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TJX Canada—Stores* 

 2016 2017 2018 

Winners 255 264 271 

Marshalls 57 73 88 

HomeSense 106 117 125 

           Total 387 454 484 

2018     2017     2016      2015     2014     

TJX Canada 
Total Sales (US$ Millions) 

$3,171 
$2,855 

$2,884 

$3,642 

2018    2017     2016      2015         

$2,172 
$1,885 

$2,297 

Source: Trendex 

* As of January 31 

TJX Canada 
Year ending Feb 2, 2019 

 Q4 2018 Annual 
2018 

Total Sales -4.3% +6.2% 

Comp Sales +4.0% +4.0% 

Gross Profit -24.0% +4.0% 

TJX Canada continued during 2018 to increase its share of 

the Canadian apparel market. Trendex estimates that TJX 

Canada’s apparel sales during 2018 increased 6.0% to 

US$2.4 billion. TJX Canada’s share of the 2018 apparel 

market increased to 10.2% up, from 9.3% in 2017. Winners 

shares of the Canadian apparel market, based on 

Trendex’s estimate, increased to 7.7%, up from 7.5% in 

2017. Part of the increase in both TJX Canada and Winners 

market shares were attributable to Winners adding 7 stores 

during 2018, while Marshalls added 15 stores. 

Overall, TJX Canada’s sales increased 6.2% in 2018 to 

US$3.87 billion. The conglomerates comp sales during 

2018 increased by 4.0%, while its gross profit was also up 

3.0%. However, the retailers adjusted profit margin, exclud-

ing foreign currency was down 200 basis points vs. 2017. 

The decrease was attributable to store wage increases and 

a drop in merchandise margins. TJX Canada ended the 

year with 484 stores, 30 more than a year earlier. The retail-

er could have had an even better year except for the fact 

that its total sales in Q4 2018 inexplicable decreased 4.3%. 

TJX’s Canadian Apparel’s Share Increases In 2018 

Undoubtedly, TJX Canada benefitted in 2018 for a number of factors including the demise of Sears 

Canada, a continuing aggressive store expansion program, the lackluster performance of Off Fifth 

and an aggressive marketing plan built around a loyalty plan incorporating all three of the compa-

ny’s banners. TJX provided guidance for 2019 that it was forecasting a comp increase of 2%-3% on 

sales of approximately US$4.1 billion for its Canadian division. A portion of the growth in 2019 will 

be due to the addition of 30 stores. 

Does the slowdown in TJX Canada’s growth, coupled with Off Fifth’s disappointing performance,  

signal that growth in the Canadian off-price segment is slowing? That’s an issue that will be ad-

dressed in the April 2019 issue of this publication. 
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-2.3% 

-0.5% 

380 

$2,876 

+4.5% 

+3.1% 

383 

$2,876 

+4.7% 

+4.2% 

386 

$3,148 

+6..0% 

+6.1% 

382 

$3,022 

Total Sales 

Comp Sales 

Stores 

Sales Per Store  

(C$000) 

MARKS 

Total Revenue (C$ Millions) 

$1,154 
$1,093 

$1,212 

$1,247 
$1,215 

2018         2017        2016       2015         2014         

Total Sales 

Comp Sales 
N.A. 

N.A 

SPORT CHEK 
Total Revenue  
(C$ Millions) 

$1,993 $1,978 

2018    2017     

+3.0% 

+2.8% 

386 

N.A. 

+1.1% 

+1.8% 

Marks: Q4 Negatively Effects Results  

For All Of 2018  

Marks, Canada’s largest retailers of men’s apparel had a 

disapproving Q4 2018 which served to depress its perfor-

mance for all of 2018. During the last quarter of 2018, both 

Marks total and comp store sales in its 386 stores, in-

creased by 1.8%. A year earlier, the retailer’s total sales had 

increased 3.9%, while its comp sales were up 3.4%. 

Marks lackluster performance during Q4 2018 was attributed 

to the quarter’s unseasonably warm weather. The company 

called out denim, casual footwear and workwear as drivers 

of growth. Sales also benefitted from customer’s positive 

reaction to the Equipe Pour Tout rebranding strategy of 

Marks in Quebec. 

During all of 2018, Marks sales increased 3.0% vs. 4.7% a 

year earlier. The company’s comp sales rose 2.8%, which 

was less than the 4.2% during 2017. Sales per sq. ft. in-

creased 2.6% to C$1,247. The retailer attributed its growth 

during all of 2018 to its rebranding strategy with specifically 

increased sales of casual wear, including denim, casual 

footwear and outerwear. 

Although Marks’ fourth quarter results served to diminish 

what up to then, was an above average year for the retailer 

they should not be seen as an indicator that the retailer did 

anything wrong during the quarter. Rather, Marks should 

take pride in its efforts during 2018 to remerchandise its 

stores and tell its story through an effective advertising cam-

paign. In the end, something out of Marks’ control, the un-

seasonably warm weather during December, Marks’ most 

important month, “rained (as opposed to snowed) on its pa-

rade.” 

Sport Chek: Somewhat Disappointing 

Results For 2018 
FGL Sports has been rebranded to Sport Chek. During its 

last quarter of 2018, the retailer reported its sales increased 

1.9% vs. 5.6% a year earlier. For the same quarter, Sport 

Check reported a 2.5% increase in its comp sales vs. 5.9% a 

year earlier. Unseasonably warm weather along with a highly 

promotional and competitive environment negatively affected 

the company’s sales. Accessories, outerwear and athletic 

apparel were the top performing categories while Woods and 

Helly Hansen were called out as the top performing brands. 

The retailer also noted that it benefitted from a significant 

growth in e-commerce. 

For all of 2018, Sport Chek’s total sales increased 1.1%, 

while its comparable sales increased 2.0%. The retailer op-

erated 409 stores at the end of 2018, two less than a year 

earlier. Sport Chek’s 1.1% increase in sales was attributed to 

strong sales growth in key categories, including outdoor, ath-

letic clothing/accessories, footwear, licensed apparel and 

winter categories. The retailer also noted that targeted pro-

motions and higher e-commerce sales contributed to its 

sales growth. However, increased promotional activity, along 

with a mix-shift to lower margin products through its e-

commerce channel negatively affected Sport Chek’s gross 

margin. 

Separately, Sport Check announced that one of its Sport 

Experts franchisees would be opening during November 

2019, a first of its kind flagship stores in the Quarter DIX 30 

complex in suburban Montreal.  

Undoubtedly even though 

Sports Experts operates 105 

stores in Quebec, and is clearly 

the dominant sporting goods 

retailer in the Province it is 

opening this flagships store in 

hopes of countering the increas-

ing presence of both Decathlon 

and Sportium in the Province. 

The Tire: A Canadian Retail  

Apparel Powerhouse 
Trendex estimates that during 2018 the combined 

apparel sales at Marks, Sport Chek and Canadian 

Tire totaled C$1.7 billion. If so, the Canadian Tire 

Corporation accounted for an estimated 5.4% of 

Canadian apparel sales during 2018. 
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2018     2017     2016     2015     2014      

Columbia Canada 
Total Revenue (US$ Millions) 

$168.6 

$151.4 

$192.9 

$177.3 

$164.6 

CANADIAN CONSUMER PRICE INDEX 

 2014 2015 2016 2017 2018 

Total  
Apparel 

83.1 84.5 84.1 82.9 83.9 

    Womens 78.9 79.9 79.9 78.6 79.4 

      Mens 92.0 93.7 93.4 92.1 93.2 

      Infants 76.3 78.5 76.7 75.7 76.7 

Total  
Footwear 

93.6 94.3 93.5 93.8 93.9 

All Items  
(including 
gasoline) 

125.2 126.6 128.4 130.4 133.4 

Source:  Statistics Canada (326-0021)  

Columbia Canada: Strong Performance 

In Q4 2018 
Columbia Sportswear Canada’s sales blew through the 

roof during its fourth quarter of 2018. The company’s sales, 

including those for Columbia apparel and Sorel footwear, 

increased 21% (26% in constant currency). Sales for all of 

2018 increased 8.8% to US$192.9 billion. The Canadian 

division during 2018 accounted for 6.9% of its parent’s 

sales. The company operates six stores in Canada. 

LEVI STRAUSS 
(US$ millions) 
Total Revenue 

Sales Area 2018 2017 2016 

United States $3043 $2774 $2683 

Europe $1646 $1313 $1091 

Asia $887 $818 $778 

Total  $5575 $4904 $4553 

Columbia attributed 

its growth in Canada 

to equally strong 

wholesale sales (e.g. 

Marks) and direct to 

consumer sales. For 

2019, the company is 

forecasting mid-single 

digit growth for its 

Canadian division. 

Levi Strauss Pulls Back The Curtain 

Levi Strauss, one of the world’s largest apparel companies, 

having taken itself private in 1985, announced in mid-

Februay 2019 that it was once again going public with what 

will certainly be a highly anticipated IPO. The 165 year old 

company had sales of US$5.6 billion in its fiscal year ending 

November 25, 2018. Sixty five percent of the company’s 

revenue came from wholesale channels. Sales to its top ten 

wholesale customers in 2018 increased 8%. Sales of its 

Signature and Denzien brands, which are sold through  dis- 

count stores, in-

creased by 28% and 

21% respectively in 

2018. E-commerce 

accounted for 4% of 

the company’s sales 

and increased 18% in 

2018 to almost US$223 

million. 

Helly Hansen’s First Year As A CTC Division 

However, it did report that for 

2018, the company’s sales totaled 

C$348 million, of which only 15% 

occurred in Canada. Undoubtedly 

the majority of Helly Hansen’s 

Canadian sales were accounted 

for by CTC’s Marks and Sport 

Chek divisions. 

HELLY HANSEN 
2018 

(C$ Millions) 

$52 

$296 
$348 

Total   Canada 

After decreasing in 2017 by 1.4%, the Consumer Price Index (CPI) for apparel in-

creased in 2018 by 1.2%. During 2018 the CPI for footwear increased by +0.3%, 

while that for all items including gasoline increased by 1.3%. Over the period 2014 

to 2018 the CPI for apparel increased by 1.0%, while the CPI for footwear and all 

items increased respectively by 0.3% and 7.0%. 

The 1.2% increase in the 2018 CPI for apparel was attributable to increases in the 

CPI for all three segments of the apparel market as the CPI for women’s, men’s 

and juvenile increased respectively by 1.0%, 1.2% and 1.3%. Over the period 2014 

to 2018 the CPI for all three segments of the retail apparel market increased by 

1.0%, with the CPI for men’s (+1.3%) apparel increasing the most, followed by 

those for women (+0.6%), and children’s (+0.3%) apparel. 

There are a number of reasons why retail prices for apparel in Canada should not 

have increased during 2018 including: 

 The seemingly never ending increase in apparel promotional activity 

 Sears Canada’s liquidation during the first quarter of 2018 

 The increasing market share of fast fashion retailers 

Canadian Tire hasn’t exactly been forthcoming as to the 

performance of Helly Hansen, which it acquired in May 

2018 for C$985 million.  

Canadian Apparel Retail Prices Finally Increase In 2018 

 The large increase in imports from lower cost countries 

including Cambodia (+11.4%) and Vietnam (+15.7%) 

Regardless of these reasons, apparel prices did in fact in-

crease during 2018. Trendex believes there were, at a min-

imum, three factors responsible for the increase: 

 The increase in the number of luxury apparel retailers 

entering/operating in Canada 

 The increase in apparel imports during 2018 from rela-

tive higher cost countries including Italy (+19.2%), 

France (+7.2%) and the U.K. (+21.5%) 

 Consumers trading up to better mid-price stores, in-

cluding Simons, Marshalls and Off-Fifth 

Well at least…. the increase in the CPI for apparel last year 

was good news for retailers. 

Rest of  
the World 
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GILDAN ACTIVEWEAR 
(US$ millions) 

Sales Area 2016 2017 2018 % Change 

2018/2017 

United States $2254 $2383 $2,485 +4.4% 

Canada $119 $131 $121 -7.9% 

Europe $212 $237 $303 +26.9% 

Total Gildan $2585 $2751 $2,909 +5.7% 

+11.7% 

$503.6 

$346.1 

 

$2,586 

$137 

$237 

 

64% 

36% 

+8.1% 

$468.3 

$359.6 

 

$2,089 

$84 

$186 

 

66% 

34% 

+0.6% 

$523.8 

$346.6 

 

$2,254 

$119 

$212 

 

64% 

36% 

Total Sales 

EBITDA 

Net Earnings 

Net Sales (Millions) 

United States 

Canada 

All Other 

Sales (Segment) 

Printwear 

Hoisery/ Underwear 

GILDAN ACTIVEWEAR 

Total Revenue (US$ Millions) 

$2585 $2559 

$2360 

$2,909 

$2,751 

2018       2017        2016       2015         2014 

+6.4% 

$586.1 

$362.3 

 

$2,383 

$131 

$237 

 

67% 

33% 

Canada Goose  
Third Quarter  

Ending Dec. 31, 2018 

 Q3  Q1-Q3 

Total  
Revenue 

+50.2% +44.6% 

DTC  
Revenue 

+78.7% +92.8% 

Wholesale +22.2% +19.3% 

Gross  
Profit 

+52.5% +53.8% 

+5.7% 

$595.5 

$350.8 

 

$2,485 

$121 

$303 

 

80% 

20% 

Canada Goose’s results for its third quarter ending Decem-

ber 31, 2018 contained better than expected results as its: 

 Total revenue increased 50.2% 

 Wholesale revenue was up 22.2%, while DTC revenue, 

thanks to five new retail stores and one new e-

commerce site increased 78.2% 

 Gross profit increased to 52.5%, while Canada Goose’s 

gross margin increased to 64.4% from 63.3% a year 

earlier 

 Operating income increased 55.6% 

 E-commerce sales growth exceeded expectations par-

tially due to the company’s presence on the Chinese 

Tmall platform operated by the Alibaba Group 

The company is not standing pat, but rather it is undertaking 

a number of new initiative including: 

 Opening its ninth manufacturing facility. The new Que-

bec factory is projected to be running at full capacity by 

the end of 2020 

 Exploring offering boots made by Baffin sold under the 

Canada Goose brand name 

 Expanding its retail store presence in China and the 

United States by at least 30%. 

Canada Goose: Lots OF Good News 

During Its Q3 2018 

Canada Goose also 

announced that it was 

raising its guidance for 

the fiscal year ending 

March 2019, as it now 

expects revenue growth 

in the mid to high 30% 

range compared with 

earlier expectations for 

30%. 

Undoubtedly most apparel companies would be pleased with 

their annual 2018 sales increasing 5.7%. However, in the 

case of Gildan Activewear the increase seemingly masks 

some disappointing news for all of 2018 including: 

 Sales in its hosiery/underwear division decreased 17.0% 

 Sales in Canada decreased 7.9% 

 Gross margin decreased 1.4% 

 Net earnings decreased 3.2% 

 Free cash flow decreased 17.4% 

 Trade account receivables increased 30.3% 

Despite the disappointing news, there was also some positive 

developments for the company including: 

 Sales outside of the U.S. and Canada increased 19.3% 

during Q4 and 26.9% for all of 2018 

 Sales in its hosiery/underwear division during Q4 de-

creased 7.9% which was the division’s smallest quarterly 

decrease since its 4.1% increase in Q3 2017 

 SGA expenses decreased 2.3% 

 Sales of its activewear division increased 13.6% partially 

attributable to a 22.3% increase during Q4 2018 

In spite of Gildan’s inconsistent performance last year, 

Trendex shares the company’s optimism for 2019 as it would 

seem that the poor sales results for it hosiery/underwear divi-

sion are almost behind the company, thanks to a major new 

program it signed with Walmart late last year. 

Gildan Activewear:  
2018 Was Less Than Stunning 



 

Clothing specialty store sales  

increased by 6.3% (y/y)  

during December 2018 and were  

up 4.8% during all of 2018. 

December sales increase was  

the greatest since May 2018. 

 

 
During December 2018 

sales of Canadian clothing 

manufacturing shipments  

increased by a strong 24.5%  

compared to the same month  

a year ago.  

 

During 2018 sales of Canadian  

clothing manufactured  

shipments increased by 11.6% after  

increasing by 12.9% in 2017. 

CANADIAN RETAIL CLOTHING SPECIALTY STORE SALES  
(Seasonally Adjusted) 

 Current Month Year to Date 

December 2017 +3.4% +4.2% 

January 2018 +4.8% +4.8% 

February 2018 +1.2% +2.8% 

March2018 +6.8% +4.2% 

April 2018 +4.7% +4.3% 

May 2018 +7.6% +5.0% 

June 2018 +5.1% +5.0% 

July 2018 +5.2% +5.0% 

August 2018 +3.4% +4.8% 

September 2018 +6.2% +4.9% 

October 2018 +2.6% +5.3% 

November 2018 +2.4% +5.1% 

December 2018 +6.3% +4.8% 

Source:  Statistics Canada  [4481 NAICS]  

 

The capacity utilization rate  

of Canadian clothing  

manufacturers during the third 

quarter of 2018 decreased by 13.9%  

from the same quarter a year earlier.  

During 2017 the capacity utilization  

rate averaged 71.6%. 

CANADIAN CLOTHING MANUAFACTURING 
Industry Capacity Utilization Rate* 

Quarter 2015 2016 2017 2018 

January - March 72.6% 74.3% 69.4% 67.0% 

April - June 73.7% 72.8% 87.5% 69.2% 

July - September 69.5% 69.6% 86.8% 75.6% 

October - December 75.8% 70.0% 74.7% —- 

* Ratio of the clothing industry’s actual output to its estimated potential output                                                     Table 1610-0109-01 

5 

NOVEMBER 2018 FEBRUARY 2019 

CANADIAN APPAREL INSIGHTS 
TrendexNA.com 

2014         2015          2016          2017         2018 

Clothing Manufacturing Sales  
Seasonably Adjusted 

(C$ millions) 

$2,494 

$2,783 
$2,573 

$2,414 

$2,209 

% change                 (+7.9%)         (-6.2%)           (-8.5%)         (+12.9%)        (+11.6%) 
Previous year 

Source:  Statistics Canada  
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Canadian Luxury Brands Carried* 

 
Holt 

Renfrew 
Harry 
Rosen 

Saks Nordstrom Simons 

Acc’Teryx  X X X X 

Ballin  X  X X 

Canada Goose X X X X X 

Copply  X    

Macage X X X X X 

Moore Knuckels    X X 

Samuelsohn X X X X  

Jack Victor  X   X 
Canadian Apparel Sales 

Year to Date 

Time Seves Month 2017 2018 

Large Retailer 
Study 

Dec +1.9% -0.7% 

Clothing Special-
ty Store 

Dec +4.2% +4.8% 

Retail Commodity Sept +1.4% +2.2% 

Retail Commodity Dec +1.2% N.A. 

A Preliminary Lead On  

Canadian 2018 Apparel Sales 

The question most asked of Trendex each year during Feb-

ruary has been: How much did the Canadian apparel market 

grow the previous year? To which Trendex replies, we won’t 

know with certainty until Statistics Canada publishes its An-

nual Commodity Survey results in mid-April 2019. 

Having hedged on answering, there are in effect three Sta-

tistics Canada time series that could provide an inkling of 

the performance of the apparel market in 2018. They in-

clude: The Monthly Large Retailer Survey, The Monthly 

Clothing Specialty Store Sales Report, and the Quarterly 

Commodity Study. Eighty of Canada’s largest retailers are 

the focus of Monthly Large Retailer Survey. In 2018 apparel 

sales decreased 0.7% vs. increasing 1.9% a year earlier 

among the retailers in this sample. Information on clothing 

specialty store sales is detailed monthly in Retail Trade. In 

2018 apparel specialty store sales increased 4.8% vs. 4.2% 

a year earlier. Through the first three quarters of 2018 total 

apparel retail sales, according to the Quarterly Retail Com-

modity Study, increased +2.2% vs. +1.4% a year earlier.  

With all of the above serving as input, Trendex estimates 

that Canadian retail apparel sales increased by 1.9% in 

2018 vs. 1.4% for all of 2017. 

(1) For Q3 2018 ending Dec. 31, 2018 

Q4 2018 and Annual 2018 Results 

 
COMPANY 

 
Quarter 
Ending 

Q4 2018 Annual 2018 

Total 
Comp 
Sales 

Total 
Sales 

Comp 
Sales 

Columbia Sports-
wear (Canada) 

Dec +21.0% N.A. +9.0% N.A. 

H&M (Canada)  Nov +13.0% N.A. +5.0% N.A. 

Gildan Dec +13.6% N.A. +5.7% N.A. 

Marks Dec +1.8% +1.8% +3.0% +2.8% 

Sport Chek Dec +1.9% +2.5% +1.1% +2.0% 

Walmart Canada Jan +1.5% +1.1% N.A. N.A. 

TJX Canada Jan -4.3% +4.0% +6.2% +4.0% 

Canada Goose Dec(1) +50.2% — +44.6% — 

Canadian Major Luxury  

Apparel Retailers  

Do Canada’s major luxury apparel retailers support Canadi-

an better/luxury apparel brands? The answer, based on the 

brands listed on each retailers site would seem to be yes, 

but to a very specific degree. Canada’s luxury retailers carry 

almost all of Canada’s seven international brands (e.g. Can-

ada Goose). However, the degree to which the same chains 

support Canada’s next tier of brands varies from retailer to 

retailer. However, in general only Simons truly supports the 

next tier of Canadian brands (e.g. Pajar), along with carrying 

some lesser known better brands in an attempt to differenti-

ate Simons from the other four luxury apparel retailers. 

Seems like a winning strategy. 

Mostly Good News For Early Reporters 

As of March 1, 2019 eight apparel companies have released 

their Q4 and Annual 2018 results. While Canada Goose, not 

surprisingly, turned in the best results for both periods, the 

results for H&M Canada and Gildan were also above aver-

age. For all of 2018, Marks outperformed Sport Chek, its 

sister company. TJX Canada’s 6.2% sales increase for 2018 

was far greater than that for the total market, however the 

4.3% decrease in its Q4 2018 sales was disappointing. 



TOTAL RETAIL APPAREL SALES 
Statistics Canada Large Retailer 

Survey 2017 / 2018 

Total Apparel 
Current 
Month 

Year to 
Date 

April 2018 -3.2% -1.7% 

May 2018 +6.4% +0.9% 

June 2018 -2.3% +0.3% 

July 2018 -2.1% +0.3% 

August 2018 +0.8% +0.3% 

September 
2018 

+1.8% +0.6% 

October 2018 -1.8% +0.2% 

November 
2018 

-3.8% -0.1% 

December 
2018 

-3.8% -0.7% 

Statistics  
Canada  

Segment  
Description 

Dec 
2018 

Year to 
Date 

Total Apparel -3.8% -0.7% 

Total Women’s 
Apparel 

-3.6% -0.9% 

Total Men’s  
Apparel 

-1.5% +0.5% 

Total Juvenile 
Apparel -7.0% -2.8% 

Canada’s Clothing  
Specialty Store Sales* 

 
Dec 
2018 

Year to 
Date 

Total  
Canada +1.8% +4.5% 

Atlantic -3.7% +3.2% 

Quebec -0.7% +4.9% 

Ontario +1.0% +2.9% 

Man/
Sask -17.9% +4.5% 

Alberta +5.4% +3.4% 

British  
Columbia +7.0% +10.0% 
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* Unadjusted 

Canadian Total E-commerce Sales 
% Increase (y/y) 

+13.0% 

 Q4         Q3         Q2        Q1        Q4         

2018 2017 

+15.3% +15.2% 

+20.3% 

+14.6% 

Canadian E-commerce Update 

Total Canadian  e-commerce sales increased during 

the fourth quarter of 2018 by 14.6% on an unadjusted 

year over year basis. For all of 2018, e-commerce sales 

were up 14.7% and accounted for 3.9% of all retail 

sales , an increase from 3.5% in 2017. 

Aritzia Cashes Out Two Investors 

Two major initial investors in Aritzia are cashing out. The 

first is Berkshire Partners LLC, a Boston based private equi-

ty firm, and the other is Aldo Bensadoun, a director of 

Aritzia. Under the terms of the transaction, Aritzia will be 

purchasing 19,005,000 shares from Berkshire and 500,000 

shares from Aldo Bensadoun. To finance the US$329 mil-

lion cost of the transaction, Aritzia will be undertaking a sec-

ondary offering with the proceeds entirely going to the cost 

of purchasing both parties shares. 

Canadian total retail sales during December 2018 de-

creased by 0.1% after falling by 0.9% the previous month. 

The decrease in sales for both months was the result of 

lower gasoline station sales, which were down 3.6% in De-

cember, and 5.1% in November 2018. Excluding gasoline 

sales, total retail sales increased 0.4% in December. Re-

gionally, retail sales increased in six provinces, however 

retail sales decreases in both Ontario (-0.5%) and Quebec 

(-0.2%) served to drag down overall sales growth. 

From a category standpoint, sales increased in new car 

dealers (+1.2%), food and beverage stores (+0.9%) and 

building material/garden equipment stores (+3.1%). Cloth-

ing specialty store sales increased 6.3% during December, 

after increasing 2.4% in November 2018. Strong Decem-

ber clothing store sales gains in B.C. (+7.0%) and Alberta 

(+5.4%) were offset by a minimal increase in Ontario 

(+1.0%) and decreases in both Quebec (-0.7%) and Man/

Sask (-17.9%). Clothing store sales increased 4.8% during 

2018 vs. 4.2% a year earlier. All provinces reported gains 

in clothing store sales in 2018 with the largest increases 

occurring in British Columbia (+10.9%) and Quebec 

(+4.9%) and the smallest increase in Ontario (+2.9%). 

E-commerce sales during December 2018 increased (y/y) 

by 4.6%, which was far less than the 21% increases in 

both October and November 2018. E-commerce sales in-

creased 14.5% in the fourth quarter. For all of 2018, e-

commerce sales increased 14.7% to C$18.0 billion. E-

commerce accounted for 2.9% of total 2018 retail sales up 

from 2.6% a year earlier. 

For all of 2018, Canadian retail sales increased by 2.7%. A 

large portion of the increase was attributable to higher pric-

es at gasoline stores (+7.9%). During 2018, the average 

annual price for gasoline was 12.6% higher than during 

2017. 

The results for Q4 2018 indicate that the Canadian econo-

my in general and retail sales specifically lost a great deal 

of momentum and as such apparel retailers would be well-

advised to cut back their sales expectations for Q1 2019. 

Canadian Retail Sales Disappoint During 

December 2018 



THE CONSUMER PRICE INDEX  

for total apparel decreased during January 2019 by  

0.2% from the previous month, and was up 0.7% from 

January a year earlier. 

CONSUMER CONFIDENCE  

increased by  6.7 points in January 2019 and was  

up 2.4% over the year earlier.  

Same day cross-border CAR TRIPS  

by Canadians traveling to the United States during 

December 2018 decreased by 1.7%.  

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

Month Trips 
% Change 

Same Month 
Exchange Rate 
Canada/USD* 

April 2018 1,961 +10.0% $1.27 

May 2018 2.010 +20.9% $1.29 

June 2018 1,925 +14.3% $1.31 

July 2018 1,785 +0.9% $1.31 

Aug 2018 1,771 -3.6% $1.30 

Sept 2018 1,782 -4.7% $1.30 

October 2018 1,830 -0.2% $1.30 

November 2018 1,775 -5.7% $1.32 

December 2018 1,820 -1.7% $1.34 

CANADIAN CONSUMER PRICE INDEX - 
CLOTHING 

2002 = 100 (Not Seasonally Adjusted) 

Month Total Women’s  Men’s Children’s 

February 2018 82.8 78.2 92.0 76.3 

March 2018 84.6 79.9 94.2 77.6 

April 2018 85.9 81.1 94.4 81.7 

May 2018 85.0 80.1 94.4 79.4 

June 2018 83.7 79.4 92.2 77.6 

July 2018 82.4 77.6 91.9 76.3 

August 2018 83.1 78.8 92.4 75.5 

September 2018 85.4 81.5 94.5 76.1 

October 2018 86.6 82.2 96.9 77.2 

November 2018 84.8 80.6 94.8 75.1 

December 2018 81.4 77.6 90.6 72.1 

January 2019 81.3 76.4 91.1 75.0 

CANADIAN CONSUMER CONFIDENCE 

Month 2018 Previous Year 

March 2018 127.0 111.7 

April 2018 125.4 108.4 

May 2018 128.8 111.6 

June 2018 127.1 111.6 

July 2018 127.4 113.8 

August 2018 129.0 121.7 

September 2018 126.5 112.4 

October 2018 137.9 116.6 

November 2018 132.5 121.7 

December 2018 121.3 123.1 

January 2019 128.0 125.0 Cross-Border Shopping by Canadians 

Source:  Statistics Canada   (326-0020) 

* Average Monthly Exchange Rate / Bank of Canada  

Cansim 427-0005 

Source:  Conference Board of Canada  
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2.6% 

WALMART CANADA 
% Change 2017/2018 Quarterly Sales 

1.5% 

1.9% 

2.8% 2.8% 
3.4% 

Q3    Q4        Q1    Q2     Q3     Q4 

1.0% 

2.6% 2.5% 
2.9% 

TOTAL SALES COMP STORES SALES 

2.9% 

       2017                       2018 

Q3    Q4       Q1    Q2     Q3     Q4 

       2017                       2018 

1.1% 

Walmart Canada 
Walmart Canada’s performance during Q4 2018 was below 

expectations as both its total sales and comp store sales 

increased at only half the rate that both measures did during 

each of the previous four quarters. During the last quarter of 

2018, Walmart Canada’s total sales in its 411 stores in-

creased 1.5% vs. 3.4% a year earlier, while its comp store 

sales were up 1.1% vs. 2.9% during Q4 2017. The retailer’s 

sales gains were attributed to growth in the grocery, con-

sumable and health and wellness categories, which was par-

tially offset by softer general merchandise sales  On the pos-

itive side, Walmart Canada’s gross profit rate increased due 

to a combination of factors, including margin improvements 

in the food, health and wellness and consumable categories. 

 



TOTAL UNITED STATES RETAIL SALES 

 Clothing/
Accessories 

Stores  

Department Stores  

 Current 
Month 

Year 
to 

Date 

Current 
Month 

Year 
to 

Date 

Mar 2018 +6.1% +4.7% +2.0% +0.8% 

April 2018 -0.4% +3.6% -5.0% -1.0% 

May 2018 +8.2% +4.6% +2.9% -0.1% 

June 2018 +4.6% +5.1% +0.4% -0.1% 

July 2018 +5.4% +5.2% -1.5% -0.3% 

Aug 2018 +6.2% +5.7% +0.6% -0.2% 

Sept 2018 +3.1% +5.0% -1.7% -0.3% 

Oct 2018 +4.7% +5.0% +0.4% -0.3% 

Nov 2018 +4.0% +4.9% -0.2% -0.4% 

Dec 2018 +3.0% +4.8% -4.3% -0.8% 

UNITED STATES MONTHLY SALES BA-
ROMETER  

(December 2018) 

 
Retailer 

Total Sales 
Change 

Comp 
Store Change 

Mid Price  

  Victoria Secret(1) N.A. -1.0% 

Lower/Value  

 Costco (US)* N.A. +7.3% 

   Cato -18.0% +2.0% 

Junior   

   Zumiez -18.3% +3.5% 

   Buckle -19.9% -2.2% 

 Luxury apparel information  A forecast covering 2018-2021  
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* Excludes gasoline 
(1) Only Victoria Secret results in US & Canada 

U.S. Retail Sales Collapse During December 2018 

It wasn’t supposed to have been that way. After all, there were all kinds of 

indicators that December 2018 U.S. retail sales were going to be outstand-

ing. Instead, total U.S. retail sales for December 2018 decreased by 1.2%, 

the largest decrease in nine years. In retrospect, it seems that the econo-

my’s good news, including a low unemployment rate and rising wages rates 

were swamped by the bad news during December 2018. That news includ-

ed financial market turmoil, talk of a government shutdown, a possible trade 

war with China, and retail sales pulled forward more than expected in No-

vember 2018. 

Sales in the so-called Control Group, which excludes food services, car 

dealers, building material stores and gasoline stations fell 1.7%, the largest 

monthly decline since September 2001. All but two of the 13 major retail cat-

egories registered a decline. Clothing and accessories store sales de-

creased 0.7% from November 2018, but were up 4.7% from December 

2017. For all of 2018, clothing and accessories store sales were up 4.8%. 

Another of the surprising stats about December 2018 was that e-commerce 

sales decreased 3.9% from the previous month. The e-commerce sales de-

cline was the sharpest since November 2008 – during the middle of the last 

recession. December’s decrease was attributed to e-commerce sales in-

creasing on Black Friday (+17.2%), Thanksgiving Day (+16.5%), and Cyber 

Monday (+17.6%). E-commerce sales in December 2018 were up a paltry 

3.1% over December’s 2017 sales. 

U.S. retailers entered 2019 with less momentum than they had at the outset 

of the fourth quarter of 2018. Nevertheless, there was reason to be some-

what hopeful as most U.S. retailers began 2019 with acceptable inventory 

levels. With the arrival of Spring merchandise already in progress, U.S. re-

tailers are counting on the fact that the forecasted slowdown in the U.S. 

economy will not begin until the second half of 2019. 

Minichiello Apparel 
Trolling Seder during this year’s boring Super Bowl lead to 

the discovery of another publically held Canadian apparel 

company, headquartered, where else but in Vancouver. The 

company is called, Minichiello Apparel Inc. 

According to the company’s filing, it provides, “Italian made 

custom tailored suits with original design embellishments.” 

The company’s website goes on to state that it position’s it-

self as the leader in online, custom-tailored made to measure 

suits.” The company sells its products under the Cattivo Rag-

azzo lifestyle men’s brand, which emphasizes slim fit suits 

made in Napoli Italy. 

The first, and to date, only Cattivo Ragazzo store opened in 

Gastown, Vancouver in April 2017. The company sold 58 

garments (45 suits and 13 shirts) during the most recent 12 

month period. Revenue in the three month period ending 

October 31, 2018 totaled C$19,924. 

Question: Should Harry Rosen be worried about the growth 

of this company? 

Joe Fresh launched at the end of February a 

Spring 2019 Advertising Campaign; Free Your 

Fresh. Women’s apparel is the focus of the cam-

paign. The campaign spans digital and social plat-

forms, TV and cinema screens across Canada. 

The women’s products can be found in Loblaw’s 

350 stores and the eleven Joe Fresh stores in Can-

ada. 

It Should Be Noted: 
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Environics / Statistics Canada Comparison 

Segment 
2018  

Environics 
Estimate 

2017 
Statistics 
Canada  

Estimate 

Cansim Source 

Total Retail Sales $1,115,000 $605,000(1) 080-0022 

Total Apparel Sales (Retail Commodity Study) $39,000 $30,360 11-10-0236-01 

Clothing Store Sales — $25,290 080-0020 

Clothing Manufacturing — $2,495 304-0014 

Clothing Imports — $12,846 Trade Data Online 

Statistics Canada Large Retailer Apparel Study  $16,146 Table 11-10-0235-01 

(1) 2018 Estimate 

Trendex Contends That Environics Apparel Data Is Not Credible 

Somehow the story of David and Goliath popped into your correspondence’s head as he contemplated what he was about 

to write. In this case, “David” is Trendex and “Goliath” is the highly respected Canadian research company, Environics An-

alytics. 

Prodding Trendex to take on one of the “Big Boys” was an article which appeared in the Financial Post during November 

2018, titled: “BC Households Spend The Most On Online Shopping Dropping $3,369 A Year New Database Finds”. The 

article was based on an Environics press release dated November 26, 2018, which announced that it was introducing 

Click Spend, the first database that would allow the retail sector to analyze the online and in-store shopping habits of Ca-

nadian consumers for a number of categories including apparel down to small areas of geography. Wow! If this was true, it 

was a real breakthrough, and Trendex wanted to know more.  

The database created by Environics was based on semi-annual surveys conducted by the J.C. Williams Group. Estimates 

were produced using several cycles of the survey encompassing more than 7,500 nationally representative respondents 

during the year. Online and in-store purchasing behavior was collected for 14 broad spending categories. 

The November 2018 press release announcing Environics’ new service contained the following three statements based on 

the company’s 2018 database: 

 “The purchase categories covered by Environics’ database are a subset of the estimated C$1.15 trillion that Canadian 

households are expected to spend this year” 

 “The 14 spending categories represent C$343 billion in household expenditures with C$41 billion of those purchases 

occurring online” 

 “Clothing is the current sales powerhouse for Canadian e-commerce with an estimated C$7.8 billion being spent on 

apparel”. “More than 20% of all clothing purchases are expected to be made online.” 

It was obvious that none of these three statements were accurate based on 2018 Statistics Canada’s information which  

reported that: 

 Total 2018 retail sales were C$605 billion 

 Total 2018 total retail online sales were C$18.0 billion 

 If 2018 online clothing sales, according to Environics, were C$7.8 billion and accounted for 20% of total clothing sales 

it would mean that total retail clothing sales were C$39.0 billion in 2018. In 2017 total retail apparel sales according to 

Statistics Canada was C$30.3 billion 

It also is worth noting that while Environics claimed that “more than 20% of apparel is bought online”, Trendex estimates 

the amount bought online during 2018 was between 7.6% and 7.9% 

Trendex sent Environics two letters, one of which included the chart on this page detailing why it was questioning Environ-

ics data, and was informed each time that the company would respond. Subsequently it never did. Even more perplexing, 

Environics took down the original press release announcement about  its new service from its website. 

There is an unwritten rule 

in Canada which states: 

No market research com-

pany should publically 

question the results of an-

other – Ok, Trendex gets 

it, however when a compa-

ny does not “man up’ and 

admit its mistake, it does a 

disservice. In this specific 

case, the disservice, at a 

minimum, is to Canadian 

apparel retailers. 


