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Canadian Apparel Insights 

The Q2 2014 results for those publicly held retailers who sell apparel in Canada and separately report their Canadian 
sales were inconsistent as some performed poorly while others turned in above average results. An analysis of the re-
sults, however, revealed two patterns: 
 

 The first is the weather, which so negatively affected sales in the first quarter of 2014, but had virtually no effect 
on Q2 2014 sales; 

 

 The second is that Canadian-headquartered retailers generally need to “step up their game” or resign themselves to 
becoming increasingly irrelevant in the Canadian apparel market. The sales declines for Bikini Village (-12.8%), 
Danier (-13.0%) and Le Chateau (-9.7%) were unnerving. The performance of FGL Sports and Marks and, yes, 
even Reitmans, reflect a willingness to continue to undertake major initiatives backed by a strong financial com-
mitment to upgrading their offerings. It is unsettling when a retailer’s quarterly earnings report devotes ten times 
the space to its efforts to shore up its financial situation than it does to its new merchandising initiatives (e.g., 
American Apparel).   (Continued on Page 5) 

Editorial: Q2 2014 Results Troubling News for One Group of Retailers 

CANADIAN PUBLIC RETAILERS 

 Total Sales Comp Store Sales 

 Q2 2014 

First Half 

2014 Q2 2014 

First Half 

2014 

American Apparel Canada -15.8% -15.6% N.A. N.A. 

Banana Republic Canada +7.4% +3.7% N.A. N.A. 

Bikini Village -12.8% -9.6% -6.7% -5.8% 

Carter’s Canada +13.1% +14.6% +3.3% -3.2% 

Children's Palace Canada +8.0% -1.3% +9.5% +1.3% 

Danier -13.0% NA -16.0% NA 

FGL Sports +13.7% +7.9% +8.2% +7.4% 

Gap Stores/Canada Only -1.0% -3.9% NA NA 

H&M Canada +1.0% -1.0% NA NA 

Hudson Bay Canada N.A. N.A. +1.1% +1.8% 

Le Chateau -9.7% -8.3% -8.6% -7.2% 

Lululemon (Canada) -1.7% NA -5.0% NA 

Mark's +2.6% +2.6% +3.2% +3.1% 

Moores +4.7% +1.8% +10.2% +8.4% 

Old Navy Canada +10.4% +4.1% NA NA 

Reitman's +1.9% -1.2% +4.6% +0.6% 

Sears Canada (Total) -11.9% -11.5% -6.8% -7.1% 

Sears Canada (A&A) -9.8% -8.0% NA NA 

TJX Canada +2.4% -1.6% +3.0% NA 

Target Canada +63.1% +113.1% -11.4% NA 

Walmart Canada (Total) +2.9% NA +0.2% NA 
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Over the past two years, Reitmans has struggled to report any positive sales news. So it came as a total surprise that, after operating 55 less stores 

than a year ago, Reitmans was able to report a 1.9% increase in its total sales for the quarter ending August 2, 2014. Even more impressive was the 

4.6% increase in Reitmans comparable sales, excluding its e-commerce sales, which increased 48.3% (36.9% in the first half of 2014). Reitmans 

attributed its improved performance to consumer’s acceptance of its rebranding and repositioning efforts. Specifically, it noted that Smart Set 

showed improved performance as it continued to eliminate underperforming locations and its repositioning efforts were finally gaining acceptance 

by its target consumer. The only disappointing news was that Reitmans gross margin slipped during the quarter to 59.5% versus 62.4% for the same 

quarter a year earlier. The company attributed the decrease in both its gross margin and its EBITDA to a weaker Canadian dollar versus the U.S. 

dollar. 

Q2 2014 – Reitmans:  Well, That’s More Like It 

REITMANS (CANADA) LIMTED 

Period Ending August 2, 2014 

 Q2 2014 First Half 2014 

Total Sales +1.9% -1.2% 

Comparable Store Sales +4.6% +0.6% 

Trendex Publishes Third Annual Canadian Apparel Yearbook  
Unique insights into the past, present and the future of the Canadian apparel market is available from Trendex North America as the company an-
nounced the publication, on August 5, 2014 of its 2014 Canadian Apparel Yearbook. This year’s Yearbook, which as already been purchased by 
over 100 companies, is the third annual compendium of statistics and insights, which can be an 
invaluable resource for Canadian apparel retailers and suppliers.  
 

The 2014 Canadian Apparel Yearbook includes: 
▪ A summary of all Statistics Canada annual information for the period 2009-2013 that re-

lates to the Canadian apparel industry; 
▪ A one-page profile of every U.S. and Canadian publicly held retailer who details their 

Canadian apparel sales (19 in total); 
▪ A forecast of Canadian apparel retailing covering the period 2014-2018;  
▪ An update on the status of apparel e-commerce retailing in Canada; 
▪ An update on the penetration of foreign apparel retailers in Canada. 
▪ Insights into the 2014-2018 evolution of each of Canada’s six retail apparel segments. 
 

The 150+ page 2014 Yearbook is an essential for both apparel retailers and suppliers who seek to 
develop a better understanding of the dynamics and dimensions of the Canadian apparel market. 
The cost of the 2014 Yearbook, provided electronically, is $495.  To order the 2014 Yearbook 
contact: Sue Murra at murra@trendexna.com. 

The acquisition of Saks having been completed on November 4, 2013, HBC has begun to report its sales results in terms of three business units: 
 

The Department Store Group (DSG) including Hudson Bay, Home Outfitters and 49 Lord & Taylor stores, Saks Fifth Avenue and Off 5th. On a 

local currency basis, comparable store sales for the quarter ending August 2, 2014 increased by 1.1% at the DSG, 2.2% at Saks Fifth Avenue and 

14.9% at Off 5th. For the first half of 2014 comp store sales at DSG increased by 1.8%, Saks Fifth Avenue by 2.4% and by 15.0% at Off 5 th. 
 

While sales growth in the DSG was driven by men’s apparel, home and cosmetics, the overall growth for the division was held down by the rela-

tively poor performance at Home Outfitters and Lord & Taylor. 
 

Going forward, in Canada, the company’s initiatives can be viewed in terms of short term and longer term activities. In the coming year, the com-

pany will continue to invest in developing its e-commerce business and upgrading key Bay locations. In addition, the company will continue the 

process of integrating its Home Outfitters business with the Home business of The Bay. In the longer term, HBC will begin the process of opening 

up to seven Saks and 25 Off 5th stores in Canada. The first two Saks stores are to be opened in Eaton Centre and Sherway Gardens during the 

Spring of 2016. 
 

This is a company that currently has an enormous amount of initiatives on its plate but, given HBC’s performance over the pas t three years, cou-

pled with its strong management team, this publication is confident the company will be able to successfully pull them off. 

Q2 2014 – Hudson Bay Company:  Lots Happening In Canada 

HUDSON BAY COMPANY 

Department Store Group Comparable Store Sales * 

Quarter Ending August 2, 2014 

 Quarter Six Months 

2014 +1.1% +1.8% 

2013 +3.2% +3.5% 

* Includes Bay, Home Outfitters and Lord & Taylor  

mailto:info@Trendexna.com
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Q2 2014 Le Chateau:  Repositioning Not Working 
On the face of it, Le Chateau’s repositioning efforts are not working. This can be the only take-away from the retailer’s results for Q2 

2014. After seeing its sales in the first quarter of 2014 decrease by 6.3%, the company reported that during its second quarter ending July 

26, 2014 its total sales decreased 9.7% while its comparable store sales decreased 8.6%. The retailer had a net loss of C$ 3 million com-

pared to net earnings of C$ 1.1 million for the same quarter a year earlier. The company attributed its underwhelming performance to 

“reduced store traffic and increased promotional activity” during the quarter.  

 

However, this publication is of the opinion that Le Chateau’s results for Q2 2014 are not an aberration but rather are indicative of deeper 

problems, the net result of which is that the company continues to lose market share. This conclusion is based on the fact that the retailer’s 

first half 2014 sales decreased 8.3%, while its comparable store sales were down 7.2%. Of the company’s four divisions, only one, foot-

wear (+0.7%) registered an increase in sales during the first half of 2014, while the others: women’s apparel (-8.5%), men’s apparel          

(-11.0%) and accessories (-11.0%) all registered large sales declines. Further confirmation of the company’s continuing problems came 

from the retailer’s results for August 2014, during which Le Chateau’s total sales decreased 10.7%, while comparable sales fell 9.4%. 

 

In hopes of stemming its sales decline, the company announced it has teamed up with actress Lauren Holly to bring a sophisticated collec-

tion designed by Le Chateau and curated by Lauren Holly. Hopefully, this initiative won’t turn out to be a case of too little, too late.  

LE CHATEAU 

Quarter Ending July 26, 2014 

 Q2 2014 First Half 2014 

Total Sales  -9.7% -8.3% 

Comparable Store Sales -8.6% -7.2% 

Adjusted EBITDA -73.3% * 

* Six months 2014 ($6,416,00), Six months 2013 $3,105,000 

MOORES 

Quarter Ending August 2, 2014 

 Q2 2014 First Half 2014 

Total Sales +4.7% +1.8% 

Comparable Store Sales  +10.2% +8.4% 

Q2 2014 Moore’s Regains Its Sales Mojo 
Moore’s, which had reported, mostly for currency adjustment reasons, poor sales for all of 2013 (-7.2%) and during the first quarter of 

2014   (-2.4%), got back on track in the quarter ending August 2, 2014. During its second quarter, the retailer’s total sales increased a cur-

rency adjusted 4.7%, while its comp store sales increased 10.2%. Through the first half of 2014, Moore’s comp store sales were up 8.4%. 

 

The Men’s Wearhouse attributed Moore’s strong performance during the quarter “to increases in units sold per transaction, average 

transactions per store and clothing product average unit retails”. It also needs to be noted that, at the end of the quarter, Moore’s operated 

121 stores, one more than for the same quarter a year earlier. 

 

Going forward, the introduction of the Joseph Abboud line at Moore’s should favorably affect the company’s sales. The line, along with 

Moore’s slim fit suits, are attracting new customers to Moore’s. To the retailer’s credit, it is drawing attention to its new merchandise ini-

tiatives with a sophisticated marketing campaign. Moore’s continues to demonstrate why it is one of Canada’s best apparel retailers. 

LE CHATEAU 

Quarter Ending July 26, 2014 

Division Q2 2014 First Half 2014 

Women’s Apparel -10.8% -8.5% 

Men’s Apparel -10.7% -11.0% 

Footwear -1.6% +0.7% 

Accessories -11.1% -11.0% 

                 TOTAL SALES -9.7% -8.3% 

Forever 21 Brings a New Banner to Canada 
Forever 21, which already operates 31 stores in Canada, will open during 2015 four of its less expensive F21 Red stores in Canada. The 

four new stores with others sure to follow during 2016/2017, will expand the fast fashion segment of the Canadian apparel market.  
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Since at least the beginning of this century, it has been conventional wisdom that apparel is falling on the Canadian consumer’s priority list. 

Interestingly, a study released in August 2014 by the Fraser Institute sheds new light on the accuracy of the contention. From a purely statis-

tical standpoint, the conventional wisdom has been “right on the money,” as in 2013 apparel accounted for 4.0% of Canadian household 

expenditures. It turns out that in 2000 the figure was 4.2% and in 1961 it was 8.7%. If taxes are excluded from the percent base, total expen-

ditures on apparel accounted for 7.0% of household expenditures in 2013, 7.7% in 2000 and 13.1% in 1961. 
 

However, the decline in the importance apparel should not necessarily be interpreted as a conscious decision on the part of consumers to 

deliberately spend less on apparel. This conclusion follows from two facts. First, on an index basis, from 1961 to 2013 apparel expenditures 

increased by 620%, while overall consumer prices rose by 682%. Second, over the same period, expenditures for shelter increased by 

1375% while the tax bill of the average family grew by 1832%. 
 

It would seem then that the decline in the importance of apparel in the Canadian household budget is due to apparel prices not increasing at 

the same rate as other consumer products along with two items, taxes and shelter, “gobbling up” an increasing part of the consumer’s 

budget. It’s a safe bet to assume that these trends will continue for the foreseeable future.  

Increases in Taxes and Housing Costs Restrain Apparel Sales Growth 

LULULEMON CANADA 

Quarter Ending August 2, 2014 

  Q2 2014 First Half 2014 

Total Sales -1.7% NA 

Comparable Store Sales -5.0% NA 

Source:  Trendex Estimate  

CANADIAN FAMILY EXPENDITURES PATTERNS 

 Average Expenditures  

  

Average Cash 

Income 

Average Tax 

Bill Shelter Food Clothing 

1961 $5,000 $1,675 $1,130 $1,259 $435 

1981 $27,980 $11,429 $5.381 $4,440 $1,499 

1992 $43,516 $17,612 $9,607 $6,024 $2,215 

2002 $54,949 $25,299 $11,599 $6,921 $2,339 

2013 $77,381 $32,369 $16,678 $8,139 $3,132 

Source:  The Fraser Institute Research Bulletin August 2014  

Retail analysts who follow lululemon fall into two groups. There are those who focus on anything positive the company does as a sign that 

the company is finally getting back on track, and a second group who believes, the company’s spin notwithstanding, that going forward the 

company will be just another above average but not outstanding apparel retailer. lululemon’s results for its second quarter of 2014 could be 

interpreted as giving credence to the opinions of both groups.  
 

However, if there are two things both groups could totally agree on, it is that first the company keeps “moving the goal post” as to when it 

will resume its initial success. An example is lululemon’s CEO, Laurent Potdevin, comment last month that the retailer plans to get its mar-

gins back to the mid-50% range, not this year and not next year, but in 2016. The second point, about which there is also no disagreement, is 

that lululemon continues to underperform in Canada. The company, which operates 45 lululemon and 9 Ivivva stores in Canada, reported, 

according to Trendex’s estimates, a currency-adjusted 1.7% decline in its total sales and a decline in its comp store sales in the range of 4%-

6% for the quarter ending August 2, 2014. Even more disappointing was that the recent opening of lululemon’s new flagship Vancouver 

store was met with a collective yawn by retail analysts.  
 

During the second quarter of 2014, lululemon Canada accounted for 26% of the retailer’s worldwide sales, down from 30% a year  earlier. It 

would seem safe to assume that, by the same quarter a year from now, Canada will account for slightly less than 20% of the parent com-

pany’s sales.  

Q2 lululemon Canada—Underwhelming Performance 
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Children’s Place, Canada’s largest children’s apparel specialty retailer reported that its total sales increased 8.0% in its second quarter end-
ing August 2, 2014. For the quarter, the 133 store chain reported a 9.5% increase in its comp store sales. Both sales figures were a signifi-
cant improvement over the company’s first quarter performance this year, during which the retailer’s total sales fell, inexplicably, 11.1%, 
while its comp store sales decreased 7.7%. 
 

The company attributed the significant increase in its comp sales to “a 5% increase in average dollar transaction size and a 4% increase in 
the number of transactions”. During the second quarter of 2014, Children’s Place opened one new Canadian store, while during the first half 
of 2014 the company opened two new stores and closed none. During the first half of 2014, e-commerce sales accounted for 10.9% of the 
retailer’s Canadian sales, up from 6.9% in the comparable period a year earlier.   

Q2 2014 Children’s Place Canada: No Repeat of Its Disastrous Q1 2014 Performance 

Since the beginning of 2014, L Brands has become less than forthcoming about the performance of LaSenza. In early February 2014, it 
stopped publishing monthly comp store sales information for LaSenza. Then, in its Q1 2014 report, L Brands stopped detailing sales figures 
for LaSenza. 
 

It could have been unintentional, but L Brands did reveal on its website that, as of May 3, 2014, LaSenza’s retail sales were US$ 50.7 mil-
lion and the company experienced a 2% decrease in its comparable store sales. This publication assumes the information is for the period 
February 1, 2014 – May 3, 2014. 
 

To its credit, however, the retailer continues to detail its plans for opening/closing stores in Canada. During fiscal 2014, 13 LaSenza stores 
will be closed, leaving the chain with 144 stores at the end of January 2015. During its 2014 fiscal year, the company plans to open 7 addi-
tional Victoria Secret stores in Canada. No new stores are planned for Pink in Canada this year.  

Q2 2014 LaSenza – Less than Forthcoming with Sales Information 

L. BRANDS CANADA 

 February 2014 February 2015 

Victoria Secret 24 31 

Pink 10 10 

La Senza 157 144 

                   TOTAL 191 185 

Source:  L. Brand Q2 2014 10-Q  

CHILDREN’S PLACE CANADA 

Quarter Ending August 2, 2014 

 Q2 2014 First Half 2014 

Total Sales +8.0% -1.3% 

Comparable Store Sales +9.5% +1.3% 

Profit +7.8% -9.6% 

Capital Expenditures -78.2% -60.0% 

Under the heading “you can’t make this stuff up”, Lion Capital which holds warrants to buy 12% of American Apparel’s stock, informed 
American Apparel in September 2014 that it was exercising its right to fill one of two vacant board seats it controls. It nominated Robert 
Mintz, recently chief executive of rib and barbeque supplier Prepare Food Services. The company supplies pork ribs and other barbeque 
products under the Tony Roma and Butcher’s Prime brand names. Prior to the appointment of Mr. Mintz, the lead partner of Lion  Capital 
had discussed with him how he might lend his “expertise” to American Apparel. 
 

Seriously, given all the problems that American Apparel has, it would seem that what American Apparel does not need is an expert in sup-
plying food that requires one to repeatedly lick their fingers (at least in the US).  

American Apparel Gets A New Director 

(Continued from Page 1) 
While one could argue that both Danier and Le Chateau are going through a troubling period, albeit for different reasons, one can only won-
der just how bad are the results of the majority of Canadian headquartered retailers who do not detail their sales. It must be a scary thought 
to those organizations providing credit/funding to those retailers. 

Editorial: Q2 2014 Results Troubling News for One Group of Retailers 

Q2 2014 Children’s Place Canada: No Repeat of Its Disastrous Q1 2014 Performance 
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The most interesting thing about Bikini Village’s Q2 2014 earnings report was not the retailer’s significant sales decrease, which was expected, but 

rather the comments about the short-term prospects for the company made by Jocelyn Dumas, the new Executive Chairman of Bikini Village’s 

Board. 
 

After noting the company’s 12.8% decrease in its total sales, along with the 6.7% decrease in Bikini Village’s comp sales for the quarter ending 

August 2, 2014, Ms. Dumas noted: 
 

“I also find important to communicate that the full realization of our plan and the Corporation’s continuance as a going concern remain dependent 

on our ability to obtain further financing, either through debt, equity issuances or strategic alliances. At the present time, it is not possible to pre-

dict whether additional financing efforts will be successful. Furthermore, the Corporation will continue to seek out and leverage new initiatives 

and opportunities to create long-term value for shareholders.” 
  

The company separately noted in its Q2 2014 filing that: 
 

“For nearly two years, the Corporation has experienced declining same stores sales causing a decrease in net cash. Cash generated from operat-

ing activities in the second quarter 2014 was lower than the comparable period of 2013. This trend may continue if adequate investments are not 

made. Given the seasonality of the business of Groupe Bikini Village, liquidity needs over the next quarter will be important. The Corporation’s 

continuance as a going concern is dependent upon its ability to obtain adequate financing and reach profitable levels of operations. The Corpora-

tion will need to raise additional capital through debt, equity issuances or strategic alliances in order to continue to support working capital re-

quirements, repayment of long-term debts and debentures as well as capital expenditures. However, it is not possible to predict whether additional 

financing efforts will be successful and these needs may be adversely impacted by a lack of normally available financing and a continuing decline 

in sales.” 
 

Bikini Village, a 52 store chain is in, by its own admission, serious financial trouble and needs to act quickly to shore up its financial health. There 

are a number of options that this publication is convinced the retailer is evaluating but, whichever it chooses, it has to move quickly; otherwise, this 

company’s name will be added to that infamous, but seemingly ever-growing, list of failed Quebec apparel retailers.  

Q2 2014 Bikini Village:  Holding on But Just Barely 

BIKINI VILLAGE 

Quarter Ending August 2, 2014 

 Q2 2014 First Half 2014 

Total Sales -12.8% -9.6% 

Comparable Store Sales -6.7% -5.8% 

H&M, the world’s second largest apparel specialty chain, who entered Canada ten years ago, reported that sales in its 67 Canadian stores 

increased 13% in its third quarter ending August 31, 2014. Sales for the nine month period ending the same day were up 4%. H&M Can-

ada’s sales results for its third quarter 2014 were its best third quarter performance in three years. Last month H&M opened its first store in 

Winnipeg. The store is located in Polo Park Shopping Centre. 

H&M Canada: First to Report Q3 2014 Results 

H&M CANADA 

Quarter Ending August 31 

% Change in Total Sales 

 Q3 Q1-Q3 Stores 

2014 +13% +4% 67 

2013 +2% +2% 63 

2012 +6% +10% 60 

Copyright 2014 

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. 
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Sales in clothing specialty stores, according to Statistics Canada, increased by 3.3% during July 2014.  All retail sales less automotive, 

food and pharmacy sales increased by 5.9% during the same month. 

The value of Canadian clothing manufacturing shipments in July 2014 increased by 14.0% compared to the same month a year ago. Year 

to date apparel manufacturing shipments was unchanged.  

CANADIAN RETAIL CLOTHING SPECIALTY STORE SALES (SEASONALLY ADJUSTED) 

 Current Month Year to Date 

September 2013 +5.6% +3.4% 

October 2013 +4.5% +3.5% 

November 2013 +6.3% +3.8% 

December 2013 +3.7% +3.7% 

January 2014 -1.4% -1.4% 

February 2014 +2.4% +0.5% 

March 2014 +0.5% +0.5% 

April 2014 +4.1% +1.3% 

May 2014 +2.1% +1.5% 

June 2014 +10.8% +3.0% 

July 2014 +3.3% +3.0% 

CANADIAN CLOTHING MANUAFACTURING SHIPMENTS 

Dollars 

 Current Month Year to Date 

December 2013 -3.4% -4.6% 

January 2014 -27.3% -27.3% 

February 2014 +6.6% -10.7% 

March 2014 +14.4% 3.2% 

April 2014 -4.0% -3.4% 

May 2014 +0.5% -2.6% 

June 2014 -2.3% -2.5% 

July 2014 +14.0% 0.0% 

CANADIAN CLOTHING MANUAFACTURING 

Industry Capacity Utilization Rate* 

Quarter 2011 2012 2013 2014 

January - March 76.0% 75.8% 67.1%  69.9% 

April - June 74.6% 73.3% 66.9%  71.0% 

July - September 76.2% 71.2% 67.6%   

October - December 77.0% 69.3% 67.5%  

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

The capacity utilization rate of Canadian clothing manufacturers during the second quarter of 2014 increased by 6.1% from the same quar-

ter a year earlier.   
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After increasing in June by 1.2%, total retail sales in Canada during July 2014 decreased by 0.1%. The decrease, the first in six consecutive 

months, was viewed by most economists as a “one off adjustment” following the above average sales increase in June 2014. 
 

Retail sales in department stores not surprisingly increased as the number of Target Canada stores open in July 2014 were up from a year 

earlier. The closing of a few Sears Canada stores served to dampen the overall growth in department store sales. Sales in only clothing spe-

cialty stores on an adjusted basis during July 2014 were up 3.3% after increasing 10.8% the previous month. 
 

Apparel sales during July 2014 in Statistics Canada’s Monthly Large Retailer survey increased a strong 5.3%. The increase was virtually 

identical to the 5.4% increase in June 2014. Once again, men’s sales, this time in July 2014 (+9.3%), increased at a rate four times that of 

women’s apparel. Holding back the growth in women’s sales throughout all of this year has been the poor performance of pants/tops. In the 

men’s market, pant/top sales were especially strong in both June and July 2014. Suit/sport coat sales increased a strong 13.5% during July 

2014, after being up in both May and June 2014 by 3.4%. 

TOTAL RETAIL APPAREL SALES 

Statistics Canada Large Retailer Survey 

2013/2014 

Month  Current Month Year to Date 

February 2014 +0.6% -0.7% 

March 2014 -1.2% -0.9% 

April 2014 +1.6% -0.2% 

May 2014 +1.9% +0.3% 

June 2014 +5.4% +1.5% 

July 2014 +5.3% +2.0% 

Statistics Canada Segment Description July 2014 Year to Date 

Total Apparel +5.3% +2.0% 

Total Women’s Apparel +1.4% -0.3% 

Total Men’s Apparel +9.3% +5.6% 

Total Girls Clothing +18.7% +9.2% 

Total Boys Clothing +19.1% +9.3% 

Total Infants Clothing (Sizes 0-6X) +8.1% +1.4% 

   

Statistics Canada Commodity Description July 2014 Year to Date 

Women’s Outerwear +4.5% +2.5% 

Women’s Dresses & Suits +7.2% +3.3% 

Women’s Pants/Tops -1.0% -2.7% 

Women’s Hosiery +11.6% +6.9% 

Women’s Lingerie +7.1% +4.2% 

Women’s Other Clothing (e.g. bathing suits, uniforms, etc.) -5.7% +3.7% 

Women’s Fashion Accessories (e.g. hats, gloves, scarves) +2.6% +1.8% 

Men’s Outerwear +16.2% +6.4% 

Men’s Suits, Sport Coats +13.5% +5.4% 

Men’s Pants and Tops +7.7% +3.0% 

Men’s Underwear, Sleepwear & Socks +19.8% +21.0% 

Other Men’s Clothing (e.g. bathing suits, uniforms, etc.) +2.0% +5.4% 

Men’s Accessories (e.g. hats, gloves, ties, etc.) +4.5% +4.6% 



Canadian consumer confidence increased by 2.5 points in August 2014 and was up 3.6 points from a year earlier. 
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Cross Border Shopping 

SAME DAY CAR TRIPS TO THE U.S. 

Thousands (Seasonally Adjusted) 

Month Trips % Change Same Month Exchange Rate Canada/USD* 

August 2013 2,674 +0.3% $0.95 

September 2013 2,707 -1.5% $0.97 

October 2013 2,680 +0.1% $0.96 

November 2013 2,701 +0.3% $0.94 

December 2013 2,589 -4.5% $0.94 

January 2014 2,561 -8.2% $0.90 

February 2014 2,481 -11.5% $0.90 

March 2014 2,452 -11.0% $0.90 

April 2014 2,492 -4.6% $0.92 

May 2014 2,545 -4.7% $0.92 

June 2014 2,602 -5.5% $0.92 

July 2014 2,516 -7.4% $0.91 

During July 2014, same day cross border car trips to the United States decreased by 7.4% from the same month a year ago. 

CANADIAN CONSUMER PRICE INDEX - CLOTHING 

2002 = 100 (Seasonally Adjusted) 

Month Total Women’s  Men’s Children’s 

December 2013 78.9 74.9 87.6 72.0 

January 2014 78.9 73.3 88.9 75.3 

February 2014 80.8 75.3 91.4 75.4 

March 2014 84.1 79.4 93.3 78.1 

April  2014 85.1 80.8 93.1 80.4 

May 2014 84.2 79.6 93.1 79.2 

June 2014 82.3 78.5 90.0 76.3 

July 2014 81.3 76.6 91.0 76.3 

August 2014 81.9 77.8 91.6 74.8 

CANADIAN CONSUMER CONFIDENCE 

Month 2013/2012 Previous Year 

November 2013 87.1 80.3 

December 2013 80.5 77.9 

January 2014 81.5 83.0 

February 2014 85.6 80.8 

March 2014 88.5 80.5 

April 2014 89.9 75.6 

May 2014 87.3 80.7 

June 2014 86.9 83.5 

July 2014 85.9 82.5 

August 2014 88.4 84.8 

Source:  Conference Board of Canada  

* Monthly rate summary/Bank of Canada 

Apparel Price Inflation 
The consumer price index during August 2014 for total apparel increased 0.7% from the previous month and was only up 0.5% from August 2013. 
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Canadian apparel imports through the first seven months of 2014 were up 12.1%; however, they only increased 0.6% in July 2014. During 

the seven month period, Chinese apparel exports to Canada increased by 8.0%. Bangladesh, the second largest apparel exporter to Canada, 

recorded a 10.2% increase in its exports, while Vietnam (34.8%) and Indonesia (17.1%) recorded larger increases. Perhaps the most inter-

esting developments in the period January – July 2014 were the overall growth in total imports from The Philippines (+27.4) and Sri 

Lanka (+26.6%), and the increase in  Mexican men’s (+12.1%) apparel exports and the increase in Sri Lanka women’s (+37.0%) exports. 

Canadian apparel exports increased by 29.3% in July 2014 and were up by 17.8% during the first seven months of 2014. Apparel exports 

to the United States increased by 29.3 % in July 2014 and were up by 18.8% year-to-date. Driving the increase in both total exports and 

exports to the United States was men’s apparel exports. Of the ten largest destination countries for Canadian apparel exports during the 

first seven months of 2014, Japan (+48.7%), The Netherlands (+32.0%)  and Australia (26.5%)  in addition to the United States, registered 

significant decreases. Exports during the first seven months decreased to Germany (-9.7%), Belgium (-6.0%), Hong Kong (-29.3%), Swit-

zerland (-28.4%) and Russia (-38.1%). 

Where Canada Sends Its Apparel 

Where Canada Sources Its Apparel 

CANADIAN APPAREL IMPORTS 

% Change in Dollar Imports 

January - July 2014 

 Total From China From Bangladesh From India From Cambodia From Vietnam 

Total Imports +12.1% +8.0% +10.2% +11.8% +24.5% +34.8% 

Men’s/Boy’s Clothing +13.0% +8.6% +10.4% +9.6% +28.1% +45.4% 

Women’s/Girl’s Clothing +9.4% +5.0% +8.6% +11.7% +22.3% +31.9% 

Infant’s Clothing +27.8% +31.9% -12.6% +51.2% +52.0% +40.5% 

Other Clothing/Accessories +14.0% +9.8% +20.4% +7.7% +22.5% +29.0% 

NAICS 315 

CANADIAN APPAREL EXPORTS 

% Change in Dollar Exports 

January - July 2014 

 Total To the U. S. 

Total Exports +17.8% +18.8% 

Mens/Boys’ Clothing +22.1% +25.4% 

Womens/Girls’ Clothing +11.6% +11.5% 

Infant’s Clothing +31.6% +10.0% 

Other Clothing/Accessories +20.0% +20.4% 

NAICS 315 

CANADIAN APPAREL EXPORTS TO ONLY THE U.S. 

% Change in Dollar Sales 

Month Current Month Year to Date 

October 2013 -0.5% +0.1% 

November 2013 +2.3% +0.3% 

December 2013 +18.3% +1.5% 

January 2014 +22.9% +22.9% 

February 2014 +15.8% +19.1% 

March 2014 +4.1% +13.2% 

April 2014 +25.2% +15.9% 

May 2014 +13.3% +15.7% 

June 2014 +26.0% +17.1% 

July 2014 +29.3% +18.8% 
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With the unemployment rate continuing to fall, albeit at a slow rate, and consumer confidence increasing for the fourth straight month, it 

came as no surprise that U.S. retail sales during August 2014 increased 5.0% compared with the same month a year earlier. Also driving 

sales growth during August 2014 was a drop in gas prices and back-to-school sales tax holidays in 16 states. 

 

Although retail sales were up, the sustained rebound that many retailers had counted on for this year has yet to appear. Part of the reason 

for August’s increase was due to increased car sales (+9.0%), which siphoned off spending for other discretionary items, including cloth-

ing. This pattern was reflected in the 1.2% decrease in department store spending. It should be noted that the drop in department store 

spending was partially attributable to the continuing poor performance at Sears. While sales in apparel specialty stores increased by 3.2%, 

the growth also was far less than economists had predicted. 

 

Of those few retailers who reported their comp store sales during August 2014, Costco (+7%) and L Brands (+5.0%) had the largest sales 

increases. The Gap’s corporate comp sales fell 2.0% as an increase in Old Navy’s comps (+2%) was offset by decreases at both The Gap  

(-6%) and Banana Republic (-2%). 

 

Many apparel specialty stores are still cautiously optimistic about the fall/holiday season. But you can be sure that all U.S. apparel retailers 

have a backup plan ready to go if sales begin to create in September and early October.  

UNITED STATES RETAIL CLOTHING/ACCESSORIES STORE SALES 

Year to Date 

Percent Change in Sales 

 Men’s Clothing Women’s Clothing Family Clothing Total 

January - June 2014 -0.8% +3.3% +0.2% +1.2% 

January - December 2013 -4.7% -2.4% +5.0% +3.4% 

UNITED STATES MONTHLY SALES BAROMETER - AUGUST 2014 

Segment Percent Total Change Comparable Store Change 

Mid  

     Gap 0.0% -2.0% 

     L. Brands Inc.  +9.0% +5.0% 

Lower/Value  

     Stein Mart +3.8% +2.5% 

     Costco (U.S.) * +10.0% +7.0% 

     Cato +7.0% +3.0% 

     Freds +6.0% +2.3% 

Junior    

     Zumiez +9.4% +2.0% 

     Buckle +2.5% +0.8% 

TOTAL UNITED STATES RETAIL SALES 

 Clothing/Accessories Stores  Department Stores  

 Current Month Year to Date Current Month Year to Date 

January 2014 +1.4% +1.4% -3.9% -3.9% 

February 2014 +2.4% +1.6% -5.2% -5.7% 

March 2014 -2.3% -0.4% -5.8% -5.6% 

April 2014 +5.2% +0.7% +3.4% -3.8% 

May 2014 +3.2% +1.3% -1.5% -3.2% 

June 2014 +1.4% +1.5% -0.9% -2.7% 

July 2014 +2.7% +1.4% -2.8% -3.1% 

August 2014 +1.0% +1.4% -1.5% -2.5% 
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An Update on Canada’s Largest Apparel Specialty Chains 

While there has been understandable concern over the past three years as to the influx of foreign apparel retailers into Canada, Trendex’s 
recently completed annual census of Canadian apparel specialty chains indicates that foreign retailers continue to be underrepresented 
among the list of largest apparel specialty retailers in Canada. 
 

As of July 2014, of the 22 largest specialty apparel chains, all of which operate 100 or more stores, nine are foreign-owned retailers. Among 
the largest men’s and women’s specialty retailers, foreign-owned retailers account for only one of the eleven largest men’s specialty chains 
and three of the largest nine women’s specialty chains. Foreign retailers, however, own the three largest children’s specialty chains in Can-
ada and account for five of the largest unisex apparel specialty retailers. Trendex’s census would indicate that, at least for now, foreign re-
tailers could understandably be viewed as “punching above their weight” in Canada’s apparel market. 

Largest Canadian Apparel Specialty Chains 

2014 Retail Outlets   

Retailer Outlets Retailer Outlets 

Mark’s 

Reitmans 

Le Chateau 

Suzy Shier 

Northern Reflection 

La Senza 

Ricki’s 

Garage 

La Vie En Rose 

Children’s Place 

382 

343 

226 

190 

160 

153 

149 

147 

143 

140 

133 

Bluenotes 

Moores 

Warehouse One 

Smart Set 

Carter’s 

Laura 

Stiches 

Gap/Gap Outlet 

Tip Top 

Addition Elle 

Bootlegger 

125 

121 

119 

113 

113 

112 

107 

107 

104 

102 

100 

Largest Apparel Specialty Chains Retailers In Each Province 

2014 Retail Outlets   

Atlantic Quebec Ontario Man/Sask Alberta 

British 

Columbia 

Reitmans 49 

Mark’s 41 

Eclipse 39 

North Reflections 30 

Pseudio 25 

Bluenotes 20 

La Senza 19 

Suzy Shier 19 

Island Beach 18 

Penningtons 16 

Le Chateau 16 

Smart Set 14 

Reitmans 83 

Le Grenier 77 

Le Chateau 69 

Marie Claire 68 

Claire France 62 

La Vie En Rose 54 

Studio Mode 49 

Mark’s 46 

Garage 46 

La Senza 45 

San Francisco 41 

Smart Set 41 

Jeans Bleu 40 

Mark’s 146 

Reitmans 112 

La Chateau 74 

North Reflections 74 

Ricki’s 62 

Penningtons 55 

Laura 55 

Children’s Place 55 

Fairweather 54 

Garage 53 

Moores 51 

American Eagle 50 

Bluenotes 50 

Warehouse One 33 

Mark’s 27 

Reitmans 24 

Ricki’s 21 

Le Chateau 15 

Bootlegger 14 

North Reflections 13 

La Senza 13 

Suzy Shier 12 

Penningtons 11 

Mark’s 65 

Reitmans 41 

Warehouse One 37 

Ricki’s 31 

Le Chateau 29 

La Senza 29 

Bootlegger 22 

Penningtons 21 

Stitches 19 

Mark’s 59 

La Senza 39 

Reitmans 38 

Warehouse One 33 

Bootlegger 28 

Suzanne’s 25 

Le Chateau 25 

North Reflections 25 

Ricki’s 22 

Suzy Shier 21 

Penningtons 21 

Largest Apparel Specialty Chains By Segment 

2014 Retail Outlets   

Men Women Juvenile Unisex 

Mark’s 382 

Moores 121 

Tip Top 104 

International Clothiers 53 

Jack & Jones 43 

Randy River 31 

George Richards 30 

Ernest 29 

Big & Tall 22 

Amerique 20 

Stars Men’s Shops 19 

Reitmans 343 

Suzy Shier 190 

North Reflections 160 

La Senza 153 

Penningtons 143 

Ricki’s 149 

Garage 147 

La Vie En Rose 140 

Smart Set 113 

Children’s Place 133 

Carter’s/Osh Kosh 110 

Gymboree 42 

Souris Mini 28 

Clement 27 

Once Upon A Child 24 

OK Kids 20 

Le Chateau 228 

Bluenotes 125 

Warehouse One 119 

Stitches 107 

Gap/Gap Outlet 107 

Bootlegger 100 

Mexx/Mexx Outlets 97 

American Eagle 96 

Danier Leather 89 

Urban Planet 84 

RW & Co. 77 
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Myanmar:  A New Source for Canadian Apparel? 
Call this publication’s view old fashioned; however, hopefully our readers will agree that Persia is a better county name than Iran and, for sure, Burma is a better 
name than Myanmar. Although Myanmar’s population is 55 million and is slightly smaller than Texas in area, it has been garnering a lot of positive press as an 
emerging source country for apparel. 
 

Earlier this year, The Gap signed a sourcing deal with South Korean-owned factories in Myanmar to produce outerwear for both Old Navy and Banana Republic. 
Before the 2003 Western trade embargo, apparel accounted for almost 40% of Myanmar’s exports with half going to the United States. Myanmar currently accounts 
for a negligible amount of Canadian apparel exports. However, apparel exports to Canada from Myanmar increased 390% in the first eight months of 2014. With 
Myanmar’s apparel exports being treated the same as those from other less developed countries, including Bangladesh, it might be worth a side trip to Rangoon to 
check out the country’s production capabilities and prices.  

U.S. Specialty Apparel Retailers 2013 E-commerce Sales 
Apparel e-commerce sales in the United States increased during 2013 by 17.6%. Using this percentage as a normative yardstick, a number of American apparel spe-

cialty stores disproportionately increased their e-commerce sales during 2013. Those chains, to name a few, who over performed included Carter’s (+47.5%), For-

ever 21 (+39.4%), Ascena Retail (+33.4%), Express (+25.2%) and Men’s Wearhouse (+24.1%). 
 

Two things are obvious from the 2013 annual results. First, those specialty retailers who are implementing an omni-channel approach to their e-commerce sales are 

showing disproportional growth in their e-commerce sales. Second, it is getting more challenging for those retailers who have been selling online for some time to 

increase their e-commerce sales only because e-commerce has grown to become such a large portion of their business.  

MYANMAR APPAREL EXPORTS TO CANADA 

C$ (000) 

Segment 2009 2010 2011 2012 2013 

Men/Boys $9 $4 $10 $14 $619 

Women/Girls $1 $4 - $32 $592 

Infants - - - - - 

All Other $2 $- $2 - $33 

                TOTAL $12 $8 $12 $46 $1,245 

SPECIALTY RETAILERS 2013 INTERNET SALES 

Retailer 

2013 Internet Sales  

in Millions % Change % of Company Sales Average Order 

Gap $2,260 +21.5% 14.0% $120 

Victoria Secret $1,630 -2.3% 15.1% $125 

Abercrombie & Fitch $770 +11.1% 18.7% $125 

Urban Outfitters $794 +19.8% 25.7% $130 

J Crew $590 +13.5% 24.3% $150 

American Eagle $528 +13.0% 16.0% $145 

Chico’s $435 +12.9% 16.8% $175 

Ann Inc. $360 +15.4% 14.4% $175 

Express $342 +25.2% 15.4% $95 

Eddie Bauer $305 +18.2% NA $140 

Aeropostale $239 +10.1% 11.4% $90 

Children’s Place $246 +14.4% 13.9% $52 

lululemon $263 +33.5% 16.5% $150 

Ascena Retail $400 +33.4% 8.5% $75 

Carter’s $211 +47.5% 8.0% $85 

Destination XL Group $74 +7.8% 19.1% $155 

Gymboree $45 +12.7% 3.8% $95 

Forever 21 $52 +39.4% 2.9% $50 

Reitmans $26 +12.0% 2.7% $130 

Brooks Brothers $161 +20.1% NA $155 

Buckel $89 +5.3% 7.9% $98 

Men’s Wearhouse $61 +24.1% 2.5% $150 

American Apparel Canada $3 +33.05 4.8% NA 

Source:  Internet Retailer/Trendex North America  


