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2011
Creation

100+
Clients

4
Production sites

500
Employees

2
R&D centers

Key figures

Markets

Our services

France
Headquarters
Production
R&D
Sales & After-sales service

China
Production
R&D
Sales 
After-sales service

Poland
Production
Sales
After-sales service

Financing
Investment fund dedicated to urban 
electric mobility.

Second life
Optimizing the energy grid and 
management. Collecting, recycling and 
reselling battery parts.

FORSEE POWER: smart battery systems for a sustainable electromobility

Sales 
representatives

Singapore
Sales 

India*
Production
Sales 
After-sales service

*end 2020

4
Repair & 

maintenance centers

Road

Marine

Medical & wellness technologies

Robotics

Home appliances Security

Rail
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FRANCE
Poitiers

POLAND
Wroclaw

INDIA
Pune*

CHINA
Zhongshan

*end 2020

Global presence
WITH LOCAL 
SUPPLY CHAIN

COVID HIGHLIGHTS

+ Attractive industry with strong

incentives that drive local supply

chains

+ China supply chain recovered quickly

after New Year’s break

+ Independant supply chain organization

(Europe, Asia) with sharing of best 

practices that allowed to anticipate

shortage

+ Development of local partnerships for 

future business opportunities (Japan, 

India, ..)

> Limited impact on Group’s

operations and revenue





DHL: Our Operational Resilience Journey 
Business Continuity Plan & Disaster Response

2DHL | Operational Resilience During The Pandemic | 25 November 2020



DHL: Our Operational Resilience Journey 
Resilience 360
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DHL: Our Operational Resilience Journey 
COVID-19 Drives Network Adaptation
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DHL: Our Operational Resilience Journey 
COVID-19 Drives Digitalization
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Post COVID-19: Supply Chain Trends
Digitalization & Innovation
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Post COVID-19: Supply Chain Trends
Diversification 
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MADE IN ASIA 2020 
Emerging from the 

crisis: Resilience in 
supply chains

Roger Lee
CEO TAL Group 



The global 
COVID-19
crisis
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Customer Credit Risk Management amidst COVID-19
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Customers used to use LC 

Gradually phased out 
since it is difficult and 
costly to apply for LC

Industry moved to open account 
and relied on credit insurance

Problem with insurance: insurers 
walk away and stop coverage 
when you’re sick!

Facing the COVID crisis, 
Customers do not take any 
risks, the supply chain 
suffers from order 
cancellations, bad debts…



So what did we do?
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Public information

We have to become 
credit experts overnight

Industry network Customer’s disclosure



We set up Credit Committee to assess customers’ risk of going Chapter 11
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Developed a mechanism 

using 4 Gates 
to manage risk exposure

Accept
new orders? Produce 

Fabric?
Cut 

Fabric?
Finish 
WIP?

Ship Finished 
Goods?

Gate 1 Gate 2 Gate 3 Gate 4Gate 0

For orders 
already 
accepted

Rate of recovery H L
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Beyond COVID-19: 
The Xinjiang 
cotton crisis
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Beyond COVID-19: The Xinjiang Cotton Crisis

7

This time the administration went 
after China’s Xinjiang cotton not from 
a trade and economic angle, but as a 
human rights issue

While the US-China trade war
has been creating stress on the 
industry since 2018…



The industry’s dependency on China is far higher than people thought!
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Cotton Fabric GarmentYarn Transport Retail

For many years brands 
have actively moved 
apparel sourcing away
from China

When the Xinjiang 
cotton sanction 
started to emerge, 
we know we are in 
trouble!

Early 2020, as COVID broke out 
across China, the world’s apparel 
buyers faced a supply chain 
shock and realized their high 
dependency on China fabric

As the #1 textile exporter, 
China still accounts for 
38% value of the world’s 
textile export

Xinjiang accounts for 22% 
of the world’s cotton and 
~50% of extra-long-stable 
(ELS) cotton!

Although China is still the #1 
garment exporter, several 
other countries are gradually 
gaining importance



What did we do?
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Looking ahead…



Brands want global partners to have the best of both worlds:  
one stop shop convenience vs. risk diversification 
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Brand objectives

• Diversify macro risks: 
trade wars, natural 
disasters, epidemic, etc.

• Support their good-
better-best portfolio

• Stay cost competitive

• Delay decision making to 
better read market

Requirements for  suppliers

• Broad footprint with flexibility 
to move orders around

• Low Cost Countries (LCC)
options

• Duty free locations

• Agility and shorter lead-time

What CUSTOMERS want? Supply side dynamics

Manufacturing 
industry will continue 
to consolidate
around the world



TAL Apparel, being one of the earliest Hong Kong manufacturer to venture 
out of China, has always been actively rebalancing our footprint

Our Footprint in 2014

HighMidLow

China 1

China 2

Thailand 1

Thailand 2

Thailand 3

Malaysia 1

Malaysia 2

Indonesia

Vietnam 1

Thailand 4

Among our 10 factories, all are in Asia 
and mostly in high cost countries…

A series of actions between 
2014-2017

Entered Africa continent – first 
foothold in Ethiopia
Grow in Vietnam
Exit Indonesia
Ramp down China

Manufacturing Footprint Rebalancing
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Low Cost Low Cost

In Jan 2020, we have 10 factories spanning across 5 countries

High 
Cost

Med. 
Cost

Rest of the World

Thailand

China

19%

9%

Malaysia

Vietnam

42%26%

Indonesia

Exit

4%

Ethiopia
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Current footprint offers 
a wide range of options 
from sophisticated 
workmanship to low 
cost duty free COO

We will continue to 
look for new countries 
to add to our portfolio



Appendix
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How do we decide on manufacturing footprint?



Our journey into Africa
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Alignment of 
objectives

Deep dive 
in Africa

18-months 
worldwide scanning

54 African countries scanned and 
candidates shortlisted based on:

- Part of African Growth and 
Opportunity Act (AGOA), with 
duty free to US (22 countries)

- Free of major armed conflicts or 
pandemics (8 countries)

Ethiopia selected among peers like 
Tanzania, Kenya, Uganda, etc.

Over 15 countries in 5 continents 
were researched and evaluated

- South Asia
- Eastern Europe
- The Americas
- Africa and Indian Ocean 

Development of a set of 
footprint design principles  
and evaluation criteria for 
the project



Comprehensive set of country evaluation criteria developed
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