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2015 Canadian Retail Apparel Sales Grow  

the Most Since 2010 
It did not go unnoticed by this publication that Canadian apparel retailers during 2015 

dropped one of their two standard excuses for their chronic poor performance: While the 

degree of competitive intensity in the market continued to remain high during 2015, the 

growth rate for apparel sales was obviously not a hindrance for Canadian retailers as ap-

parel sales grew at its fastest rate since 2010. 

Statistics Canada reported that the sales of apparel during 2015 totaled C$30.2 billion, an increase 

of 4.8% over 2014. The two previous years the market had grown by 3.1% and 2.2% respectively. 

The unusually high rate of growth during 2015 was driven by 5.2% increase in women’s wear sales 

along with above average rates of growth for both girls (9.5%) and boys (9.1%) apparel sales. 

Men’s sales grew by 3.5% for the second year in a row. 

In the men’s market during 2015 the sales of men’s suits/sport coats increased by 12.2%. This in-

crease more than made up for the 0 .8% decrease in the category’s sales growth during 2014. Also 

contributing to the growth of men’s apparel sales during 2015 were the underwear/sleepwear/socks 

category (+4.2%) and the pants/tops (+3.4%) category. Men’s categories that underperformed in-

cluded accessories (-1.0%), other men’s clothing (-0.4%) and outerwear (+1.8%). 

The increase in women’s apparel sales during 2015 was across the board as all women’s merchan-

dise categories registered 

increases in sales ranging 

from 3.9% to 5.5%. The cate-

gories whose sales increased 

the most included other 

women’s clothing (+5.5%) 

and the largest women’s cate-

gory, pants/tops which in-

creased 5.4%. The relatively 

poorest performing women’s 

categories included outerwear 

(+3.9%) and hosiery (+4.3%). 

During 2015 women’s pants/

tops accounted for the second 

year in a row for 55.2% of all 

women’s sales. The second 

and third most important 

women’s categories during 

2015 were lingerie 10.5% and 

outerwear 10.2%. 
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CANADIAN RETAIL SALES OF CLOTHING & ACCESSORIES 
Annual Sales Percent Change 

CANADIAN RETAIL SALES OF CLOTHING & ACCESSORIES 
C$ Millions 

 
Total 

Clothing 
Women’s 
Clothing 

Men’s 
Clothing 

Juvenile 
Clothing 

2011 $26,783 $15,325 $8,415 $3,043 

2012 $27,370 $15,325 $8,415 $3,156 

2013 $27,981 $15,621 $8,696 $3,142 

2014 $28,851 $16,018 $9,000 $3,411 

2015 $30,241 $16,851 $9,312 $3,615 

Source: Statistics Canada Continued on page 6 
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Readers Note:  The next issue of Canadian Apparel Insights will be published during the last week of May 2016 

Wednesday, May 18, 2016 

1:00pm-2:30pm 

Holiday Inn Yorkdale 
Sponsored by the Canadian Apparel Federation 

 

The 2016-2020 Canadian Retail Apparel Market 

A Trendex/CAF Seminar 
Who will Prosper, Just Survive, Flounder or Fail?  

“This is a must “attend seminar’ for  

apparel retailers and suppliers  

interested in acquiring unique insights 

from Randy Harris, President of  

Trendex North America, into the fast 

evolving Canadian Apparel Market.” 

To Register: http://www.apparel.ca/cgi/page.cgi?_id=65&evt=375 

H&M: The Energizer Bunny of Canadian Apparel Retailing 
That retailer is H&M Canada – who reported that its Canadian sales, expressed in 

Canadian currency, increased by 19% in its first quarter of 2016, ending February 

29, 2016. It was the fifth consecutive quarter that the retailer’s sales have in-

creased by 14% or more. Undoubtedly part of the company’s sales growth was 

attributable to the fact that, during its first quarter of 2016, it operated 5 more stores 

than a year ago. 

Regardless of the reasons, 

H&M, Canada’s second 

largest apparel individual 

specialty chain (after 

Marks) continues to consis-

tently turn in sales in-

creases that are the envy of 

all of Canada’s apparel 

specialty retailers. 

3  

While many apparel retailers in 

Canada are struggling, including 

Old Navy and The Gap,  

at least one certainly is not... 

78 

H&M CANADA 
% Change in Sales (Canadian $) 

78 76 74 73 72 Stores 

One would have logically thought that following the departures of Henry 

Fiederer and subsequently, Nadia Cerantola as head of Reitmans’ stores, 

that the parent company would play it safe by choosing a retail executive 

from Quebec who had previously headed a women’s specilty apparel chain. 

In fact, Reitman’s (Canada) Ltd. did just the opposite! 

It appointed Michael Strachan, formerly a senior executive with Calgary 

based Marks, as the new president of its Reitman’s banner. Mr. Strachan, 

with his 25 years of experience in Canadian apparel retailing should certainly 

serve to stengthen the parent company’s bench – A truly inspired choice! 

 

A Non-conventional 

Choice Chosen to 

Head Canada’s  

Largest Women’s 

Specialty Chain  

 

 

 

Happening this month:  
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Can A Retailer Shrink Itself In Order to Become Profitable? 

It would now seem that LeChateau has belatedly 

reached the same conclusion. That inference is de-

rived from LeChateau’s Q4 2015 earnings report in 

which it indicated it had closed a net of 11 stores in 

2015 and plans to close an additional forty stores over 

the next three years. Clearly such a downsizing is 

long overdue as many of the retailer’s stores are not 

profitable. In addition to closing stores, the company 

truly needs to pick up the pace of its store renovations, 

as only five of its stores were renovated in 2015. 

LeChateau’s results for all of 2015 were an improve-

ment over those for 2014. The decrease in both the 

retailers total sales (-5.3%) and comp store sales were 

almost half those for the previous year. The company’s 

net loss for 2015 was C$35.7 million, which was mar-

ginally less then the C$ 38.7 million it lost the previous 

year. Not insignificantly, the company’s gross margin 

increased in 2015 to 64.2% from 60.6%. 

 

Increasingly many apparel retailers, including 

Reitmans, have come to the conclusion that 

bigger isn’t always better. 

Source:  Le Chateau / Trendex Forecast 

Le Chateau Stores 

211 
197 183 171 

222 

     2014(A)         2015(A)          2016(F)           2017(F)          2018(F) 

(9.0%) 
(9.0%) 

222 
$1,126 

0.0% 

+0.6% 

229 

$1,200 

(9.2%) 

(9.1%) 

235 

$1,170 

(5.1%) 

(4.2%) 

243 

$1,247 

Total Sales: 
Comp Sales: 

Stores: 
Sales per Store (000) 

(5.3% 
(4.0%) 

211 
$1,122 

$275 $275 
$303 $319 

$237 

2015           2014           2013           2012          2011 

Le Chateau 
Total Revenues (CS Millions) 

The company credited its improving (relative) fortunes to the marketing campaign it launched in August 2015 in collaboration 

with the Sid Lee Agency. The campaign led directly to comparable store sales gains of 3.9% and 11.1% respectively for the 

company’s ladies and 

footwear divisions in the 

second half of 2015. 

The company also noted 

that its online sales in-

creased 34.8% for the 

year, and 50.4% in the 

first ten weeks of its 

2016 fiscal year. Both 

metrics were additional 

signs that LeChateau’s 

rebranding/repositioning 

efforts were finally begin-

ning to resonate with 

consumers. 
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Harry Rosen:  
Canada’s Most Advanced Apparel E-commerce Retailer 

Harry Rosen since the beginning of the decade has been 

recognized as having one of the best e-commerce sites of 

any Canadian retailer. In addition to offering products 

online that are not available in its stores, Harry Rosen’s 

site is easy to navigate and allows the consumer to inter-

act with the site in numerous ways. Although other Cana-

dian apparel retailers have talked about embracing the 

concept of omni-channel retailing, Harry Rosen is further 

along in embracing the concept than any other Canadian 

apparel retailer. 

However, two aspects of Harry Rosen’s e-commerce op-

eration truly sets them apart from those of other apparel 

retailers. First, it is the retailer’s attitude about returns. 

While e-eommerce retailers generally cringe at the term, 

Harry Rosen embraces the concept of returns. With almost 

80% of online returns brought back to one of its stores, 

Harry Rosen views it as being presented with a golden 

opportunity to sell the customer additional items.  

The second aspect of Harry Rosen’s e-commerce site that is 

both a unique and a new enhancement, is the integration of 

the online customer’s online merchandise selection with real 

time advice from a sales associate. This capability allows 

the customers to interact live online with a sales associate. 

This integration also means that Harry Rosen’s e-commerce 

sales are not competitive with those of a sales associate, 

but rather are seen as supportive of an associate’s sales 

efforts.  

These two unique features of Harry Rosen’s e-commerce 

operation should go a long way in insuring the retailer 

reaches its goal of doubling its current e-commerce sales in 

two to three years. 

Note the first issue of Trendex’s new Nafta Apparel E-

Commerce Insights Newsletter, which will be published on 

May 30, 2016 will contain more information about Harry 

Rosen’s E-commerce operation based on an interview con-

ducted recently with Larry Rosen by this publication. 

 

Total  
Sales (24.5%)          (1.3%)          +9.3%          (7.1%)           (2.8%)                  

$140

$130

$106

$140 $142

2015 2014 2013 2012 2011

 

Hanesbrand Canada 
Total Revenue (US$ Millions) 

 
$140 

Despite its own negative currency adjust-

ment, Columbia Sportswear Canada reported 

that its sales, during the first quarter of 2016 

bolstered by strong sales of its Sorel brand, 

increased 4.6% to US $35.8 million. On a 

constant currency basis, Columbia Canada’s 

sales increased a very strong 18%. 

The iconic supplier of Hanes underwear, Play-

tex intimate apparel and Champion sports ap-

parel reported that its Canadian sales de-

creased 24.5% to US $106 million in 2015. The 

decrease was due to both negative currency 

adjustments, along with Targets’ exit from 

Canada during the Spring of 2015. 

2015 Hanesbrand Canada & Q1 2015 Columbia Canada 
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REITMANS (CANADA) LTD 
Canadian Stores Ending January 30 

Division 2016 2015 2014 2013 

Reitmans 329 341 349 361 

Penningtons 134 139 152 153 

Addition-Elle 107 105 101 106 

RW & Co. 83 76 77 73 

Thyme Maternity 68 68 70 72 

Hyba 17 - - - 

Smart Set 29 94 129 146 

                TOTAL 767 823 878 911 

(-19.9%) 
61 

$1,601 

(-13.5%) 
78 

$1,500 

+5.6% 
78 

$1,734 

Total Sales: 
Stores: 

Sales per Store  
(US $000) 

(-39.0)% 
41 

$1,455 

AEROPOSTALE CANADA 
Total Revenue (US$ Thousands) 

2015                        2014  2013                       2012                      2011

7.6% 
68 

$1,884 

Reitmans (Canada): Downsizing Continues 

At the outset of the year, Reitmans (Canada) operated 

767 stores, which was 56 stores less than a year earlier. 

The closing of 65 Smart Set stores, along with 12 Reit-

mans stores, and 5 Penningtons stores were partially 

offset by the addition of 7 RW & Co. stores, and the 

launching of the Hyba chain, which ended the year with 

17 stores. 

These numbers would seem to indicate that Reitmans 

(Canada) believes that RW & Co. has the most growth 

potential of any of the company’s banners, in addition to 

its new Hyba chain – This publication is in total agree-

ment with the companys’ assessement. 

Reitmans (Canada) continued to close stores 

during the year ending January 30, 2016.  

Aeropostale:  

Even Foreign Retailers in Canada Can Go Bust 

Aeropostale’s filing this week for bankruptcy 

protection in the United Stated indicated that it 

would close all of its 41 stores in Canada. Its 

demise as a retailer could have been pre-

dicted as the company’s total sales fell 18% in 

2015, while during the same period it lost 

US$136.9 million or $1.72 per diluted share. In 

Canada, Trendex estimates that Aeropostale’s 

2015 sales decreased by 39% to US$59.7 

million. A large part of the decrease was due 

to the fact the company ended its 2015 fiscal 

year with 41 stores in Canada, which was 20 

less stores than a year earlier. 

Aeropostale’s troubles should not have come as a surprise to anyone who follows teen fashion trends, as almost three 

years ago U.S. and slightly later, Canadian teens began to shun logo apparel. Since then, retailer’s , including Ameri-

can Eagle, Abercrombie & Fitch, and Aeropostale have sought, with varying degrees of success to redefine themselves 

absent of any logo identity. No teen retailer, as evidenced by it’s sales decline, has been as unsuccessful as Aero-

postale in redefining its “brand persona.” 

Copyright 2016 

Trendex North America 

This newsletter is proprietary to Trendex North America and may not be reproduced or disseminated outside your company without the express written consent of Trendex North America.   

o order Canadian Apparel Insights contact info@trendexna.com. 
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May 2016: Ontario Fast Fashion Retailer Update 

CANADIAN FAST FASION RETAILERS 
May 2016 

Province Forever 21 H&M Zara 

Atlantic 0 3 - 

Quebec 9 17 10 

Ontario 20 35 12 

Man/Sask 1 4 4 

Alberta 4 9 3 

British Columbia 6 10 4 

                TOTAL 40 78 33 

Source:  Trendex /Company Websites 

Continued from page 1 

2015 Canadian Retail Apparel Sales Grow the Most Since 2012 

What can explain the greater than forecasted growth rate for the Canadian retail apparel market during 

2015? This publication believes the apparel sectors strong performance was due to the convergence of a 

number of factors including: 

 The better than forecasted overall growth in consumer spending (except in Alberta) 

 The entry/expansion of new foreign apparel retailers during the year 

 A significant drop in Canadian’s cross boarder shopping 

 Increased apparel purchasing in Canada by foreigners especially from the United States and Asia. 

 Fashion driven incremental sales growth for men’s suits/sport coats 

As many of these factors will continue to be “in play” during this year, it would not be unreasonable to fore-

cast another good year for the Canadian retail apparel market during 2016. 

However, what could conceivably have a 

greater effect will be the opening, during 

the remainder of 2016, of at least four to 

five more Off Fifth stores in Ontario. 

However, what will surely affect both For-

ever 21 and Zara, will be the launch later 

this year of H&M Canada’s e-commerce 

site  

The opening of Uniqlo’s first two Canadian stores this fall in Toronto should have 

minimal impact on Ontario’s current 67 “Fast Fashion” retailers.  

United States Apparel and Accessories 
Market Share 

Retailer 2014 2015(E) 2016(E) 2017(E) 2018(E) 2018(E) 

Amazon 3.4% 5.0% 6.4% 8.0% 9.9% 14.0% 

Macys 7.3% 7.3% 7.2% 7.1% 7.1% 6.9% 

TJX 5.8% 5.9% 6.0% 6.1% 6.2% 6.3% 

Walmart 6.2% 6.2% 6.2% 6.2% 6.1% 6.0% 

Nordstrom 4.2% 4.3% 4.3% 4.4% 4.5% 4.6% 

Amazon, the fourth largest apparel re-

tailer in the United States during 2015, 

will become the country’s largest apparel 

retailer in 2017. 

That’s forcast by investment research 

boutique Cowen and Company is one of 

the insights that will be shared with par-

ticipants at the Trendex/J.C. Williams E-

commece seminar to be held in Toronto 

on May 18, 2016. 

Amazon Poised to be Largest U.S. Apparel Retailer in 2017 
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Clothing specialty store sales  

increased 11.3% during February 2016 

and was up 9.3% during 

the first two month of 2016 

(according to Statistics Canada)  

 

In February 2016 

sales of Canadian clothing 

manufacturing shipments  

decreased by 12.6%  

compared to the same  

month a year ago. 

CANADIAN RETAIL CLOTHING SPECIALTY STORE SALES  
(Seasonally Adjusted) 

 Current Month Year to Date 

April 2015 +7.5% +7.7% 

May 2015 +7.2% +7.5% 

June 2015 +2.5% +6.9% 

July 2015 +6.3% +6.7% 

August 2015 +5.8% +6.6% 

September 2015 +7.0% +6.7% 

October 2015 +8.8% +6.9% 

November 2015 +2.7% +6.3% 

December 2015 +8.0% +6.5% 

January 2016 +7.3% +7.3% 

February 2016 +11.3% +9.3% 

CANADIAN CLOTHING SALES OF GOODS MANUFACTURED 
Dollars (Seasonally Adjusted Shipments) 

 Current Month Year to Date 

July 2015 -10.6% -2.8% 

August 2015 -4.7% -3.0% 

September 2015 -14.4% -4.3% 

October 2015 -8.5% -4.7% 

November 2015 -10.8% -5.4% 

December 2015 -21.6% -6.8% 

January 2016 -10.5% -10.5% 

February 2016 -12.6% -11.5% 

Source:  Canism 304-0014 [315] 

 

The capacity utilization rate  

of Canadian clothing  

manufacturers during the fourth     

quarter of 2015  

decreased by 8.4% from the same  

quarter a year earlier. 

CANADIAN CLOTHING MANUAFACTURING 
Industry Capacity Utilization Rate* 

Quarter 2012 2013 2014 2015 

January - March 75.8% 67.1%  68.4% 68.1% 

April - June 73.3% 66.9%  71.3% 70.8% 

July - September 71.2% 66.2%  70.5% 68.0% 

October - December 69.3% 67.5% 73.9% 67.7% 

* Ratio of the clothing industry’s actual output to its estimated potential output 
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February 2016: Canadian Retail Sales Strength  
Surprises Economists 

Canadian retail sales rose for the second month in a 

row during February 2016. Retail sales for the month 

rose 0.4% howerever if gasoline store sales (-4.9%) 

were excluded, retail sales increased 1.0% and in-

creased by an even greater 1.5% if the effects of price 

changes were removed. Sales gains were widespread 

during February 2016 as sales within 9 of the 11 retail 

subsectors increased.  Sales increased in all provinces 

with the exception of Alberta and Saskatchewan where 

sales in both provinces were down 0.4%. 

Seasonally adjusted sales in clothing specialty stores 

(y vs y) increased by 11.3% after increasing by 7.3% in 

January 2016. Year to date sales in clothing specialty 

stores were up a very respectful 9.3%. On a provinicial 

basis clothing store specialty sales during February 

2016 increased the most in Quebec (+23.0%) and the 

Atlantic Provinces (+14.3%) and decreased in only Al-

berta (-1.2%). 

Apparel sales in Statistics Canada’s Large Retailer 

Sample of 80 retailers increased by 3.0% in February 

2016 after decreasing by 1.6% the previous month. 

Sales of women’s apparel (+3.7%) during February 

2016 increased more than men’s apparel (+2.6%). 

Boys apparel sales continued to grow at a double digit 

rate. Growth in the women’s market during February 

2016 was driven by above average growth rates for 

dresses/suits (+8.1%) along with pant/tops (+7.3%). In 

the men’s market the most important category, pants/

tops also increased the most (+11.8%). The sales of 

men’s suits/sport coats (+9.8%) continued to remain 

strong. Given the unseasonably warm weather, it came 

as no surprise that the sales of both women’s outer-

wear (-0.2%) and men’s outerwear (-4.3%) decreased 

during February 2016. 

Although most Economists expect Canada’s overall 

growth rate to slow during the year, there is no indica-

tion yet that the same can be said for the growth rate 

for retail sales in general along with apparel sales in 

particular. 

TOTAL RETAIL APPAREL SALES 
Statistics Canada Large Retailer Survey  2015 / 2016 

Total Apparel 
Current 

Month Year to Date 

August 2015 -5.1% +0.3% 

September 2015 -2.3% -0.2% 

October 2015 +0.8% +0.3% 

November 2015 -4.6% -0.3% 

December 2015 +2.8% +0.1% 

January 2016 -1.6% -1.6% 

February 2016 +3.0% +0.6% 

Statistics Canada Segment Description February 2016 Year to Date 

Total Apparel +3.0% +0.6% 

Total Women’s Apparel +3.7% +0.7% 

Total Men’s Apparel +2.6% +2.8% 

Total Girls Clothing +7.4% +7.0% 

Total Boys Clothing +15.5% +14.3% 

Total Infants Clothing (Sizes 0-6X) -4.6% -14.1% 

   

Statistics Canada Commodity Description February 2016 Year to Date 

Women’s Outerwear -0.2% +3.2% 

Women’s Dresses & Suits +8.1% +5.1% 

Women’s Pants/Tops +7.3% +2.6% 

Women’s Hosiery +5.1% +7.7% 

Women’s Lingerie +2.4% -0.4% 

Women’s Other Clothing  

(e.g. bathing suits, uniforms, etc.) 

-27.4% -28.6% 

Women’s Fashion Accessories  

(e.g. hats, gloves, scarves) 

-6.0% -6.0% 

Men’s Outerwear -4.3% +5.8% 

Men’s Suits, Sport Coats +9.8% +10.6% 

Men’s Pants and Tops +11.8% +5.7% 

Men’s Underwear, Sleepwear & Socks -33.8% -15.0% 

Other Men’s Clothing  

(e.g. bathing suits, uniforms, etc.) 

-3.7% -5.3% 

Men’s Accessories  

(e.g. hats, gloves, ties, etc.) 

+1.4% +3.2% 

https://www.google.com/search?q=saskatchewan&rlz=1C1OPRB_enUS542US565&tbm=isch&tbo=u&source=univ&sa=X&ved=0ahUKEwjtzs-2pqzMAhUJET4KHRscB7YQsAQIQg
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Canadian apparel exports increased by 8.4% in February 2015 and 

were up by 9.4% during the first two months of 2016. Apparel exports 

to the United States increased by 9.3% in February 2016 and were 

up 7.8% year-to-date. Driving the increase in both total exports and 

exports to the United States continued to be men’s apparel exports. 

Of the ten largest destination countries during the first two months of 

2016 for Canadian apparel exports, Australia (-17.6%) and Japan  

(-5.3%) registered large decreases. Exports to France grew by a 

strong 109.6%, while The Netherlands and Germany both continued 

to gain in importance as a result of their respective 41.5% and 19.4% 

increases. Surprisingly, exports to Spain increased by 33.6% 

CANADIAN TOTAL APPAREL EXPORTS 
% Change in Dollar Exports 

January-February 2016 

 Total To the U. S. 

Total Exports +9.4% +7.8% 

Mens/Boys’ Clothing +23.2% +20.4% 

Womens/Girls’ Clothing -1.4% +6.8% 

Infant’s Clothing -0.2% -10.6% 

Other Clothing/Accessories +10.0% +12.5% 

NAICS 315 

CANADIAN APPAREL EXPORTS  
TO ONLY THE U.S. 

% Change in Dollar Sales 

Month Current 

Month 

Year to Date 

April 2015 +8.2% +17.4% 

May 2015 +17.9% +17.4% 

June 2015 +37.2% +20.3% 

July 2015 +33.7% +22.3% 

August 2015 +28.1% +23.2% 

September 2015 +21.0% +24.5% 

October 2015 +16.3% +22.0% 

November 2015 +34.4% +23.1% 

December 2015 +3.5% +7.8% 

January 2016 +6.2% +6.2% 

February 2016 +9.3% +7.8% 

Canadian apparel imports increased 

by 24.9% in February 2016, and for 

the first two months of 2016 were up 

18.9%. During the two month period, 

Chinese apparel exports to Canada 

increased by 16.7%. Bangladesh, the 

second largest apparel exporter to 

Canada, recorded a 31.8% increase, 

while Cambodia and Vietnam re-

corded 14.2% and 12.0% increases, 

respectively. Perhaps the most inter-

esting developments in the first two 

months of 2016 were the 0.1% de-

crease in Mexican apparel exports to 

Canada, along with the 42.8% in-

crease in exports from Thailand and 

the 34.4% increase in exports from 

Pakistan. 

Where Canada Sends Its Apparel 

Where Canada Sources Its Apparel 

CANADIAN APPAREL IMPORTS 
% Change in Dollar Imports 

January—February  2016 

 

Total 

From  

China 

From  

Bangladesh 

From  

India 

From  

Cambodia 

From 

Vietnam 

Total Imports +18.9% +16.7% +31.8% +35.6% +14.2% +12.0% 

Men’s/Boy’s Clothing +19.5% +9.6% +39.5 % +39.8% +20.9% +15.9% 

Women’s/Girl’s Clothing +21.4% +22.7% +26.0% +39.0% +3.8% +20.1%  

Infant’s Clothing +26.0% +25.8% +40.4% +57.0% +3.0% +31.5% 

Other Clothing/Accessories +13.0% +11.0% +20.6% +18.7% +33.5% +2.3% 

NAICS 315 
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The consumer price index during  

March 2016 for total apparel surprisingly  

increased by 5.5% from the previous month  

but was down 1.0%  from a year earlier 

Canadian consumer confidence increased  

by 3.7 points in February 2016, It was the first 

increase in three months. 

Cross Border Shopping 

 

During February 2016,  

same day cross border car trips by 

Canadians to the United States not 

surprisingly decreased by 15.8% 

from the same month a year ago. 

SAME DAY CAR TRIPS TO THE U.S. 
Thousands (Seasonally Adjusted) 

Month Trips 

% Change 

Same Month 

Exchange Rate 

Canada/USD* 

March 2015 2,055 -17.8% $1.26 

April 2015 2,021 -20.2% $1.23 

May 2015 2,067 -18.9% $1.22 

June 2015 2,060 -20.4% $1.24 

July 2015 2,017 -20.0% $1.28 

August 2015 1,877 -25.4% $1.31 

September 2015 1,795 -28.0% $1.33 

October 2015 1,793 -25.7% $1.31 

November 2015 1,791 -23.4% $1.33 

December 2015 2,337 -25.0% $1.37 

January 2016 1,831 -15.9% $1.42 

February 2016 1,718 -15.8% $1.38 

* Average Monthly Exchange Rate / Bank of Canada  

CANADIAN CONSUMER PRICE INDEX - 
CLOTHING 

2002 = 100 (Seasonally Adjusted) 

Month Total Women’s  Men’s Children’s 

April 2015 86.5 82.4 94.8 80.2 

May 2015 85.0 79.9 94.9 79.9 

June 2015 82.5 77.6 91.5 78.4 

July 2015 83.0 77.5 98.3 78.8 

August 2015 83.8 79.1 93.8 77.0 

September 2015 86.8 83.0 95.0 79.3 

October 2015 87.8 83.7 96.2 81.7 

November 2015 86.4 82.3 95.3 78.5 

December 2015 80.9 76.9` 89.6 73.7 

January 2016 80.1 74.9 89.6 76.3 

February 2016 81.6 76.1 91.6 78.1 

March 2016 86.1 81.0 95.1 82.5 

CANADIAN CONSUMER CONFIDENCE 

Month 2015/2016 Previous Year 

September 2015 90.6 NA 

October 2015 95.3 NA 

November 2015 103.1 NA 

December 2015 91.0 xx 

January 2016 80.0 107.0 

February 2016 83.7 95.6 

Apparel Price Inflation / Consumer Confidence 

Source:  Statistics Canada  

Stay up to date with “real time” developments in the Canadian Retail Apparel Market ! 

Follow us on Twitter: TrendexNA  
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TOTAL UNITED STATES RETAIL SALES 

 Clothing/Accessories 

Stores  

Department Stores  

 Current 

Month 

Year to 

Date 

Current 

Month 

Year to 

Date 

July 2015 +3.6% +2.8% -1.1% -2.0% 

August 2015 +2.2% +2.7% -2.9% -2.0% 

September 2015 +5.0% +2.9% +2.0% -1.6% 

October 2015 +4.1% +2.8% +1.0% -1.4% 

November 2015 -1.6% +2.2% -2.8% -1.9% 

December 2015 +1.4% +2.1% -2.1% -2.0% 

January 2016 -0.1% -0.1% -4.5% -4.5% 

February 2016 +6.1% +3.2% +0.4% -2.2% 

March 2016 +3.1% +2.7% -3.8% -2.8% 

UNITED STATES RETAIL CLOTHING/
ACCESSORIES STORE SALES 

Yearly / Percent Change in Sales 

 Men’s 

Clothing 

Women’s 

Clothing 

Family  

Clothing 

Total 

January -  

December 2014 +1.1% +5.4% +1.8% +2.1% 

January -  

December 2015 +1.0% -1.0% +4.1% +2.2% 

UNITED STATES MONTHLY  
SALES BAROMETER  

March 2016 

 

Retailer 

Total Sales 

Change 

Comparable  

Store Change 

Mid  

     Gap Corporate -6.5% -6.0% 

     L. Brands Inc.  +5.0% +3.0% 

Lower/Value  

     Stein Mart NA NA 

     Costco (U.S.) * NA +3.0% 

     Cato -2.0% -1.0% 

     Freds +11.0% +1.8% 

Junior    

     Zumiez -2.6% -7.8% 

     Buckle -11.0% -11.8% 

* Excludes gasoline sales  

U.S. March 2016 Retail Sales: Weaker than Expected 

U.S. retail sales declined 0.5% in March 2016 after being unchanged during February 2016. Core retail sales increased for 

the second consecutive month in a row by only 0.1%. Driving down the overall growth rate for U.S. retail sales during 

March 2016 was a 2.1% drop in auto sales. Clothing store sales unexpectedly fell by 0.9%. The poor performance of retail 

sales during March 2016 was a reminder of the overall weak U.S. economy that probably grew by only 0.2% during the 

first quarter of 2016. 

 
The performance of total U.S. retail sales in particular and 

the overall economy in general was puzzling, given the fact 

that job creation remained strong and wage rates continued 

to increase, although at a slow rate. Part of the explanation 

for the minimal increase in retail sales could have been an 

increase in gasoline prices, which diverted money from 

other consumer purchases, along with retailers offering 

large discounts during March to clear out unwanted holiday 

inventories prior to the arrival of spring 2016 merchandise. 

The poor performance of clothing stores was almost across 

the board, as total sales at the Gap fell by 6.5%, while Zu-

miez and The Buckle reported total sales drops of 2.6% 

and 11.0% respectively. None of the Gap banners did well 

during March 2016 as comparable store sales at Banana 

Republic decreased 14%, while sales at Old Navy and the 

Gap decreased 6% and 3% respectively. The only bright 

spots were the 5.0% increase in L. Brands total sales, and 

the 3.0% increase in Costco’s comparable non-gasoline 

store sales. It can’t be a good sign that many major U.S. 

retailers during April 2016 began revising downward their 

sales guidance for 2016. 



 

 

 

 

 

Wednesday 

May 18, 2016 

3:00—4:30 PM 

Holiday Inn Yorkdale 

Sponsored by the  

Canadian Apparel Federation           
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Inc Group,  

Man up!  

It’s Nobody’s  

Fault But  

Yours! 

Historically Inc Group had built a formidable apparel retail conglomerate in Can-

ada by following a relatively simple formula: 

 Acquire, at fire sale prices, retailers who historically had high “brand 

awareness”, but who were past their prime as evidenced by their declin-

ing sales. 

 Lower product costs by transitioning to lower cost off-shore sources. 

 Use the company’s size to negotiate cheap mall rental rates. 

 Underspend on marketing. 

As evidenced by Inc Group’s recent filing on behalf of International Clothiers for-

court protection from creditors under the Bankruptcy and Insolvency Act, the com-

pany’s formula is no longer viable. This should come as no surprise because any 

retailer wedded to preserving the status quo eventually “comes a cropper.” 

In Inc Group’s case, its undoing has been due to both a changing retail environ-

ment which was out of its control, and its own missteps. Although the company 

could hardly be expected to be able to stop the market entry of low price direct 

competitors, including Forever 21 and H&M, it could have stepped up the value of 

its garments. Contrary to the conventional wisdom of industry savants and Inc 

Group’s management, being priced at the bottom of the market, does not always 

guarantee success (just ask Walmart Canada’s apparel division). 

However as uncomfortable as it might be to admit, Inc Group’s woes are in large 

part self-inflicted as the retailer: 

 Was too slow to move out of high rent malls. 

 Destroyed what little brand equity many of its banners had by making 

(sorry) just plain stupid marketing decisions, such as, selling men’s ap-

parel in Fairweather. 

 Failed to spend additional monies to redefine its banners in face of in-

creased foreign competition. 

Recently an Inc Group executive was quoted as saying that rents should not ex-

ceed 17% of a retailers sales. So does that mean if an Inc Group store in Square 

One is an ongoing failure, Oxford Properties is obligated to lower the retailer’s 

rent? While such a position is self-serving, it’s simply neither realistic nor logical. 

To Register: http://www.apparel.ca/cgi/page.cgi?_id=65&evt=375 

EDITORIAL:  

Happening this month:  

This seminar will provide participants with an in-depth analysis of the 

current status of the Nafta apparel e-commerce market. 

The seminar will be presented by Randy Harris, President of Trendex 

and publisher of the widely read, Canadian Apparel Insights, and 

recgonized expert on the Canadian apparel market, and  

Maureen Atkinson, research partner of the J.C. Williams Group. 

The Nafta Apparel E-commerce Market 
A Trendex/J.C. Williams Group/CAF Seminar 
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CANADIAN MEN’S APPAREL MARKET 

% of Dollar Sales 

 Merchandise Category 2011 2012 2013 2014 2015 

Men's Outerwear 13.9% 13.7% 13.7% 13.8% 13.4% 

Men's Suits, Sport Coats 9.2% 10.9% 10.9% 10.4% 11.3% 

Men's Pants and Tops 54.3% 52.2% 51.1% 51.1% 51.4% 

Men's Underwear, Sleepwear & Socks 7.5% 7.1% 7.4% 8.4% 8.5% 

Other Men's Clothing (e.g. bathing suits, workwear, etc.) 5.6% 5.4% 5.7% 5.4% 5.1% 

Men's Accessories  (e.g. hats, gloves, etc.) 9.5% 10.7% 11.1% 10.9% 10.4% 

                                                                      TOTAL 100% 100% 100% 100% 100% 

CANADIAN WOMEN’S APPAREL MARKET 

% of Dollar Sales 

 Merchandise Category 2011 2012 2013 2014 2015 

Women's Outerwear 10.5% 9.6% 9.8% 10.4% 10.2% 

Women's Dresses & Suits 7.6% 7.6% 7.4% 7.6% 7.7% 

Women's Skirts, Pants & Tops 55.2% 56.5% 55.5% 55.2% 55.2% 

Women's Hosiery 2.5% 2.7% 2.8% 2.7% 2.7% 

Women's Lingerie 10.6% 10.4% 10.3% 10.5% 10.5% 

Other Women's Clothing (e.g. bathing suits, etc.) 5.1% 4.7% 4.4% 4.3% 4.3% 

Women’s Accessories (e.g. hats, gloves, scarves, etc.) 8.5% 8.5% 9.8% 9.3% 9.4% 

                                                                      TOTAL 100% 100% 100% 100% 100% 

CANADIAN MEN’S AND WOMEN’S APPAREL SALES 

Thousands of C$  

 Merchandise Category 2011 2012 2013 2014 2015 

% Change 

2015/2014 

Men's Outerwear $1,172,043 $1,176,386 $1,175,675 $1,241,181 $1,263,978 +1.8% 

Men's Suits, Sport Coats $771,619 $924,066 $941,562 $938,984 $1,052,280 +12.2% 

Men's Pants and Tops $4,576,697 $4,446,643 $4,496,241 $4,609,096 $4,764,085 +3.4% 

Men's Underwear, Sleepwear & Socks $634,941 $633,682 $655,485 $758,467 $790,767 +4.2% 

Other Men's Clothing (e.g. bathing suits, etc.) $472,080 $480,392 $465,945 $473,062 $471,663 -0.4% 

Men's Accessories  (e.g. hats, gloves, ties, etc.) $858,080 $908,701 $960,853 $979,946 $969,466 -1.0% 

Women's Outerwear $1,611,119 $1,471,390 $1,506,647 $1,656,202 $1,721,030 +3.9% 

Women's Dresses & Suits $1,169,710 $1,125,050 $1,166,552 $1,236,513 $1,299,392 +5.1% 

Women's Skirts, Pants & Tops $8,465,742 $8,435,355 $8,885,046 $8,826,206 $9,305,408 +5.4% 

Women's Hosiery $382,176 $416,418 $435,764 $438,144 $456,683 +4.3% 

Women's Lingerie $1,517,192 $1,577,234 $1,607,037 $1,688,499 $1,774,209 +5.1% 

Other Women's Clothing (e.g. bathing suits, etc.) $785,244 $685,566 $689,620 $693,311 $731,050 +5.5% 

Women’s Accessories (e.g. hats, gloves, scarves, etc.) $1,296,146 $1,428,193 $1,330,391 $1,479,643 $1,563,078 +5.5% 

Source:  Statistics Canada Quarterly Commodity Survey 


