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Check out our new, updated website: Trendexna.com 

CANADIAN TOTAL APPAREL MARKET 
C$ Millions 

 January - June  April - June  

  
2015 2016 

% 
Change 2015 2016 

% 
Change 

Total Apparel $7,341 $7,572 +3.1% $12,988 $13,556 +4.4% 

Women $4,267 $4,378 +2.6% $7,471 $7,768 +4.0% 

Men $2,152 $2,272 +5.6% $3,793 $4,051 +6.8% 

Boys $197 $217 +10.4% $359 $398 +10.3% 

Girls $237 $261 +10.2% $439 $483 +10.4% 

Infants $383 $339 -11.3 $732 $651 -11.2% 

2014 2015 

4.5% 

Q2        Q3        Q4 

5.5% 5.3% 

Q1       Q2        Q3        Q4 

8.1% 

5.0% 
3.9% 4.0% 

2016 

Q1       Q2 

5.9% 

3.1% 

CANADIAN TOTAL RETAIL APPAREL MARKET 
Percent Change in Dollar Sales 

Canada’s Retail Apparel Sales Growth Slows in Q2 2016  

Growth in the Canadian retail apparel market slowed in the second quarter of 2016 to its 

lowest rate since the first quarter of 2014. Statistics Canada reported that retail apparel sales 

increased by 3.1% in Q2 2016 after increasing by almost twice as much in the first quarter of 

2016. The decrease did not come as a surprise, as Canada’s GDP declined 1.6% on an an-

nualized basis in the second quarter of 2016. The decrease in both Canada’s GDP and the 

slowdown in the growth of retail apparel sales were in large part due to a contracting Alberta 

economy. Wild fires in the province coupled with lower oil prices, served to depress con-

sumer demand in the province.  

After increasing by 5.7% in Q1 2016, the growth rate for women’s apparel fell to 2.6% in Q2 

2016, while the 7.8% increase in men’s apparel sales during the first quarter of this year fell 

to 5.6% in Q2 2016. During the first six months of 2016, Canada’s retail apparel market in-

creased at a 4.4% rate, which was significantly less than the 6.3% growth rate in the compa-

rable period a year earlier.  

With the exception of the other clothing category (-0.2%), all women’s merchandise catego-

ries during the first half of 2016 registered positive sales gains. During the six month period, 

women’s hoisery (+8.9%) and dresses (+6.3%) registered the largest sales increases. Sales 

of pants/tops, the most important women’s category, increased by 7.4%, however during the 

Since the first quarter of 2015, 

suits/sport coats has been the 

fastest growing men’s merchan-

dise category. That distinction 

continued in both the second 

quarter of 2016, when the cate-

gory’s sales increased 11.0% 

(down from 14.1% the previous 

quarter), and during the first half 

of 2016, when the category’s 

sales increased by 12.5%. All 

five men’s merchandise catego-

ries registered positive sales in-

creases in the first half of 2016. 

During the period, men’s acces-

sories (+18.2%) increased the 

most, while outerwear (+1.3%) 

increased the least. 

           >> Continued on page 2 
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CANADIAN MEN’S AND WOMEN’S APPAREL MARKET 
Millions of C$ Dollars 

 April  - June  January - June  

Merchandise Category 2015 2016 % 
Change 

2015 2016 % 
Change 

Women’s Outerwear $309 $288 -6.8% $663 $665 +0.2% 

Women’s Dresses & Suits $399 $425 +6.5% $629 $679 +6.3% 

Women’s Pants/Tops $2,519 $2,584 +2.6% $4,214 $4,380 +3.9% 

Women’s Hosiery $90 $96 +7.5% $181 $196 +8.9% 

Women’s Lingerie $415 $434 +4.7% $772 $804 +4.9% 

Women’s Other Clothing  
(e.g. bathing suits, uniforms, etc.) 

$185 $182 +1.7% $352 $345 -0.2% 

Women’s Fashion Accessories  
(e.g. hats, gloves, scarves) 

$350 $367 +5.0% $639 $700 +5.5% 

Men’s Outerwear $203 $186 -8.0% $459 $448 +1.3% 

Men’s Suits, Sport Coats $287 $319 +11.0% $499 $550 +12.5% 

Men’s Pants and Tops $1,187 $1,232 +3.8% $1,974 $2,080 +5.0% 

Men’s Underwear, Sleepwear & Socks $156 $166 +6.1% $292 $305 +3.9% 

Other Men’s Clothing  
(e.g. bathing suits, uniforms, etc.) 

$114 $123 +8.2% $211 $223 +5.3% 

Men’s Accessories  
(e.g. hats, gloves, ties, etc.) 

$205 $246 +19.6% $376 $445 +18.2% 

>> Continued from page 1 

Canada’s Retail Apparel Sales Growth Slows in Q2 2016  

There can be no doubt that the growth rate 

for retail apparel sales slowed in the second 

quarter of this year. However, the majority of 

the nationwide sales slow-down was attribut-

able to lower demand in Alberta. 

Was the slowdown in apparel sales during 

Q2 2016 a harbinger of what could be ex-

pected for the remainder of the year? The 

answer is, probably not, as the Bank of Can-

ada is forecasting that Canada’s GDP in Q3 

2016 will increase by 3.5%, and RBC is pre-

dicting that for all of 2016, Canada’s GDP 

will increse at the same rate as it did in 

2015. As such, Trendex is predicting that 

Canada’s retail apparel sales will increase 

during 2016 in the range of 4.1%-4.3% 

slightly down from the 4.8% growth rate for 

all of 2015. 

Athleisure apparel and plus size clothing are two of the fastest 

growing categories of women’s apparel in the United States and 

conceivably in Canada.  

In a recent report, the NPD Group estimated that the sales of plus size 

women’s apparel in the U.S. will reach US$20.4 billion in 2016, a 17% 

increase from 2013. The company also estimated that 34% of U.S. 

teens will purchase plus size apparel this year, up from 16% in 2010. 

Recently two trends seem to be emerging in the U.S. women’s plus 

size market. The first involves some retailers doing away with their 

separate plus size department, and positioning plus size apparel on 

the same racks as their straight sizes. The second trend involves re-

tailers no longer charging more for a plus size garment than the same 

style straight size garment. Underlying both of these trends is the be-

lief by some retailers that they will be able to increase their plus size 

sales by destigmatizing the image associated with plus size apparel.  

Trendex recently revised its estimate of the Canadian women’s plus 

size market. According to the estimate, sales of women’s plus size 

apparel in Canada will total in the range of C$1.5 to C$1.9 billion in 

2016. Four retailers: Penningtons, Addition Elle, Sears Canada, and 

Walmart Canada will account for over half of the sales of women’s plus 

size apparel in 2016. 

U.S. Women’s Plus Size Market  

“Expands” In Size 

Thursday, Dec. 1 2016 

9:00am-11:00am 

Ruby Foos Hotel, Montreal 
Sponsored by the Canadian Apparel Federation 

The 2017-2020  
Canadian Retail Apparel Market 

A Trendex/CAF Seminar 
 

Who will Prosper,  
Just Survive, or Fail? 

“This is a MUST ATTEND seminar or  

apparel retailers and suppliers  

interested in acquiring unique insights 

from Randy Harris, President of  

Trendex North America, into the fast 

evolving Canadian Apparel Market.” 

REGISTER HERE: 

http://www.apparel.ca/cgi/page.cgi?

_id=65&evt=404  

October 2016 

http://www.apparel.ca/cgi/page.cgi?_id=65&evt=404
http://www.apparel.ca/cgi/page.cgi?_id=65&evt=404
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COLUMBIA CANADA 
Quarter Ending September 30, 

2016 

 Q3 
2016 

Q1-Q3 
2016 

Total Sales -3.0% +1.0% 

Constant  
Currency  
Net Sales 

-3.0% +6.0% 

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.  To order Canadian Apparel Insights contact info@trendexna.com. 

First Half 2016: Aritzia's Sales Increase 29.4% 

Readers Note:   

The next issue of  

Canadian Apparel Insights 

will be published during the 

first week of December 2016. 

ARITZIA INC. 
Quarter Ending August 28, 2016 

 
Q3 2016 

Q1 & Q2 
2016 

Net Revenue +30.1% +29.4% 

Comp Store 
Sales 

+16.9% +15.1% 

Adjusted 
EBITDA 

+21.4% +41.9% 

After successfully raising C$400 million in its IPO which closed on Octo-

ber 3, 2016 Aritzia subsequently reported its first quarterly results as a 

public company.  

For the six month period ending August 28, 2016 Aritzia’s: 

 Net revenue increased 29.4% to C$284 million 

 Comp store sales increased by 15.1% on top of comparable store sales 

growth of 23.0% in the same six month period a year ago 

 Gross profit margin increased to 37.9% from 35.5% 

 Adjusted EBITDA increased by 41.9% to C$40 million, while net income 

(excluding costs related to its IPO) increased by 97.9% 

 Ended Q2 2016 with 75 stores versus 64 for the same quarter a year earlier 

During only its second quarter of 2016, the retailer’s total sales increased 

30.1%, while its comparable store sales growth was 16.9%, which came on top 

of a 20.8% comp store sales increase in Q2 2015. 

In its IPO, Aritzia indicated that one of its long-term objectives is to increase its  

e-commerce sales from its current 12% of the company’s sales to 25% by 2021. 

Unfortunately in its first quarterly report as a public company, it failed to detail 

both its actual e-commerce sales and the growth rate for its e-commerce sales. 

To their credit, both Reitman’s (Canada) and LeChateau have, for some time, 

been reporting the growth rate for their e-commerce sales. 

Q3 2016 Columbia Canada’s Sales Disappoint 

After reporting sales increases of 4% and 20% during the first two quar-

ters of 2016, Columbia Canada reported that its sales decreased 3% in 

its third quarter of 2016 (Sept. 30, 2016).  

During the first nine months of 2016 the company’s sales increased 1% to 

US$124.6 million. 

Columbia Canada’s poor performance during its third quarter of 2016 was 

attributable, according to the company’s management, to a relatively warm 

third quarter, retailers request to have their delivery dates for Columbia’s cold 

weather products delayed to the outset of the fourth quarter of 2016, along 

with strong sales growth a year ago that the company was up against. A year 

ago, Columbia Canada’s sales increased a currency adjusted 14% during the 

third quarter of 2015. 

The company also indicated that its sales of non-winter style Sorel footwear 

continues to do well. Looking to the future, Columbia Canada will soon be 

setting up shop in shops in two Forzani Group stores, to be followed in 2017 

with significantly more Canadian shop in shops. 

ARITZIA, INC. 
Average Quarterly Share of Net Revenue 

Average Past Three Years 

October 2016 
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CARTER’S CANADA 
Quarter Ending October 1, 2016 

 
Q3 2016 Q1-Q3 2016 

Total Retail Comp Sales +1.6% +7.2% 

Retail Comp Store Sales -0.5% +5.4% 

E-Commerce Comp Sales +37.2% +37.3% 

Q2 2016: HBC Provides Additional Insights 

Historically one of the problems involved in “getting your hands around” 

HBC’s multi-divisional business was that while it broke out each division’s 

change in comp store sales it never provided information on the size and 

growth rate of the company’s three geographic segments.  

That situation changes with the publication of HBC’s Q2 2016 Interim Condensed 

Consolidated Financial Statement. In the statement, the company reported that in 

the six month period ending July 30, 2016, its total sales were C$6.6 billion. Can-

ada accounted for 21.4% of the retailer’s sales, while both the United States 

(46.5%) and Europe (32.1%) accounted for the largest shares. In the first half of 

2016, HBC’s Canadian sales increased by 11.5%, while sales in the United 

States increased by 6.8%. During the same period, Canada had an operating 

loss of C$85 million, versus operating income of C$109 million a year earlier. 

While Canada reported an operating loss, the U.S. reported operating income of 

C$53 million, versus a loss of C$74 million a year earlier. No comparative first 

half 2015 information was provided for Europe, however in the first half of 2016, 

Europe recorded an operating loss of C$182 million. The company should be 

congratulated for pulling back the curtain, as it relates to its geographic sales. 

After recording a 11.3% increase in its sales during the first 

half of 2016, Carter’s Canada, who operates a total of 156 

Carter’s and OshKosh stores in Canada, reported that its Ca-

nadian sales increased by only 1.6% in its third quarter end-

ing October 1, 2016.  

Even more disconcerting for the company was the fact that during 

the quarter, its retail comp store sales fell by 0.5%. In the first half 

of 2016, Carter’s Canada’s retail comp store sales had increased 

9.7%. If there was any good news for the retailer, it was that its e-

commerce sales during Q3 2016 increased by 37.2%, up from 

27.4% in the second quarter of 2016. 

Q3 2016 Carter’s Canada’s Growth Slows 

American Apparel To File Bankruptcy… Again!  

This month, for the second time in nine months it would seem that American Apparel will be filing once again for 

bankruptcy protection.  

After filing for Chapter 11 last year, the retailer emerged from bankruptcy protection with new owners during February 

2016. However, since then the company has not adhered to its own reorganization plan, and has missed a mandated 

payment to its unsecured creditors. Currently, the retailer operates almost 200 stores worldwide. 

As of November 1, 2016, American Apparel operated 25 stores in Canada, down from the 31 stores it operated at the 

beginning of 2015. 

October 2016 
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LARGEST WORLDWIDE APPAREL SPECIALTY CHAINS 
Quarter Ending July 30, 2016 

 2015 October 2016  

 Sales 
(US$ 

Billions) Countries 
Store 

Formats 
Worldwide 

Stores 

Cana-
dian 

Stores 

Inditex $22.8 91 8 7,000 35 

H&M $19.4 64 6 4,200 79 

Gap $15.8 52 5 3,730 246 

Fast    
Retailing 

$14.8 18 6 3,160 2 

GILDAN ACTIVEWEAR 
Quarter Ending October 2, 2016 

Segment Q3 2016 Q1-Q3 2016 

Total Net Sales +6.0% -1.4% 

   Printwear +4.9% -1.8% 

   Branded +8.2% -0.5% 

Total Operating  
Income 

-1.1% +2.0% 

     Printwear -0.8% -0.7% 

     Branded -2.3% +18.7% 

The entry of Fast Retailing’s Uniqlo into Canada last 

month means that the world’s four largest apparel spe-

cialty store chains are now operating in Canada. 

Of the four, only the Gap registered a decrease (-3.9%) in 

its worldwide sales during 2015. On the other hand, Inditex 

(+15.4%), H&M (+19.4%) and Fast Retailing (+21.6%) all 

reported annual sales increases in excess of 15.0% for their 

most recent fiscal year. Of interest is that U.K. based, Next 

(US$5.8 billion), is the only one of the ten largest apparel 

specialty chains in the world without stores in Canada. 

All Four Of The Largest Worldwide Apparel 

Q3 2016: Gildan’s Branded Division  
Continues To Buck Retail Headwinds 

The company attributed the 8.2% increase in its Branded Division sales to a number of factors including increased shelf space in 

existing retail customers, new retail program shipments along with a US$9.6 million contribution from the acquisition of Peds. The 

gains according to the company were offset by overall weaknesses in both U.S. department stores and national chains, higher 

promotional spending in the quarter compared to last year, and finally the continuing exit from certain private label programs. 

The Gildan brand maintained for the second quarter in a row a 9% unit market share of the U.S. men’s underwear category. The 

brand’s share was up 140 basis points over the same period a year earlier. Gildan branded sock unit market share increased to 

23.3% at the end of the quarter. An increase from 22.3% at the end of Q2 2016 and was up close to 400 basis points from its 

share in Q3 2016. 

The company is forecasting that its performance in 2017 will exceed that of this year as a result of the US$65 million decrease it 

incurred exiting from private label programs during 2016. Additionally, Gildan is launching a number of new products including 

stretch cotton underwear, and finally it will be able to report during 2017 the full year sales of its two recent acquisitions (Alystyle 

and Peds). 

In somewhat of a surprising aside, Gildan revealed that its e-commerce business was up by more than 50% during the first nine 

months of this year and should end the year accounting for “about 5% approximately of its retail sales.”  

E-commerce importance for Gildan should continue to increase as the company is launching new websites in its Branded Divi-

sion and adding new distribution capacity for those sites. 

Despite soft sales for U.S. mid-market retailers during the third quarter of 2016, the performance of  

Gildan’s Branded Division was more than acceptable. For the quarter ending October 2, 2016,  

Gildan reported that its total sales increased by 6.0%.  

Sales in its Printwear Division increased 4.9%, while Gildan’s Branded Division 

recorded a sales increase of 8.2%. The company’s operating income fell 1.1%, 

while its gross margin fell 100 bps to 30.4% as a result of lower net selling prices. 

Gildan’s adjusted margin was 18.3% vs. 19.8% a year ago. 

The 4.9% increase in Gildan’s Printwear division sales during the quarter was pri-

marily due to the $38.6 million sales contribution resulting from the Alystyle ac-

quision earlier this year. Also contributing to the division’s growth was increased 

sales for Gildan’s performance and fashion basics products. Offsetting these gains 

were lower net selling prices, distributor inventory destocking, along with the impact 

of negative currency adjustments on its international sales. 

October 2016 
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U. S. CONSUMERS 
July 2016—Awareness/Purchase 

Amazon Private 
Label 

Aware of 
the Brand 

Knew 
Brand (1) 

Pur-
chased 
Brand 

Franklin Tailored 10% 4% 3% 

Northern Eleven 9% 3% 2% 

Society New York 9% 6% 3% 

Scout & Ro 8% 4% 1% 

Franklin & Freeman 8% 4% 2% 

James & Erin 7% 3% 1% 

Lark & Ro 7% 4% 2% 

(1) Knew brand is an Amazon private label 

Amazon’s involvement with the U.S. apparel market began in 2002, and after ramping up its efforts in 2006, the retailer began offering 

seven private label apparel brands in February of this year. The question for both apparel retailers and suppliers is to what degree will 

the launch of Amazon’s private label brands contribute to Amazon’s increasing dominance of the apparel market? While it’s too early 

to provide a definitive answer to the question, a market research study conducted late in July 2016 provided some early insights. The 

study conducted by Carbonview Research surveyed a nationally representative U.S. sample of 1,003 16 and older individuals who 

had shopped for clothes in the past six months.  

The research found that: 

 Men (54%) more than women (44%) are very/extremely brand loyal. 

 Brands are more important in purchasing pants (52%), active/athletic wear (43%), business suits (38%) and blouses/dress shirts 

(33%), than other products including dresses/skirts (28%), swimwear (24%) and sleepwear (17%) 

 Private label apparel brands are seen as superior to national brands only in terms of their overall value and price. While national 

apparel brands are seen as superior in terms of quality, style, innovation, fit consistancy along with fabric, design and color 

choices. However, of interest was the fact that 41% of mass merchant shoppers believed that the quality of private label apparel 

brands was equal to that of national brands. 

 There is a great deal of confusion among consumers as to the awareness and definition of the term private label apparel as evi-

denced by the fact that while some respondants indicated they would be willing to purchase private label apparel, but not pur-

chase store brand clothing. 

 Awareness of Amazon private label brands is minimal, as only 1% of the respontants could name an Amazon apparel private 

label brand name. Additionally, on an aided basis, no Amazon private label brand had an awareness level greater then 10%. 

 Less than 3% of the individuals who indicated that they were familiar with any Amazon apparel private label brand had actually 

purchased an Amazon apparel brand. 

 Tops (60%), Activewear (52%) and sleepwear (52%) were those categories that consumers indicated they would have the high-

est likelihood of purchasing private label from Amazon. 

 Consumers familiar with Amazon’s private label brands associated the terms, “affordable” (34%), “overall value” (28%), and 

“range of sizes” (27%) with the retailers private labels. The terms, “fabric choices” (19%), and “stylish” (22%) were least associ-

ated with Amazon’s private label brands. 

There are those who contend that Amazon’s apparel private labels will eventually grow to have major market shares. Analysts have 

pointed out that Amazon’s private labels have already become the third largest brand in the U.S. of both batteries and baby wipes. 

Unfortunately, such a comparison is flawed, as batteries and baby wipes are undifferentiated products that consumers purchase pri-

marily based on price 

Only time will tell to what degree Amazon’s private labels will contribute, in the long term to Amazon’s growing dominance of the ap-

parel market but at least for now, their contribution would seem to be minimal. 

Low Awareness in the U.S. For  

Amazon’s Private Label Apparel Brands 

The word “Amazon” did not appear in Canadian Ap-

parel Insights during its first two years of publication.  

However, aside from a meteor hitting North America, the 

word “Amazon” will certainly appear in every issue from 

here on out. Why the focus on Amazon? Well, it’s simply 

because in 2017 Amazon will become the largest apparel 

retailer in the United States, and almost certainly will be-

come one of the ten largest apparel retailers in both Can-

ada and Mexico!  

October 2016 
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Clothing specialty store sales  

increased  by only 2.9% during August 

2016 and were up 5.6% year to date,  

compared to a year ago 

(according to Statistics Canada)  

 

In August 2016 

sales of Canadian clothing 

manufacturing shipments  

decreased by 5.4% compared 

to the same  month a year ago. 

In the first eight months of 2016 

shipments decreased by 11.2% 

CANADIAN RETAIL CLOTHING SPECIALTY STORE SALES  
(Seasonally Adjusted) 

 Current Month Year to Date 

October 2015 +8.8% +6.9% 

November 2015 +2.7% +6.3% 

December 2015 +8.0% +6.5% 

January 2016 +7.0% +7.0% 

February 2016 +9.5% +8.2% 

March 2016 +7.5% +8.0% 

April 2016 +3.5% +6.8% 

May 2016 +6.5% +6.8% 

June 2016 +5.8% +6.6% 

July 2016 +3.2% +6.1% 

August 2016 +2.9% +5.6% 

Source:  Statistics Canada  

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

 Current Month Year to Date 

January 2016 -10.2% -10.2% 

February 2016 -10.5% -10.6% 

March 2016 -5.8% -9.2% 

April 2016 -15.6% -10.3% 

May 2016 -8.2% -10.2% 

June 2016 -21.0% -12.1% 

July 2016 -11.0% -12.0% 

August 2016 -5.4% -11.2% 

Source:  Canism 304-0014 [315] 

 

The capacity utilization rate  

of Canadian clothing  

manufacturers during the second 

quarter of 2016 decreased by 7.1% from 

the same quarter a year earlier. 

CANADIAN CLOTHING MANUAFACTURING 
Industry Capacity Utilization Rate* 

Quarter 2013 2014 2015 2016 

January - March 67.1%  72.6% 72.6% 71.8% 

April - June 66.9%  72.9% 73.7% 68.5% 

July - September 66.2%  70.0% 68.0%  

October - December 67.5% 71.7% 67.7%  

* Ratio of the clothing industry’s actual output to its estimated potential output 

October 2016 
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TOTAL RETAIL APPAREL SALES 
Statistics Canada Large Retailer Survey  

2015 / 2016 

Total Apparel 
Current 
Month 

Year to 
Date 

February 2016 +3.0% +0.6% 

March 2016 +2.8% +1.7% 

April 2016 +3.8% +2.2% 

May 2016 -2.4% +1.1% 

June 2016 +2.7% +1.4% 

July 2016 +3.2% +1.7% 

August 2016 +1.9% +1.7% 

Statistics Canada  
Segment Description 

August 
2016 

Year to 
Date 

Total Apparel +1.9% +1.7% 

Total Women’s Apparel +1.3% +1.3% 

Total Men’s Apparel +4.9% +3.9% 

Total Girls Clothing -13.5% +7.0% 

Total Boys Clothing -2.0% +9.5% 

Total Infants Clothing  
(Sizes 0-6X) 

+6.5% -9.0% 

Statistics Canada  
Commodity Description 

August 
2016 

Year to 
Date 

Women’s Outerwear -3.5% +0.4% 

Women’s Dresses & Suits +3.5% +2.4% 

Women’s Pants/Tops +0.7% +2.0% 

Women’s Hosiery +2.6% +0.6% 

Women’s Lingerie +5.6% +2.0% 

Women’s Other Clothing (e.g. 
bathing suits, uniforms, etc.) +6.8% -13.8% 

Women’s Fashion Accessories  
(e.g. hats, gloves, scarves) -6.2% -4.0% 

Men’s Outerwear -2.2% +4.9% 

Men’s Suits, Sport Coats +4.2% +7.6% 

Men’s Pants and Tops +6.3% +4.5% 

Men’s Underwear, Sleepwear & 
Socks +7.2% -0.4% 

Other Men’s Clothing (e.g. bath-
ing suits, uniforms, etc.) -1.8% -5.7% 

Men’s Accessories  
(e.g. hats, gloves, ties, etc.) +2.9% +5.4% 

Canadian retail sales fell 0.3% (m/m) in August 2016.  

It was the fourth consecutive month during which total retail sales 

decreased. Sales fell in seven of the eleven retail sectors, of which 

the largest sales decrease was in gasoline stations. Retail sales 

decreased in six provinces, with sales in Ontario decreasing the 

most (-0.7%). Sales fell in Alberta (-0.1%) for the tenth time during 

the past year. Costco Canada’s comparable store sales increased 

6% during August 2016. 

Clothing store sales increased by 2.9% during August 2016, after 

increasing by 3.2% the previous month. Year-to-date, clothing store 

sales increased 5.6% through August 2016. In August, the greatest 

increase in clothing store sales occurred in Man/Sask (+10.0%) and 

British Columbia (+5.8%). Sales in Alberta (-6.9%) and Quebec  

(-2.4%) decreased. Year-to-date, the largest sales increase for 

clothing stores occurred in British Columbia (+11.2%) while the only 

sales decrease occurred in Alberta (-3.6%). 

Clothing sales among the eighty retailers making up Statistics Can-

ada Large Retailer Survey increased by 1.9% after increasing 3.2% 

the previous month. The growth during August 2016 was to a great 

degree, attributable to an 4.9% increase in men’s sales, while 

women’s sales were up only 1.3%. Growth in the men’s market dur-

ing August 2016 was driven by positive growth in all of the men’s 

merchandise categories, with the exception of outerwear (-2.2%) 

and other mens clothing (-1.8%). The largest growth occurred in 

men’s underwear/sleepwear/socks (+7.2%). Pants/shirts, the most 

important men’s category, increased by a strong 6.3%. The tepid 

performance of the women’s market was attributable to sales de-

creases for fashion accessories (-6.2%) and outerwear (-3.5%). 

Sales of pants/tops, the largest women’s category only increased by 

0.7%. 

While the monthly growth rate (y/y) for total retail sales (not includ-

ing automotive, food and pharmacies) was consistant during the 

period May–August 2016, the increase in clothing specialty store 

sales consistantly slowed down during the same four months. The 

7.0% - 9.5% increases in clothing store sales during the period Dec 

2015–March 2016 were replaced during July and August 2016 by 

growth rates of 3.2% and 2.9% repsectively. While the August 2016 

decrease in clothing specialty store sales in Alberta (-6.9%) was not 

unexpected, the 2.4% decrease in Quebec came as a real surprise. 

Any notion that apparel retail clothing sales growth has not been 

slowing was put to rest earlier this month when Statistics Canada 

reported that total retail clothing sales during Q2 2016 increased by 

3.1%, the slowest rate of growth since the first quarter of 2014.  

August 2016: Canadian Apparel  

Sales Growth Continues To Slow  

October 2016 
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CANADIAN TOTAL APPAREL  
EXPORTS 

% Change in Dollar Exports 
January - August 2016 

 Total To the U. S. 

Total Exports -0.6% -1.3% 

Mens/Boys’ 
Clothing 

+12.5% +12.4% 

Womens/Girls’ 
Clothing 

-6.0% -8.1% 

Infant’s  
Clothing 

-21.4% -25.2% 

Other Clothing/
Accessories 

-4.6% -5.1% 

NAICS 315 

CANADIAN APPAREL  
EXPORTS  

TO ONLY THE U.S. 
% Change in Dollar Sales 

Month 
Current 
Month 

Year to 
Date 

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% 

March  2016 +2.2% +5.7% 

April 2016 +6.8% +5.8% 

May 2016 -5.5% +4.3% 

June 2016 -7.6% +2.4% 

July 2016 -46.6% -2.7% 

August 2016 +6.6% -1.3% 

CANADIAN APPAREL IMPORTS 

% Change in Dollar Imports—January - August 2016 

 
Total 

From  
China 

From  
Bangladesh 

From  
India 

From  
Cambodia 

From 
Vietnam 

Total Imports +2.7% -3.6% +10.9% +8.9% +16.5% +5.9% 

Men’s/Boy’s 
Clothing 

+4.7% -6.1% +11.4% +10.5% +19.2% +4.1% 

Women’s/Girl’s 
Clothing 

+5.0% +0.9% +10.8% +8.2% +19.6% +4.6% 

Infant’s Clothing +7.3% +2.5% +22.0% +33.0% +1.5% +11.0% 

Other Clothing/
Accessories 

-2.3% -7.9% +7.8% +4.1% +9.6% +9.6% 

NAICS 315 

Where Canada SENDS Its Apparel 

Where Canada SOURCES Its Apparel 

Canadian apparel exports increased by 

12.6% in August 2016 and were down by 

only 0.6% during the first eight months of 

2016. Apparel exports to the United States 

increased by 6.6% in August 2016 and were 

down 1.3% year-to-date. Driving the de-

crease in both total exports and exports to 

the United States continued to be women’s 

apparel exports which were down 6.0% in 

August 2016 and by 8.1% year to date. Of 

the ten largest destination countries during 

the first eight months of 2016 for Canadian 

apparel exports, only Japan (-36.1%), and 

the UK (-1.1%) besides the United States 

registered decreases. Apparel exports to 

the Netherlands grew by a strong 25.2%, 

while Germany, Australia and France all 

continued to gain in importance as a result 

of their respective 17.4%, 8.8%, and 23.7% 

increases. It should be noted that exports to 

Israel and Italy increased respectively by 

11.6% and 43.6%. 

Canadian apparel imports decreased by 2.4% 

in August 2016 although in the first eight 

months of 2016, they were up 2.7%. During 

this year to date, Chinese apparel exports to 

Canada decreased by 3.6%. Bangladesh, the 

second largest apparel exporter to Canada, 

recorded a 10.9% increase, while Cambodia, 

Vietnam, and India recorded 16.5%, 5.9% 

and 8.9% increases respectively. Perhaps the 

most interesting developments in the first 

eight months of 2016 were the 6.8% decline 

in apparel exports from the United States to 

Canada, the 9.8% decrease in Mexico’s ap-

parel exports to Canada, along with the 

45.8% and 16.1% increases in Portugal’s and 

Italy’s exports to Canada. 

October 2016 



 

THE CONSUMER PRICE INDEX  

during September 2016 for total apparel 

increased by 4.4% from the 

previous month, and was  

unchanged  from a year earlier. 

Cross-Border Shopping 

Same day cross-border car trips  
by Canadians traveling to the United States  

in August 2016, somewhat surprisingly,  

decreased by only 1.7%  

from the same month a year ago.  

The decrease came on top of a  

25.4% decrease which occurred  

in August 2015. 

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

Month Trips 
% Change 

Same Month 
Exchange Rate 
Canada/USD* 

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 1,754 -25.0% $1.37 

January 2016 1,831 -15.9% $1.42 

February 2016 1,718 -15.8% $1.38 

March 2016 1,738 -15.6% $1.32 

April 2016 1,740 -13.9% $1.28 

May 2016 1,772 -13.4% $1.29 

June 2016 1,779 -13.1% $1.29 

July 2016 1,797 -9.0% $1.31 

August 2016 1,823 -1.7% $1.30 

* Average Monthly Exchange Rate / Bank of Canada  

CANADIAN CONSUMER PRICE INDEX - CLOTHING 
2002 = 100 (Seasonally Adjusted) 

Month Total Women’s  Men’s Children’s 

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 

April 2016 86.4 82.0 94.8 81.0 

May 2016 85.7 81.3 95.1 78.1 

June 2016 83.5 79.3 92.7 76.1 

July 2016 82.0 77.2 91.9 75.6 

August 2016  83.1 78.9 92.9 74.0 

September 2016  86.8 83.3 95.4 77.6 

CANADIAN CONSUMER CONFIDENCE 

Month 2015/2016 Previous Year 

February 2016 83.7 95.6 

March 2016 92.2 108.5 

April  2016 94.4 94.8 

May 2016 101.8 99.8 

June 2016 99.7 102.7 

July 2016 104.6 98.6 

August 2016 101.5 91.9 

September 
2016 

103.0 90.6 

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  

Source:  Conference Board of Canada  

Canadian Consumer Confidence during  

September 2016 Increased by 1.5 points 

Page 10 
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TOTAL UNITED STATES RETAIL SALES 

 Clothing/
Accessories 

Stores  

Department 
Stores  

 Current 
Month 

Year to 
Date 

Current 
Month 

Year to 
Date 

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% 

April 2016 +1.1% +1.9% -2.9% -3.0% 

May 2016 -2.5% +0.6% -8.4% -4.4% 

June 2016 -0.1% +0.4% -0.9% -3.8% 

July 2016 -1.3% +0.2% -4.2% -3.9% 

August 2016 -0.7% +0.1% -6.5% -4.5% 

September 2016 +2.4% +0.5% +5.4% -4.8% 

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% 

January -  
June 2016 

+0.5% -1.6% +1.2% -0.8% 

UNITED STATES MONTHLY  
SALES BAROMETER (September 2016) 

 
Retailer 

Total Sales 
Change 

Comparable  
Store Change 

Mid Price  

     Gap Corporate -2.0% -3.0% 

     L. Brands Inc.  +6.0% +3.0% 

Lower/Value  

     Costco (U.S.) * NA 0.0% 

     Cato -8.4% -9.0% 

     Freds -5.5% +4.2% 

Junior    

     Zumiez +11.5% +6.3% 

     Buckle -14.8% -15.5% 

* Excludes gasoline sales  

U.S. consumer spending increased the most over the 

past three months in September 2016.  

After decreasing by 0.2% in August 2016, retail sales in-

creased 0.6% during September 2016. Year to date, retail 

sales were up 2.9% through the end of September 2016. 

Total retail sales increased in ten of thirteen merchandise 

categories. Gas station sales were down 0.8% in September 

2016, and were down by 9.5% year over year.  

Economist were pleased by the increase in consumer spend-

ing in September, even though it was expected in light of the 

improvement in job creation, slow but steady improvements 

in wage growth and increased consumer confidence. 

During the month, department store sales fell 0.7% while 

online retailer’s sales increased 0.3%. Clothing store sales 

rose 0.7% in September 2015, the same as the previous 

month, signaling that back-to-school sales for 2016 were 

strong. 

Although overall apparel retail sales were satisfactory in 

September 2016, it was not reflected in the results of some 

individual retailers. While L Brands reported a 3.0% increase 

in its comp sales, Costco’s comp sales were flat and others 

faired much worse. Overall, Gap Inc.’s total sales fell 2%, 

while its comp store sales declined 3%. Two of its divisions 

reported very poor comp store sales growth as Banana Re-

public reported an 8% decrease which was almost the same 

as the 10% decrease in Gap store’s comp sales. Old Navy’s 

comp store sales increased 4%. Women’s retailer, Cato ex-

perienced an 8% decrease in its comp store sales, which 

was relatively better than the 15.5% decrease in The 

Buckle’s comps for the month.  

September’s results lifted U.S. retailers hopes that Holiday 

Season sales this year will surpass that of last year. 

 

 

 

 

September 2016: U.S. Consumers Open 

Up Their Wallets 

October 2016 
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CANADIAN APPAREL IMPORTS FROM THE EU 
January - August 2016 (C $000) 

 
Sales % of EU 

% Change 
2016/2015 

Italy $224,097 50.7% +16.1% 

Portugal $45,504 10.3% +45.8% 

Romania $40,391 9.1% +5.0% 

France $28,490 6.4% +19.8% 

Bulgaria $23,026 5.2% +33.6% 

United Kingdom $15,003 3.4% +3.2% 

Germany $13,536 3.1% +4.2% 

Spain $9,257 2.1% +2.7% 

Poland $8,753 2.0% -20.6% 

Hungary $7,561 1.7% +17.9% 

        TOTAL $415,618 94.0% +16.2% 

All Other EU $26,379 6.0% +0.7% 

            TOTAL EU $441,997 100% +15.6% 

CANADIAN APPAREL EXPORTS TO THE EU 
January - August 2016 (C $000) 

 
Sales % of EU 

% Change 
2016/2015 

Netherlands $67,919 56.3% +25.2% 

United Kingdom $17,588 14.6% -1.1% 

Germany $17,462 14.5% +17.4% 

Spain $4,095 3.4% +1.6% 

Italy $3,725 3.1% +43.6% 

France $3,049 2.5% +23.7% 

Sweden $1,537 1.3% -2.6% 

Belgium $899 0.7% -32.8% 

Finland $879 0.7% -13.8% 

Luxembourg $791 0.6% -14.9% 

     TOTAL $117,944 97.7% +17.0% 

All Other EU $2,781 2.3% -7.7% 

     TOTAL EU $120,725 100% +16.3% 

After seven years of negotiations, Canada and the 

28 members of the European Union signed at the 

end of October 2016 The Comprehensive Economic 

and Trade Agreement (a.k.a. Canada-EU Accord).  

The 1,600 page agreement eliminates most of the tariffs 

on trade between Canada and the European Union. It 

also opens up the service sector to more competition. 

Even though the agreement will not go into effect for 

possibly two years, your correspondent felt that both 

Canadian apparel retailers and apparel suppliers could 

benefit from a better understanding of the apparel trade 

between Canada and the EU. 

At Last: The Canada-EU Accord Is Signed 

In 2015, Canadian’s apparel exports to the EU totalled C$158 mil-

lion, while Canada’s apparel imports from the EU totalled C$582 

million. Over the five year period 2011-2015, Canada’s apparel ex-

ports to the EU increased by 23.4%, while its apparel imports from 

the E.U. increased by 53.1%. Over the same five year period, Can-

ada’s negative apparel balance of trade with the E.U. increased 

46%, from C$252 million to C$368 million. 

In 2015, the Netherlands (50.3%), the UK (17.2%) and Germany 

(14.6%) were the three most important EU destinations for Cana-

dian apparel exports. Last year, Italy (49.7%), Romania (10.1%), 

and Portugal (7.8%) were the three largest EU exporters of apparel 

to Canada. The ten most important EU countries for Canadian ap-

parel exports accounted for 96% of Canadian apparel EU exports, 

while the ten largest EU countries exporting apparel to Canada ac-

counted for 92% of total Canadian EU apparel imports. 

During the first eight months of 2016, Canadian apparel imports 

from the EU increased by 15.6%, while Canada’s total apparel im-

ports from the rest of the world increased by 2.1%. During the same 

period this year, Canada’s apparel exports to the EU increased 

16.3%, while its apparel exports to the rest of the world decreased 

by 2.4%. 

While the eventual implementation of the Canada-EU Accord will 

undoubtedly be of more help than harm for both Canadian apparel 

retialers and suppliers, one needs to keep in mind that in the first 

nine months of 2016 Canada’s apparel exports to the EU were 14% 

of those to the United States, while its total apparel imports from the 

EU were just 13% of China’s. Having said that, Canadian apparel 

exporters should be greatful for any help they can get in exporting 

to the U.K., France and Germany. 
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Trendex’s New Newsletter Focuses 

on the Nafta Apparel E-Commerce 

Market 

Online sales is the fastest growing seg-

ment of the Nafta US$303.8 billion dol-

lar retail apparel market. Therefore, it 

was not a surprise that Trendex’s new 

newsletter: Nafta Apparel eCom-

merce Insights was met with a great 

deal of interest when launched at the 

onset of July 2016. 

Reduced annual subscription price 
of US$195/yr. 

Trendex announces 3 NEW PUBLICATIONS! 
 

In this year’s 2016 Canadian Apparel Yearbook is a summary of all Statis-

tics Canada’s annual information that relates to the apparel industry for the 

period 2010-2015. In addition, the 2016 Yearbook also contains a one-page 

profile of every U.S. and Canadian publicly held retailer who details their 

Canadian apparel sales, along with a listing of all major apparel specialty 

chains in Canada. Updated information is also included as it relates to Ca-

nadian apparel e-commerce and the influence of foreign apparel retailers in 

Canada. A forecast covering the 2016-2019 apparel market is also in-

cluded. Cost – US$450 

2016 Mexican Apparel Yearbook summarizes, for the period 2012-2015 

individual, retailer and channel market share trends by gender segments 

and key apparel merchandise categories. Additionally, the Yearbook in-

cludes 2015 estimates of the total retail sales in Mexico for all merchandise 

categories and major individual end uses. A forecast of the 2016-2017 

Mexican retail apparel market is included. Cost – US$395 

Order at: info@trendexna.com/contact 

2016 CANADIAN APPAREL YEARBOOK 

NAFTA APPAREL ECOMMERCE INSIGHTS (QUARTERLY) 

2016 MEXICAN APPAREL YEARBOOK 


