 JSC «Hayoti nav», Khorog 0,0 62,7 0,0 17 

6 LLC «Nuri Bakht», Vanj 0,0 0,0 0,0 15 

 Total: 2807,5 2149,9 130,6  

Khatlon region 

1 Sewing workshop of Danghara 2104,3 2058,0 102,2 50 

2 LLC «Korgohi duzandagi», Bokhtar 2007,3 1213,5 165,4 35 

3 ИК ЯС 3/21 SUE “Norak” 749,2 500,8 149,6 - 

4 JCS «Bofandai Norak» 731,0 235,6 310,2 50 

5 JSC «Kayonush», Danghara 619,5 326,3 189,8 145 

6 LLC «Mehrovar», Bokhtar 446,7 446,4 100,0 180 

7 JSC «Tojikhydromontaj», Norak 254,1 161,9 156,9 20 

8 LLC «Somon 2013», J. Balkhi 200,0 119,3 167,6 25 

9 LLC «Markazi hunaromuzi», Bokhtar 181,9 60,0 303,1 30 

10 LLC «Subhi Sarband» 168,0 0,0 0,0 10 

11 LLC «Nobinoyon», Bokhtar 157,3 151,3 103,9 - 

12 LLC «Samo i K», Farkhor 153,1 48,6 315,0 25 

13 LLC «Sabr-2016», Danghara 152,9 353,2 43,2 12 

14 JSC «Resandai Kurghonteppa» 139,9 265,6 52,6 54 

15 Enterprise of blind people, Bokhtar 129,3 106,6 121,2 - 

16 LLC «Kooperator», Kulob 117,0 12,1 966,9 35 
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№ Name of the garment producers 
Years 

% 
Number of 
employees 2017 

(ths. somoni) 
2016               

(ths. somoni) 

17 LLC «Zebo-75», Shaartuz 112,0 0,0 0,0 35 

18 LLC «Korgohi duzandagi-2016», Bokhtar 104,2 253,8 41,0 105 

19 Enterprise of blind people, Kulob 98,7 104,3 94,6 - 

20 LLC «Alisher ASK», Vose 92,0 60,4 152,3 130 

21 Production Workshop «Dusti», Norak 80,7 162,1 49,7 12 

22 LLC «Munavvarai M», Kulob 72,3 32,9 219,7 20 

23 Workshop #3/5 MIA of Yavan 32,4 1,3 2492,3 - 

24 LLC «Mairambibi», Bokhtar 31,2 0,0 0,0 8 

25 LLC «Kangurt», Temurmalik 29,0 429,3 6,7 30 

26 LLC «Zarina», Bokhtar 22,8 0,7 3257,1 8 

27 JSC «Dilorom», Bokhtar 22,1 39,0 56,6 12 

28 LLC «Guldaston», Temurmalik 21,5 0,0 0,0 16 

29 LLC «25-solagii istikloliyat», Hamadoni 9,2 0,0 0,0 15 

30 JSC «Poyafzol», Kulob 0,0 30,0 0,0 240 

31 LLC «Kayon», Bokhtar 0,0 8,2 0,0 8 

32 CJSC «Progress», Yavan 0,0 0,0 0,0 10 

33 JSC «Gulafshon», Hamadoni 0,0 0,0 0,0 25 

 Total: 9039,6 7181,2 125,9  

Districts of the republican subordination (DRS) 

1 Branch of LLC «Yoqut-2000», Vahdat 263,6 0,0 0,0 200 

2 С/п 3/10 Vahdat 107,1 87,7 122,1 - 

3 С/п 3/2 Vahdat 12,8 0,0 0,0 - 

4 LLC «Dahbed», Hisor 0,0 0,0 0,0 30 

 Total: 383,5 87,7 437,3  
 

*School uniforms, knitwear, socks and hosiery are not included 
 

Source: Statistical handbook of industry in 2017 (monthly), p.71, Agency on Statistics under the President of the 

Republic of Tajikistan 

  



68 
 

ANNEX 6 

 

Types, list and prices of clothing produced in Tajikistan in 2017 
 

# Group of clothing and description 
Unit    (pcs., 

pairs) 

Price 
range 

(somoni) 

1 

Special uniforms 

  Winter working clothe  (jacket and trousers) set 380 

  Summer working clothe  (jacket and trousers) set 220 

  Women’s robe, trousers and shawl (medical) set 150 

2 

Military clothing for power structures 

  Camouflage (summer jacket and trousers) and hat set 180-235 

  Camouflage (winter jacket and trousers) and hat (with double 
chevron) 

set 
425 

  Winter coat (with fur collar for workers of MIA) pcs. 487 

  Shirt with short sleeves (blue) pcs. 70 

  White shirt with long sleeves  pcs. 74 

  Military Trousers (blue) pcs. 123 

Summer pajama for soldiers (for hospitals) pcs. 70 

Winter pajama for soldiers (for hospitals) pcs. 87 

Underwear (summer) pcs. 35 

Underwear (winter) pcs. 52 

3 

National clothing 

  Women dresses with pants (poplin fabric) set 130-380 

  Women dresses with pants (velour fabric) set 460-500 

  Women suits (with machine embroidery) set 60-150 

  Women dressing gown (with embroidery) pcs. 100-200 

  Men’s dressing gown pcs. 60-180 

  Men chapans  pcs. 80-250 

  Women chapans pcs. 100-150 

  Children chapans pcs. 30-100 

  Women dresses with embroidery (chakan) pcs. 80-400 

  Men waistcoats pcs. 100-120 

  Women waistcoats pcs. 80-100 

  Men skullcaps  pcs. 10-100 

  Band (miyonband, rumol) pcs. 15-50 

4 

Knitwear for adults and children 

  Men singlets (cotton) pcs. 7,5 

  Children t-shirts, for boys and girls (cotton) pcs. 4 

  Men underwear (cotton) pcs. 7,5 

  Men t-shirts (cotton) pcs. 13 

  Chidren t-shirts with printing (cotton) pcs. 8 

  Pajamas (cotton) pcs. 42 

  Men and women socks (cotton) pair 3-6 

  Children’s socks (cotton) pair 1-5 

5 

Sportswear    

  Kimono (men, women, children) set  

  Sport socks  pair 6-12 
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# Group of clothing and description 
Unit    (pcs., 

pairs) 

Price 
range 

(somoni) 

  T-shirts pcs. 35-55 

  Shorts  pcs. 30-35 

6 

Men’s clothing    

  Suits/jackets (jeans, cotton)  pcs. 150-200 

  Jeans trousers (cotton) pcs. 80 

  Trousers (cotton) pcs. 63 

  Shirts (cotton) pcs. 80 

  Shorts (cotton) pcs. 53 

7 
Children’s clothing    

Childrens combined skirts  pcs. 80 

8 

Pilgrimage clothing (set)  280 

Trousers (2 pairs) pcs. 60 

Long shirts  pcs. 60 

Robe pcs. 60 

Pyjama pcs. 50 

Bag  pcs. 40 
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ANNEX 7 
 

Volume of production of school uniforms in Tajikistan 
 

# Company name Location 
2017 
(pcs.) 

2017           
(ths. somoni) 

2016 +,- % 

TOTAL: 1081168 46226 33910,9 12315,1 136,3 

Analytical information from districts 551607 29477,5 20746,2 8731,3 142 

Sogd region 

1     LLC «Sarey» Khujand 91998 * 
   

2 LLC «Rahimov A.» Khujand 55821 * 
   

3 LLC «Husniya-B» J.Rasulov 12449 650,1 1736,8 -1086,7 37,4 

4 LLC«Аsri Tilloi» Khujand 10750 589,1 312,6 276,5 188,4 

5 
LLC «Olimkhoni 

Khujandi» 
Khujand 6000 581,4 570,7 10,7 101,8 

6 LLC «Guldast-2015» Kanibadam 9965 491,2 948,5 -457,3 51,7 

7 LLC «Nihol GDT» Kanibadam 6060 208,5 60,8 147,7 342,9 

8 LLC «KD Nargis» Khujand 1496 174,7 535,2 -360,5 32,6 

9 
LLC «Mastura 

Aveozva» 
Khujand 772 59 26 33 226,9 

10 
ГУП «Fuluzoti nodiri 

Tojikiston» 
Buston 1200 58,4 0 58,4 0 

11 LLC «Nohid» Istaravshan 4500 33,7 0 0 0 

12 JSC «Zavodi kimiyo» Isfara 581 28,5 279,1 -250,6 10,2 

13 LLC «Gulchajon» B.Gafurov 120 18 72,1 -54,1 24,9 

14 LLC «Sorbon plast» Mastchoh 810 16,4 30 -13,6 54,6 

15 JSC «Ravshan» Guliston 117 7,4 71,3 -63,9 10,3 

16 JSC «Orosta» Devashtich 100 3,5 0 3,5 0 

17 LLC «Sapsan» Khujand 5312 * 
   

 
TOTAL: 

 
208051 2919,9 5142,1 -2222,2 56,8 

Khatlon region 

18 
LLC «Korgohi 
duzandagi» 

Bokhtar 14513 1165,1 744 421,1 156,5 

19 
АО «Bofandai 

Norak» 
Norak 13579 728,7 228,9 499,8 318,3 

20 JSC «Kayonush» Danghara 7522 378,9 122,2 256,7 310 

21 LLC «Kooperator» Kulob 6063 251,4 0 251,4 0 

22 LLC «Somon 2013» J.Balkhi 5143 200 209,9 -9,9 95,2 

23 
LLC «Subhi 
Sarband» 

Sarband 2100 168 0 168 0 

24 LLC «Samo i K» Farkhor 2000 153,1 40,6 112,5 377 

25 LLC «Sabr-2016» Danghara 4000 152,9 353,2 -200,3 43,2 
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# Company name Location 
2017 
(pcs.) 

2017           
(ths. somoni) 

2016 +,- % 

26 
LLC «Marjazi 
Hunaromuzi» 

Bokhtar 4676 151,9 66,6 85,3 228 

27 
LLC «Korgohi 

duzandagi-2016» 
Bokhtar 3676 104,2 246,4 -142,2 42,2 

28 LLC «Alisher ASK» Vose 2400 92 60,4 31,6 152,3 

29 
LLC «Munavvarai 

М» 
Kulob 1600 72,3 32,9 39,4 219,7 

30 
JSC «Resandai 

Kurghonteppa» 
Bokhtar 1260 29 0 29 0 

31 LLC «Kangurt» Temurmalik 4650 27,1 187,5 -160,4 14,4 

32 LLC «Guldaston» Temurmalik 170 12,7 27,5 -14,8 46,1 

33 ИП «Dusti» Norak 74 10,2 13,1 -2,9 77,8 

34 
LLC «25-solagii 

istiklol» 
Hamadoni 220 9,2 0 9,2 0 

 
TOTAL: 

 
73646 3706,7 2373,2 1333,5 156,2 

Dushanbe 

35 LLC «Nassoj Tojik» Dushanbe 170781 6350,8 5312 1038,8 119,5 

36 
JSC «Gulistoni 

Dushanbe» 
Dushanbe 16275 781 0 781 0 

37 LLC «Yoqut-2000» Dushanbe 11500 350 148,5 201,5 235,6 

38 IE «Majidova» Dushanbe 6000 340 0 340 0 

 
TOTAL: 

 
204556 7821,8 

   

Districts of republican subordination (DRS) 

39 LLC «dAHBED» Hisor 27000 1206 0 1206 0 

40 
Branch of LLC 
«Yoqut-2000» 

Vahdat 1400 44,8 0 44,8 0 

41 PO «Azam» Lakhsh 5120 419,8 0 419,8 0 

42 SUE «Chevar-2014» Rasht 5203 326,4 73,1 253,3 446,5 

43 SUE «Zuhal-2014» Rasht 2765 178,4 7,2 171,2 2477,7 

44 SUE «Bonu-2014» Rasht 1000 69 51 18 135,2 

 
TOTAL: 

 
42488 2244,4 

   
GBAO 

45 
LLC «Kokhi 
Bonuvon» 

Darvoz 820 55,7 29,5 26,2 188,8 

 
TOTAL: 

 
820 55,7 57,6 -1,9 96,7 

 

Source: Statistical handbook of industry in 2017 (monthly), p.77, Agency on Statistics under the President of the 

Republic of Tajikistan 
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ANNEX 8 
 

Volume estimation of the apparel market in Tajikistan for 2017 
 

# 
Type of 
national 
clothing 

Total population (people) 
Dressing 
norms 

(pcs./year) 

Total demand 
according to 

segments 
(premium, middle и 
economy classes), % 

Average price 
(USD) according 

to segments 
(premium, middle 
and econ. classes) 

Market 
size (USD) 

1 
Men chapan 

(dressing 
gown) 

1 992 600 (men of working age 
living in rural areas) + 328 000 

(40% of men of working age living 
in urban areas) = 2 320 600 

0,125 100%   326,2 

0,125 8% 25 58,2 

0,125 31% 14 126,2 

0,125 61% 8 141,9 

2 
Women 
dressing 
gowns  

1 903 500 (women of working age 
living in rural areas) +160 120 (20% 

of women living in urban 
areas)=2 063 620 

0,2 100%   4461,5 

0,2 8% 20 660,4 

0,2 31% 12 1535,3 

0,2 61% 9 2265,9 

3 
Women 
dresses 

1 903 500 (women of working age 
living in rural areas) + 225 000 

(women above of working age) + 
100 000 (girls of 10 to 14 years of 

age) = 2 228 500 

1,00 100%   59634,7 

1,00 8% 50 8914,0 

1,00 31% 38 26251,7 

1,00 61% 18 24468,9 

4 
Women 
trousers 

1 903 500 (women of working age 
living in rural areas)+225 000 

(women above of working age) + 
100 000 (girls of 10 to 14 years of 

age) = 2 228 500 

1,00 100%   17738,9 

1,00 8% 15 2674,2 

1,00 31% 10 6908,4 

1,00 61% 6 8156,3 

5 Men caps 

1 992 600 (men of working age 
living in rural areas) +128 300 

(men above working age) + 
463 468 (60% of men of working 
age living in urban areas) = 2 584 

368 

0,2 100%   1762,5 

0,2 8% 8 330,8 

0,2 31% 5 801,2 

0,2 61% 

2 
630,6 

 

Children 
skullcaps   
(for girls) 

405 800 (girls of 1-4 grades) + 
393 500 (girls of 5-9 grades) = 799 

300 

0,2 100%   407,6 

0,2 8% 5 63,9 

0,2 31% 3 148,7 

0,2 61% 2 195,0 

6 Headscarves 

1 903 500 (women of working age 
living in rural areas)+225 000 

(women above of working 
age)+400 600 (50% of women 

living in urban areas) = 2 529 100 

0,5 100%   1023,5 

0,5 8% 8 809,3 

0,5 31% 5 156,8 

0,5 61% 3 57,4 

7 

Women 
waistcoat 
(“kamzul”, 
“nimcha”) 

1 903 500 (women of working age 
living in rural areas) + 225 000 

(women above of working 
age)=2 128 500 

0,17 100%   437,8 

0,17 8% 12 340,6 

0,17 31% 8 70,4 

0,17 61% 5 26,8 

8 
Women 

suits (with 
embroidery) 

951 750 (50% of women of 
working age living in rural areas)+ 
355 500 (50% women of working 

age living in urban areas) + 
209 205 (50% of girls of 10-14 

years of age)= 1 516 455 

0,2 100%   2814,5 

0,2 8% 20 485,3 

0,2 31% 11 1034,2 

0,2 61% 
7 

1295,1 

  Total,  USD         88 607,3 
 
 

Source: Statistical yearbook of RT 2018, p.27, Agency on Statistics under the President of the Republic of Tajikistan, 

prices were obtained from the survey of sellers of clothing in markets «Korvon», «Mehrgon», «Sakhovat» 

(Dushanbe), markets of Vahdat and Hisor districts, shops of the shopping malls «FMD», «Sadbarg», «Mirage» 

(Bokhtar).  
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ANNEX 9 

 

Prices for a set of school uniforms for girls 

Classes 
Set of school uniform for girls  Total 

price 
(somoni) Jacket Pants Vest Blouse Skirt Apron Sundress 

1-4 135 45 60 20 40 25 55 380 

5-9 140 50 70 25 40 25 60 410 

10-11 150 55 100 25 40 25 65 460 

 

 
ANNEX 10 

 
Prices for a set of school uniforms for boys 

 

Classes 
Set of school uniform for boys 

Total price (somoni) 
Triplet (Troika) Shirt 

1-4 190 30 220 

5-9 215 35 250 

10-11 260 40 300 
 

Source: Price list of LLC "Nassojii Tojik", 2017 
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ANNEX 11 

 
Market volume of the school uniform in Tajikistan 

 

# 

Number of students  

Classes 

Demand  
for school 
uniforms 

(set) 

Volume 
of 

produced 
school 

uniforms 
in RT 
(set) 

Share of 
local 

producers 
of school 
uniforms 

in the 
total 

demand 
of the RT 

(in %) 

Approximate 
prices of 
school 

uniforms 
(somoni)* 

Size of 
school 

uniforms 
market  

(mln.somoni) 

of which girls for girls 
of which 
for girls 

of which 
for girls 

for girls for girls 

of which boys for boys 
of which 
for boys 

of which 
for boys 

for boys for boys 

1 

839700 

1-4 

600386 76319 12,7   178,5 

405800 290147 34687 12,0 380 110,3 

433900 310239 41632 13,4 220 68,3 

2 

816000 

5-9 

583440 63637 10,9   190,9 

393500 281353 27735 9,9 410 115,4 

422500 302088 35902 11,9 250 75,5 

3 

250600 

10-11 

179179 53686 30,0   66,9 

115200 82368 25018 30,4 460 37,9 

135400 96811 28668 29,6 300 29,0 

Total 

1906300 

  

1363005 193642 14,2 

  

436,3 

914500 653868 87440 13,4 263,5 

991800 709137 106202 15,0 172,8 
 

Source: Statistical yearbook of RT 2018, p. 46, price list of LLC "Nassojii Tojik", 2017 
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ANNEX 12  
 

Questionnaire 
 Express analyses of work of clothes shops and outlets 

 
 

1. Name of shop/outlet    ___________________________________________________________ 
 

2. Address of shop/outlet: __________________________________________________________ 
 

3. Type of shop: □ big       □ small       □ outlet 
 

4.   Profile of shop/outlet:  □ men's wear   □ women's clothing    □ kidswear    □ the mixed clothes 
 

       5. Range of clothes: □ suits and trousers □ shirts □ coats □ jackets □ raincoats □ pullovers  
            □ jumpers/sweaters □ scarves □ caps □ socks □ dresses □ blouses  
            □ underwear □ modesty clothing (pants and undershirts) □ trousers  
            □ dressing gowns □ scarves □ camisoles □ t-shirts □ sportswear 
 

       6. Range of prices for the sold clothes: □ low _____ somoni   □ high ______ somoni 
 

7. The mechanism and channels of receiving clothes for realization: 
       □ directly from producer □ through intermediary from producer □ from wholesaler □ customer pickup  

 
8.   Volumes of realization of clothes in a month: 

□ in natural _____piece/pairs               □ in monetary  ___________ somoni   
 

 
9.  Characteristic of potential buyers: 
 ___% rich                  ___% middle class              ___% the others 

 

 
10. Approximate sum of single purchase: 
□ in natural ____ piece/pairs              □ in monetary _____ somoni 
 
11. Culture of service of sellers:              □ perfect                 □ good                 □ bad 

 
 
 
 

 Name_______________________________________                                         Date_______________  
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ANNEX 13 
 

 Allocation of shops and outlets according to segments 
 

№ Segments Share Main stores and retail outlets 

1 
High and 

premium 
8% 

1. Brand company shops 

 Pierre Cardin (Polo Assn.) 

 Kanzler 

 Vitali Ricci 

 Mexx 

 Adidas 

 Joma 

 Ramsey|KiP (Khujand) 

 

2. Company shops: 

      Dushanbe: 

 5th avenue  

 Brand Outlet (ZARA, Pull&Bear, Bershka) 

 Multikid  

 Cashmere 

Khujand: 

 Safir 

 Rizvon 

 Yasmin 

 Savsan 

 Romin, etc. 

2 Average 31% 

1. Brand company shops 

 Mexx 

 LC Waikiki 

 Carrera (Dushanbe and Khujand) 

 Iamdifferent 

 Li-Ning (Dushanbe and Khujand) 

 Colins (Khujand) 

 Baleno (Khujand) 

 

2. Company shops: 

 Milano Moda 

 Dilpur 

 Matin 

 Istanbul (Dushanbe) 

 Mirage (Bokhtar) 

 Istanbul (Bokhtar) 

 Iskandar (Bokhtar) 

 Elegant (Bokhtar) 

 Tobon (Khujand) 

 VIP (Khujand)      

 TajLady (Khujand) 
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№ Segments Share Main stores and retail outlets 

3. Hypermarket "Auchan" 

Shops and sales points in Dushanbe: TC «Sadbarg», TC «Saodat», TC 

«TSUM», TC «Sitora», and in Khujand: TC «Nur», TC «Heson», TC 

«Tajcity». 

4. Points of sales in the markets “Korvon”, “Mehrgon” (Dushanbe), 

“Somon” (Khujand), “20 Solagii Istikloliyat” (Khujand), central 

markets of the cities of Khujand, Bokhtar, Kulyab, Khorog, as well as 

RSR and regions of the country 

3 
Economy 

class 
61% 

1. Hypermarket "Auchan" 

2. Shops and sales points in the TC «Sadbarg», TC «Saodat», TC 

«TSUM», TC «Sitora», a number of clothing stores on st. I. Somoni 

(Khujand) 

3. Sales points in the markets of «Korvon», «Mehrgon» in Dushanbe 

and «Somon», «Atush», «20 Solagii Istikloliyat», 32 microdistrict in 

Khujand, as well as in the central markets of the cities of Khujand, 

Bokhtar , Kulyab, Khorog, as well as RSR and regions of the country 

 
 

 

 


