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The Year Ahead For Canadian Apparel Retailing:  

More Unknowns Than Knowns 

While the final chapter of the 2018 Canadian apparel market has yet to be written, this publication 

has now begun to focus on 2019. The process has been somewhat unnerving, as there seems to be 

more unknowns than knowns. Even more disconcerting is the fact that it’s not obvious if the un-

knowns will eventually play out to the betterment or detriment of the Canadian apparel industry. The 

implications of the unknowns for the apparel industry vary from minimal to significant.  

The 2019 apparel unknowns include: 

 Will retail apparel sales during 2018 exceed the 1.4% increase in 2017 sales. Through the first 

half of 2018, apparel sales increased 1.9%. For the year Trendex is forecasting that apparel 

sales could increase in the range of 2.1%-2.5%. 

 Will athleisure sales continue to drive the growth of the Canadian apparel markets? Athleisure’s 

growth over the past three years has exceeded almost all other apparel segments. Its growth 

has been driven by increases in athleisure brands and retailers, along with a change in lifestyle. 

 Will the “supply” of luxury apparel retailers finally exceed the demand for luxury apparel in Cana-

da? It’s not just that the number of luxury retail doors are increasing, its also that their stores are 

getting bigger, and establishing a presence in Canada’s better malls. 

 Will Canada’s A malls continue to prosper in light of e-commerce’s growth? In response, Canadi-

an mall developers have continued to invest in upgrading/expanding their A malls. The result is 

that less than 20 malls in Canada have continued to prosper in the face of e-commerce’s growth. 

 Will the growth rate of apparel e-commerce accelerate or slow? Canadian apparel e-commerce 

sales during 2017increased 13.8% after increasing by 16.6% in 2016. Will the increasing wide 

spread adoption by apparel retailers of Buy Online, Pick Up In Store, serve to accelerate the 

growth of apparel e-commerce? 

 Will the growth in the number of off-price retailer doors slow as signs of cannibalization begin to 

emerge? While the number of Canadian off-price apparel doors increased by 38 during the first 

nine months of 2018, the majority of the increase occurred in a few metro areas.  

 

 

 

 

 

 

          
- article continued on page 6 

Canada Off-Price Retail Doors 
End of Third Quarter 

 2018 2016 2017 

Winners 271 255 265 

Marshalls 88 72 57 

Nordstrom Rack 6 — — 

Off-Fifth 18 8 — 

TOTAL 383 345 312 
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Marks 
Quarter Ending Sept 29, 2018 

 Q3  Q1-Q3 

Total Sales +6.4% +3.8% 

Comp Sales +6.1% +3.5% 

Sales per sq. ft. +2.0% N.A. 

FGL 
Quarter Ending Sept 29, 2018 

 Q3  Q1-Q3 

Total Sales +1.6% +0.6% 

Comp Sales +2.2% +1.8% 

Sales per sq. ft. +0.2% N.A. 

Q3 2018  
C$ Millions 

 
Total 

Sales 
(1)

 
Canadian 
Sales 

(1)
 

Canada % of  
Total Sales 

Helly Hansen 
$182 $25 13.9% 

Columbia 
$1,034 $62 6.0% 

lululemon 
$971 $179 18.4% 

(1) Converted at C$1.30 to US$1.00 

Marks Reports Strong Q3 2018 

and cooler Septem-

ber weather in 

Western Canada. 

Additionally, Marks 

recorded strong 

sales gains in Que-

bec, which reflected 

customers positive 

response to its re-

branding initiatives. 

Given Mark’s sales 

momentum, 2018 

could turn out to be 

more than accepta-

ble for the retailer. 

CTC’s Initial Report On  

Helly Hansen’s Sales 

Canadian Tire, which purchased Helly Hansen in May 2018 

for C$985 million in addition to assuming approximately 

C$50 million of operating debt, reported that the brand/

retailer sales in the quarter ending September 29, 2018 to-

taled C$181.7 million, Sales in Canada accounted for 13.9% 

of sales, while 86.1% were in 40+ countries around the 

world. Undoubtedly, a significant portion of Helly Hansen’s 

Canadian sales were accounted for by Marks and FGL. 

After reporting an acceptable 2.4% increase in its total sales 

during the first half of 2018, Marks reported a strong 6.4% 

sales increase during its Q3 2018. During the quarter, the 

retailer, which operated 386 stores, reported a 6.1% increase 

in its comp sales. Sales per square foot increased 2.0%. 

CTC attributed Mark’s outstanding performance to sales 

increases in men’s apparel, along with casual and industrial 

footwear. Sales also benefited from additional promotions  

FGL – Private Label Drives  

Sales Increase 

FGL had an ok, but not outstanding Q3 2018, as its total 

sales increased1.6%, while its comparable store sales in-

creased 2.2%. The discrepancy between the two sales 

measures was partially attributable to the net closing of six 

stores. 

The retailer’s sales gains were attributed to a strong back-to

-school selling season, along with favorable seasonal 

weather in western Canada. Outerwear, clothing accesso-

ries, along with athletic apparel were the top performing 

merchandise categories. 

For some time one of FGL’s initiatives has been to increase 

the penetration of its owned brands. To its credit, FGL re-

ported that part of its sales gain was driven by three of them: 

Woods, Ripzone, and Helly Hanson. 

The relatively small sales increase FGL reported for Q3 

2018 could be attributed to either an industry wide slowdown 

in the growth of sporting goods, or increased competition. 

The next issue of this publication will explore in greater de-

tail both of these hypothesis. 

Moores 
Quarter Ending Nov. 3, 2018 

 Q3 Q1-Q3  

Total Sales  -4.7% +0.4% 

Comp Store 
Sales 

+1.2% N.A. 

Moore’s: Disappointing Q3 2018 

Moore’s, the Canadian division of Tailored Brands reported 

that it’s total sales in its third quarter ending November 3, 

2018 decreased by a currency adjusted 4.7%, while its com-

parable sales increased 2.4%. The decrease in the retailers 

total sales came on top of a 6.3% increase during the first 

half of 2018. Moore’s parent company attributed Moore’s Q3 

2018 total sales decrease to “an increase in transactions 

partially offset by a decrease in units per transaction, while 

average unit prices were flat.” 

For all of 2018 Tailored Brands is forecasting that compara-

ble sales in Moore’s 126 stores will increase by a low-single 

digit. 
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Reitmans (Canada) Ltd. 
Quarter Ending 2018 

 Q3 Q1-Q3 

Total Revenue  -1.1% -0.6% 

Comp Store 
Sales 

+0.2% +1.0% 

Comp Stores N.A. N.A. 

E-commerce N.A. N.A. 

Gross Profit +0.4% +0.8% 

Adjusted 
EBITDA 

+18.9% +32.3% 

Reitmans (Canada) Ltd. 
Stores At End Of Q3 

 2018 2017 2016 

Reitmans 265 276 302 

Penningtons 118 122 127 

Addition Elle 83 93 98 

RW & Co 83 84 84 

Thyme  
Maternity 

61 61 64 

Hyba 14 16 19 

Total 624 652 694 

Reitmans (Canada) Reports  

Mixed Results (Q3 2018) 

The results for Reitmans (Canada) Q3 2018 contained both 

good news as it related to the company’s profitability, but 

disappointing news when it came to the retailer’s sales. 

First the good news, Reitmans (Canada’s) profitability in-

creased as its net earnings for the quarter were C$8.9 mil-

lion as compared to a net loss of C$16.8 million a year earli-

er. However, it should be noted that in addition to improved 

results from operating activities, the company had taken a 

C$26.3 million goodwill impairment charge in Q3 2017. As 

such, the increase in its Q3 2018 net earnings was relatively 

minor. 

Reitmans continued to close stores during Q3 2018, as at 

the end of the quarter it operated 624 doors, 28 less than a 

year earlier. Eleven of the stores closed were Reitmans 

stores, ten were Addition Elle and four were Pennington 

stores. A year earlier (Q3 2017) Reitmans operated 652 

stores, 42 less than in Q3 2016. 

 The 0.2% increase in 

Reitmans same 

stores/ e-commerce 

sales could indicate 

that either Reitmans 

e-commerce sales 

growth slowed in Q3 

2018 (probably not) 

or that the comp 

sales in its stores 

was negative. If so 

this would be a disap-

pointment given the 

progress the retailer 

had made over the 

past year. The lack of 

progress continued 

during November 

2018, during which 

the retailers total 

sales decreased 

5.0% and its com-

bined comp store/  

e-commerce sales 

fell 2.0%. 

Lululemon Canada 
 Sales (US$ millions) 

2018      2017   

$138 
$126 

Stores  61         57 

Q3 

2018      2017   

$374 
$323 

Q1—Q3 

Lululemon (total) 

 Q3 2018 Q1-Q3  

Net Revenue +21.0% +23.3% 

Comp Store Sales +6.0% +19.0% 

E-commerce Sales +44.0% +50.7% 

Gross Profit +26.0% +30.9% 

Net Income +60.3% +90.6% 

lululemon: Stays The Course 

lululemon results for its Q3 2018, based on just about every 

metric were outstanding. For the quarter ending October 28, 

2018 the retailer reported that its total sales, with 38 more 

stores operating, increased by 22%. lululemon’s gross profit 

increased 26%, as its gross margin was 54.4%, an increase 

of 240 basis points. The retailer ended the quarter with 426 

stores. Sales in its Canadian division increased 9.5% to 

US$138 million, while sales in both Asia and Europe in-

creased by more than 50%. Outerwear sales gained traction 

with a 150% comp for men’s and a 40% comp for women’s 

outerwear.  

lululemon’s e-commerce sales during Q3 2018 increased by 

44% and accounted for 25.3% of sales. E-commerce sales in 

China increased by 76%, with a two year increase of over 

200%. Contributing to the growth in China was lululemon’s 

partnership with Tmall, which resulted in a 150% increase in 

its sales during Q3 2018. lululemon’s investment over the 

past year in data analytics and website development result-

ing in faster checkout, contributed during Q3 2018 to a 41% 

increase in customer acquisition, along with a 19% increase 

in its email list. 

Currently in Edmonton the retailer is testing its first loyalty 

program with an annual fee of C$129. In addition to several 

benefits, members also receive either a pant or pair of shorts 

designed exclusively for the program. 

lululemon indicated that it is on track to achieve US$4 billion 

in sales by the end of 2020, with one quarter of the sales 

coming from menswear. The prospects of a tariff war be-

tween China and the U.S. should have minimal effect, as 

only 10% of lululemon’s products are sourced from China. 
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U.S. Retailers  
Q3 2018 E-commerce Sales 

    

Total U.S. +14.3% PVH +20.0% 

Target +49.0% Nordstrom +16.5% 

Walmart +43.0% Abercrombie +16.0% 

Amazon +35.0% Buckle +8.0% 

Express +26.0% HBC +8.0% 

(1) North America Only 

Canadian luxury purse/accessories sales increased by 3.8% 

to C$387 million in 2017. Luxury purse chains, including, 

among others, Michael Kors, Coach, Kate Spade, and Tory 

Burch accounted for a third of Canadian luxury purse/

accessories sales during 2017. Holt Renfrew and Nordstrom 

which have comprehensive assortments of luxury women’s 

purses/accessories, together accounted for a third of the 

market. The Bay and Simons which carry a number of open-

ing price point luxury purse brands including Michael Kors 

and Coach, accounted for 8.5% of the market. 

Canadian Luxury  
Purse/Accessories Market in 2017 

For at least the past ten quarters, Reitmans  

and Le Chateau separately detailed their  

e-commerce growth, along with the comp 

sales growth for their stores. However, for 

Q3 2018 both retailers provided neither met-

ric, but rather stated their combined store/e-

commerce comp store growth. Not a helpful 

change. 

Reitmans (Canada)  and Le Chateau, 
What Gives? 

Total e-commerce sales (y/y) increased by 10.8% in the U.S 

during November 2018, while e-commerce sales increased 

19.3% in Canada during October 2018. 

 HBC’s e-commerce sales increased 8.0% in Q3 2018 

after increasing by 10.7% a year earlier 

 LXRandCo, the Montreal based retailer of vintage purs-

es/accessories reported a 126% increase in its e-

commerce sales during its third quarter ending Septem-

ber 30, 2018. E-commerce accounted for 7.0% of its 

sales vs. 4.2% a year earlier 

 Loblaws began offering its own version of Amazon’s 

Prime membership program with an annual fee of 

C$99. The program should give a boost to Joe Fresh’s 

apparel sales. 

 Amazon Canada’s Prime membership orders more than 

doubled in 2018 (C$79), Amazon will open a new distri-

bution centre in Edmonton in 2019. It will be the compa-

ny’s 11
th 

centre. 

Children’s Place Canada 
Quarter Ending November 3, 2018 

 Q3 Q1-Q3  

Total Sales  -2.0% +0.4% 

Comp Store 
Sales 

+1.6% -0.2% 

Operating  
Income 

-2.2% -8.0% 

Children’s Place Canada 

One of Canada’s largest children’s apparel retailers, Chil-

dren’s Place, reported that its total sales decreased by a 

currency adjusted 2.0% in its third quarter of 2018. The de-

crease during the quarter followed a 2.0% increase in the 

retailer’s total sales during the first half of 2018. Children’s 

Place comp store sales increased 1.6%. The retailer’s oper-

ating income decreased by 2.2%, resulting in operating in-

come as a percentage of sales decreasing from 13.1% to 

12.4%. 



 

Clothing specialty store sales  

increased by 4.8% (y/y)  

during October 2018 and were up 5.0%  

during the first ten months of 2018. 

 

 
During October 2018 

sales of Canadian clothing 

manufacturing shipments increased 

by 12.3% compared  

to the same month a year ago.  

 

During the first ten months of 2018 

sales of Canadian  

clothing manufactured shipments 

increased by 7.5% 

CANADIAN RETAIL CLOTHING SPECIALTY STORE SALES  
(Seasonally Adjusted) 

 Current Month Year to Date 

October 2017 +2.8% +4.3% 

November 2017 +7.2% +4.8% 

December 2017 +3.4% +4.2% 

January 2018 +4.7% +4.7% 

February 2018 +0.9% +2.8% 

March2018 +6.8% +4.2% 

April 2018 +4.1% +4.2% 

May 2018 +6.9% +4.7% 

June 2018 +5.1% +3.8% 

July 2018 +5.8% +4.8% 

August 2018 +4.0% +4.9% 

September 2018 +7.9% +5.3% 

October 2018 +4.8% +5.0% 

Source:  Statistics Canada  [4481 NAICS]  

CANADIAN CLOTHING SALES OF GOODS  
MANUFACTURED 

Dollars (Seasonally Adjusted Shipments) 

 Current Month Year to Date 

January 2018 +15.2% +15.2% 

February 2018 +23.2% +19.1% 

March 2018 +9.9% +16.0% 

April 2018 +11.2% +14.7% 

May 2018 +5.8% +12.8% 

June 2018 +10.2% +12.4% 

July 2018 -2.9% +10.1% 

August 2018 +4.8% +9.4% 

September 2018 -10.9% +6.8% 

October 2018 +12.3% +7.5% 

Source:  Cansim 304-0014 [315] 

 

The capacity utilization rate  

of Canadian clothing  

manufacturers during the third 

quarter of 2018 decreased by 13.0%  

from the same quarter a year earlier.  

During 2017 the capacity utilization rate 

averaged 71.6%, up from 70.2% in 2016. 

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 
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Roots Canada 
Quarter Ending November 3, 2018 

 Q3 Q1-Q3 

Total Sales 
-3.0% +1.1% 

Direct-to-
consumer Sales 

-8.4% -0.7% 

Comparable 
Store Sales 

-13.4% -4.3% 

Other/ Partner 
Segment Sales 

+29.9% +10.5% 

Gross Profit 
-2.7% +3.6% 

Roots Canada 2019 Forecast 

 Original Revised 
(1)

 

Renovations/ 
Expansions 

29-33 19-21 

U.S. Store 
Openings 

10-14 5-6 

International 
Markets 

20-25 new stores 
in Taiwan/ China 

Establish pres-
ence in new mar-

kets 

Continue to add stores in 
Taiwan/ China 

Slower entry into new 
markets 

Continued international 
shipping for e-commerce 

E-commerce 
as a % of 
DTC sales 

20%-22% 17%-19% 

(1) November 3, 2018 

Roots: Is The Company Expecting An Upcoming String Of Disappointing Quarters? 

The magnitude of the revisions, especially for 2019 are significant, and would indicate that Roots is anticipating a slow down 

in its sales growth. 

ROOTS  
2018 Targets (millions) 

 Original  Revised  

Total Sales C$410-C$450  C$358-C$375  

Adjusted 
EBITDA 

C$61-C$68  C$46-C$50  

Net Income C$35-C$40  C$20-C$24  

Roots attributed its poor per-

formance to three factors: “A 

weaker brand voice in the 

absence of a large market-

ing campaign; unseasonably 

warm weather, which lasted 

during the first two months 

of the quarter and lapping 

one-time Canada 150 relat-

ed sales recorded in Q3 

2017.” 

As a result of its disappoint-

ing Q3 2018, Roots down-

wardly revised its previously 

stated fiscal 2018 and 2019 

targets. 

When a company reports that its quarterly sales were “well below its expectations”, 

one can be pretty sure that the news that follows will not be positive. That was cer-

tainly the case with the announcement of Roots’ Q3 2018 results, which in turn im-

pacted both Roots’ forecast for all of 2018 and its plans for 2019.  

The disconcerting news for Roots began with the quarter ending November 3, 2018. 

During the period, Roots’ total sales decreased 3%, as the retailers direct-to-

consumer (DTC) sales decreased an unexpectedly 8.4%. Even more disconcerting 

was the 13.4% decrease in Roots’ comp store sales and a 37.4% decrease in its ad-

justed EBITDA. 

 Will HBC belatedly begin to close unprofitable Bay stores? HBC’s new CEO has taken some bold steps, including sell-

ing Gilt, to increase the company’s profitability. Closing underperforming Bay stores could be the company’s next major 

initiative.  

 Will the invasion of foreign apparel retailers continue to slow? During 2017, eleven foreign apparel retailers entered 

Canada. The number for 2018 should be between 4 and 6. at most. 

 Will fast fashion retailing organizations expand their presence in Canada? The potential is for H&M to add more COS 

stores, Inditex to open other banners (e.g. Bershka, Pull & Bear) and Uniqlo to open additional stores outside of Toron-

to and Vancouver. 

 Will Canadian apparel retailers continue to lessen their sourcing dependence on China and Bangladesh? Through Oc-

tober 2018, apparel imports from China increased 1.1%, while Bangladesh imports were unchanged. During the same 

period, imports from Cambodia and Vietnam increased 11.0% and 14.4% respectively. 

 Will any new Canadian apparel companies go public? After 5-6 years from first investing in a company, private equity 

firms try and cash out. Using this criteria, there are at least 3-4 Canadian apparel companies that could float an IPO in 

2019. 

This publication will address these unknowns during the first four months of 2019. 

- continued from page 1 

The Year Ahead For Canadian Apparel Retailing: More Unknowns Than Knowns 



CANADIAN TOTAL  
APPAREL EXPORTS 
% Change in Dollar  

Exports 

January - Oct 2018 

 Total To the  
U. S. 

Total  
Exports 

+15.1% +12.1% 

Mens/Boys’ 
Clothing 

+17.8% +11.8% 

Womens/
Girls’  
Clothing 

+13.9% +10.0% 

Infant’s  
Clothing 

-19.1% -23.2% 

Other  
Clothing/
Accessories 

+13.9% +13.8% 

CANADIAN APPAREL  
EXPORTS TO ONLY THE U.S. 

% Change in Dollar Sales 

Month 
Current 
Month 

Year to 
Date 

Oct 2017 +18.5% +7.0% 

Nov 2017 +17.2% +7.9% 

Dec 2017 +17.4% +8.6% 

Jan 2018 +6.8% +6.8% 

Feb 2018 +15.6% +11.4% 

March 2018 +9.2% +10.4% 

April 2018 +28.1% +14.5% 

May 2018 +26.3% +16.4% 

June 2018 +13.1% +16.2% 

July 2018 +9.5% +15.0% 

Aug 2018 N.C. +12.4% 

Sept 2018 +8.6% +11.9% 

Oct 2018 +14.8% +12.1% 

CANADIAN APPAREL IMPORTS 
% Change in Dollar Imports:  Jan-Oct 2018 

 

Total 
From  
China 

From  
Bangla-
desh 

From  
India 

From  
Cambo-

dia 
From 

Vietnam 

Total Imports +3.8% +1.1% 0.0% +2.3% +11.0% +14.4% 

Men’s/Boy’s 
Clothing 

+4.6% +1.15 +2.0% +6.0% +14.5% +15.0% 

Women’s/ 
Girl’s Cloth-
ing 

+2.5% -1.3% -3.0% +3.3% +11.4% +17.8% 

Infant’s  
Clothing 

-2.9% -6.1% -1.0% -1.8% +7.8% +3.6% 

Other  
Clothing/
Accessories 

+5.6% +4.9% +1.4% -3.4% +6.6% +8.5% 

Where Canada SENDS  
Its Apparel 

Where Canada SOURCES  
Its Apparel 

NAICS 315 

NAICS 315 
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Men’s/Boy’s  
Apparel Exports 

January - Oct 2018 

 Total To the  
U. S. 

Total Men’s +17.8% +11.8% 

Suits/Sport 
Coats/  
Overcoats 

+5.8% +3.0% 

Cut/Sew 
Shirts 

-5.9% -10.8% 

Cut/ Sew 
Pants 

+1.0% +1.1% 

Underwear/ 
Nightwear 

-8.1% -18.1% 

All Other +37.4% +31.2% 

Women’s/Girl’s  
Apparel Exports 

January - Oct 2018 

 Total To the  
U. S. 

Total 
Women’s 

+13.9% +10.0% 

Suits/  
Tailored 
Jackets/ 
Skirts 

+4.4% +1.4% 

Blouses/ 
Shirts 

+7.8% +3.6% 

Dresses -5.7% -8.2% 

Lingerie +3.4% +3.2% 

All Other +26.9% +22.6% 

Canadian apparel imports increased by 16.0% in October 

2018, and were up 3.8% through the ten months of 2018. 

During the year-to-date, Chinese apparel exports to Canada 

increased by 1.1%. Bangladesh, the second largest apparel 

exporter to Canada, recorded no change in its exports to 

Canada. Cambodia and Vietnam recorded 11.0% and 

14.4% increases respectively. Perhaps the most interesting 

developments in the first ten months of 2018 were the 2.7% 

decrease in apparel exports from the United States to Cana-

da, the 16.0% decrease in the Philippine’s apparel exports 

to Canada, along with the 35.7% and 22.1% increases in 

Portugal and Romania’s exports to Canada. 

Canadian apparel exports increased by 18.1% in October 

2018, and were up by 15.1% during the first ten months of 

2018. 

Apparel exports to the United States increased by 14.8% in 

October 2018, and were up 12.1% year-to-date. Driving the 

increase in both total exports and exports to the United 

States continued to be men’s apparel exports to the U.S., 

which were up 12.2% in October 2018, and by 11.8% year-

to-date. Besides the United States, none of the ten largest 

destination countries during the first ten months of 2018 for 

Canadian apparel exports registered sales decreases. Year

-to-date, apparel exports to the Netherlands grew by a 

strong 39.6%, while China (+154.8%), South Korea 

(+87.1%) and Hong Kong (+75.3%) continued to gain in 

importance. It should be noted that year-to-date apparel 

exports to Israel and Mexico decreased respectively by 

13.6% and 14.4%. 

Lids Canada Gets A New Owner 
Lids Sports Group, parent company of Lids Canada was 

sold by Genesco in mid-December 2018 for US$100 million 

to Fanzzlids Holdings, a company controlled and operated 

by Ames Watson Capital. Lids, which has over 1,000 loca-

tions worldwide, operates 114 stores in Canada. The retail-

er, with 54 stores in Ontario, and 27 in Quebec, is Cana-

da’s largest retailer of athletic caps. 



Le Chateau Division Sales 
Quarter Ending Oct 28, 2018 

 Q3 Q1-Q3 

Total -7.3% -6.0% 

Ladies Clothing -11.9% -7.4% 

Men’s Clothing -6.3% -3.0% 

Footwear -6.0% -2.6% 

Accessories -4.8% -7.5% 

TOTAL RETAIL APPAREL SALES 
Statistics Canada Large Retailer 

Survey 2017 / 2018 

Total Apparel 
Current 
Month 

Year to 
Date 

March 2018 +1.6% -0.9% 

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% 

Statistics  
Canada  

Segment  
Description 

Oct 
2018 

Year to 
Date 

Total Apparel -1.8% +0.2% 

Total Women’s 
Apparel 

-0.8% +0.1% 

Total Men’s  
Apparel 

-1.8% +1.2% 

Total Juvenile 
Apparel -4.7% -1.8% 

Canada’s Clothing  
Specialty Store Sales* 

 
Oct 
2018 

Year to 
Date 

Total  
Canada +4.3% +5.7% 

Atlantic +27.6% +6.5% 

Quebec +3.2% +7.0% 

Ontario +6.6% +3.1% 

Man/
Sask +2.2% +5.5% 

Alberta -3.4% +2.1% 

British  
Columbia +6.2% +11.4% 
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* Unadjusted 

Le Chateau 
Quarter Ending Oct 28, 2018 

 Q3 Q1-Q3 

Total Sales -7.3% -6.0% 

Total Comp Sales (1) +1.3% +2.2% 

    Reg Store Sales +1.2% +1.8% 

Outlet Store Sales +2.4% +4.5% 

(1) Includes online sales 

Le Chateau 

Retail sales growth during October 2018 was disappointing 

as while total retail sales increased by 0.3%, they declined 

by 0.5% if sales at car dealers/parts stores (+1.3%) and gas-

oline station (+1.9%) sales were excluded. Retail sales in-

creased in five provinces with sales in Ontario (+1.1%) in-

creasing for the fifth consecutive month. Ontario sales 

growth served to negate sales decreases in both Alberta (-

1.8%) and Manitoba (-1.2%). 

Sales declines in electronic/appliance stores (-2.0%), furni-

ture stores (-2.2%) and general merchandise stores (-1.8%) 

were offset by sales increases in jewelry/luggage/leather 

goods stores (+2.0%), convenience stores (+1.5%) and shoe 

stores (+1.3%). Costco  Canada’s comp store sales (x gaso-

line) increased 4.2% in October. 2018 

E-commerce sales increased 19.3% (y/y) and accounted for 

3% of October’s retail sales, while Cannabis store sales to-

taled C$43 million or about C$2 per adult Canadian. 

Canadian Retail Sales Disappoint During October 2018 

Le Chateau, with 143 stores, continues to struggle 

to put together back-to-back outstanding quarters. 

After recording a 0.3% increase in comp store sales 

during Q1 2018, Le Chateau’s comp sales in-

creased by 5.0% in Q2 2018. Disappointedly, the 

retailer reported that during its third quarter ending 

October 27, its comp sales increased by 1.3%. With 

27 fewer stores in operation, Le Chateau’s total sales 

Sales in clothing stores during October 2018 increased by an adjusted 4.8%. The monthly 

growth rate was the least since April 2018. Through the first ten month’s of 2018, clothing store 

sales increased 5.0%. Surprisingly year to date, unadjusted clothing store sales increased the 

most in British Columbia (+11.4%) and Quebec (+7.0%) and performed the poorest in Alberta 

(+2.1%) and Ontario (+3.1%). 

While October’s sales for clothing stores were weaker than apparel retailers would have liked, nevertheless it indicated that 

apparel sales will be acceptable, but probably not great for the Holiday Season. 

Le Chateau  
Number of stores at end of Q3 

 Total Regular Outlet 

2018 143 119 24 

2017 170 123 47 

2016 196 133 63 

decreased 7.3% to C$45.1 million. As has been the case for the past three quarters, comp sales 

growth in Le Chateau’s outlet stores (+2.4%) increased more than in its regular stores (+1.2%). 

Three things about Le Chateau’s Q3 2018 performance are worth noting: The retailer reported a 

loss for the eighth consecutive quarter, Ladies apparel was the retailer’s worst performing divi-

sion as its sales decreased 11.9% vs. 6.3% for men’s apparel. Le Chateau continued to close its 

outlet stores at a faster rate than its regular stores. The company is planning to end its multi-year 

store optimization efforts by closing four more stores during its fourth quarter of this year, leaving 

it with 139 stores at year’s end. 

Le Chateau provided an update of its performance for the first seven weeks of its Q4 2018, ending December 15, 2018. During 

the period the retailer’s comps store sales, including e-commerce sales, decreased 3.6% with comparable regular store sales 

decreasing 3.1% and comparable outlet stores sales decreasing 6.5%. Even the retailers management would have to con-

clude that the company did not have an auspicious start to the Holiday Season. 



THE CONSUMER PRICE INDEX  

for total apparel decreased during November 2018 by  

2.1% from the previous month, and was up 0.6% from 

November a year earlier. 

CONSUMER CONFIDENCE  

decreased by  5.4 points in November 2018 and  

was up 8.9% over a year earlier.  

Same day cross-border CAR TRIPS  

by Canadians traveling to the United States during 

October 2018 decreased by 0.2 %. Same day cross

-border trips continued to decrease since August 

2018, even though the value of the Canadian dollar 

remained consistent. 

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

Month Trips 
% Change 

Same Month 
Exchange Rate 
Canada/USD* 

February 2018 1,953 +7.8% $1.26 

March 2018 2,034 +18.4% $1.29 

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 1,842 -0.2% $1.30 

CANADIAN CONSUMER PRICE INDEX - 
CLOTHING 

2002 = 100 (Not Seasonally Adjusted) 

Month Total Women’s  Men’s Children’s 

December 2017 81.0 77.1 90.4 71.6 

January 2018 80.7 75.9 90.2 74.4 

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 

CANADIAN CONSUMER CONFIDENCE 

Month 2018/2017 Previous Year 

January 2018 125.0 101.6 

February 2018 130.0 110.8 

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 

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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La Senza Gets A New Owner 

La Senza, who was projected to loose US$40 million on 

sales of approximately US$250 million during 2018 was sold 

by L Brands in mid-December 2018. The purchaser was Re-

gent LP, a global private equity firm. Regent’s only apparel 

related investment is Lillian Vernon. L Brands noted that it 

was selling 100% of its assets in La Senza in exchange for 

the buyer’s agreement to assume La Senza’s operating lia-

bilities and to provide L Brands potential future consideration 

after the sale of other “monetization” assets of La Senza, as 

defined in the agreement. In addition to La Senza’s 126 Ca-

nadian stores the purchaser will acquire La Senza’s home 

office organization, its e-commerce site and its international 

partnerships. It seems to Trendex that this deal is about as 

close to a pure leverage buyout as possible. As such, one 

could conclude that L Brands was unsuccessful in attracting 

buyers interested in its smallest division. 



TOTAL UNITED STATES RETAIL SALES 

 Clothing/
Accessories 

Stores  

Department Stores  

 Current 
Month 

Year 
to 

Date 

Current 
Month 

Year 
to 

Date 

Jan 2018 +3.1% +3.1% +1.0% +1.0% 

Feb 2018 +5.2% +4.0% -0.9% +0.2% 

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% 

UNITED STATES MONTHLY 
SALES BAROMETER  

(November 2018) 

 
Retailer 

Total 
Sales 

Change 

Comp 
Store 

Change 

Mid Price  

  Victoria Secret N.A. +2.0% 

Lower/Value  

 Costco (US)* N.A. +10.1% 

   Cato -4.0% -6.0% 

Junior   

   Zumiez +9.4% +2.3% 

   Buckle +3.9% -0.6% 

* Excludes Gasoline 

ORDER YOUR COPY NOW! 

www.trendexna.com/order-form-yearbook-canada 

NOW AVAILABLE 
Trendex’s 2018 Canadian Apparel Yearbook  

 Luxury apparel information 

Included in the 2018 Canadian Yearbook: 

 A summary of all annual apparel information for the period 2013-2017  

 A one-page profile for every publicly held retailer who details their apparel sales 

 An assessment of the influence of foreign retailers in the Canadian Apparel Market 

 Apparel e-commerce information  A forecast covering 2018-2021  

 

U.S. Specialty Retailers Q3 2018 

 Q3 Q1-Q3 

 Total Comp Total Comp 

Abercrombie 0.0% +3.0% +5.8% N.A. 

Buckle -4.1% -4.1% -1.8% -1.1% 

Express +2.0% +2.0% +2.2% N.A. 

Chicos -6.1% -6.1% -5.2% -5.3% 

Zumiez +1.2% +4.8% +8.9% +6.3% 

Destination 
Maternity 

-3.7% -2.6% -2.9% -0.5% 

American 
Eagle 

+4.6% +8.0% +8.8% +9.0% 

Ascena 0.0% +3.0% N.A. N.A. 
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U.S. Retail Sales Growth Maintains Momentum In November 2018 

U.S. consumers, during November, kicked off the 2018 Holiday Season in 

earnest as retail sales increased 0.2% from the previous month, and 4.2% 

over a year earlier. The increase was not totally unexpected, as retail sales 

during the previous month increased a whopping revised 1.1%.  There 

seems to be consensus that four factors continue to drive U.S. retail sales: 

high consumer confidence, low unemployment, rising wages, and a low debt 

to service ratio. During November gasoline stations receipts fell by 2.3%, 

while sales of motor vehicle/ parts stores increased 0.2%. Excluding these 

two categories, retail sales increased 0.5%. Driving the increase in Novem-

ber were significant sales gains in electronic/ appliance stores (+1.4%), fur-

niture/ home furnishing stores (+1.2%), general merchandise stores 

(+0.4%), and sporting goods stores (+0.4%). 

After increasing 0.5% in October 2018, clothing and clothing accessory store 

sales during November 2018 were down 0.2% from October, but up 4.1% 

year over year. November’s clothing store sales growth was somewhat dis-

appointing, given the large increase in the month’s total e-commerce sales. 

E-commerce sales were up 2.3% from October 2018 and were up 12.1% from 

November 2017. Thanksgiving Day and Black Friday online spending in-

creased 27.9% and 23.6% respectively,  

while sales on Cyber Monday, the 

biggest online sales day of the year, 

increased 19.3%. During November, 

e-commerce sales were driven by an 

increase in both m-commerce and 

Buy Online, Pick Up In Store pro-

grams. 

Christmas Holiday sales (i.e. Nov. 1 – 

Dec. 30, 2018) are expected to ex-

ceed US$1.0 trillion, or an increase of 

almost 6%, the largest increase since 

2011. In-store sales for the Holiday 

Season are forecasted to increase 

4.4%, while e-commerce sales are 

forecasted to increase 16.6% to which 

U.S. retailers say Ho-Ho-Ho. 
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Leger Ontario Wow Mass  
Market Retailers Rankings 

  

Simons 73.7 

Costco 69.2 

Giant Tiger 68.0 

Holt Renfrew 67.2 

Canadian Tire 64.4 

Walmart 60.6 

Nordstrom 60.1 

Winners 59.6 

Hudson Bay 57.0 

Marshall’s 50.7 

Dollarama 51.3 

Saks Fifth Avenue 48.3 

Source: Leger 

Leger Ontario Wow Specialty 
Store Rankings 

    

Penningtons 90.7 Guess 67.8 

Carter’s/Osh Kosh 82.7 Abercrombie 67.3 

Addition Elle 82.4 Dynamite 67.1 

Laura 80.3 Jack & Jones 67.1 

Suzy 76.2 Gap 66.8 

La Senza 76.1 RW & Co 66.7 

Reitmans 74.6 Garage 64.4 

Eddie Bauer 73.3 Old Navy 62.3 

La Vie En Rose 73.1 Aritzia 60.6 

Roots 72.7 Stitches 58.8 

lululemon 72.7 Zara 58.7 

Harry Rosen 72.1 Top Shop 58.7 

Children’s Place 71.6 Lole 57.1 

Victoria Secret 71.6 H&M 54.4 

Marks 71.3 Joe Fresh 52.7 

Gymboree 70.9 Forever 21 51.9 

Lacoste 70.6 Urban Planet 50.9 

Leger’s 2018 Ontario Wow Retailer Index 

There were certainly some surprises for apparel retailers in Leger’s 2018 Wow Ontario Re-

tailer Report. The report rated recent customer experiences with 163 different retailers on 

16 separate dimensions, including price, products, service, store design and customization. 

The research for the study, which took place from mid-September through mid-October 

2018 detailed a Wow Index between 0 and 100 for each retailer. 

The apparel specialty retailers who were rated the highest included two women’s plus size 

retailers: Penningtons (90.7) and Addition Elle (82.4), along with children’s retailer Carter’s/

Osh Kosh (82.7). Those apparel specialty retailers who were rated lowest included Joe 

Fresh (52.7), Forever 21 (51.9) and Urban Planet (50.9). 

Within the rankings were a number of interesting patterns including: 

 As a group, fast fashion retailers, including Zara (58.7), H&M (54.4) and Forever 21 

(51.9) received the poorest rating 

 Among lingerie retailers, La Senza (76.1) was ranked higher than La Vie En Rose 

(73.1) and Victoria Secret (71.6) 

 Among athleisure retailers, lululemon (72.7) ranked considerably ahead of lole (57.1) 

Trendex created a separate grouping called Mass Market Retailers, which was made up of 

department stores, select specialty stores and off-price retailers. While it did not come as a 

Apparel Expenditures As A %  
Of Household Expenditures 

 
Total  

Expenditures 
Total X Income 

taxes 
Total X Income taxes/ 
food/ accomidations 

2017 2.3% 2.8% 4.1% 

2016 2.2% 2.7% 4.0% 

2015 2.3% 2.8% 4.1% 

2014 2.4% 3.0% 4.4% 

2013 2.5% 3.0% 4.5% 

Source: Statistics Canada (11-10-0222-01) 

total surprise that Simons and Costco received the highest ratings, Giant 

Tiger’s third place ranking was worthy of note. Also surprising, was Winners 

being rated higher than Marshalls, its sister company. Holt Renfrew being 

ranked higher than both Saks Fifth Avenue and Nordstrom was consistent 

with other research. 

Is Apparel Really Decreasing In Importance? 

A long held axiom of Canadian apparel retailing is that apparel is decreasing 

in importance for Canadian households. However, 2017 annual data report-

ed in early December 2018 by Statistics Canada raises the question as to 

the continuing accuracy of the belief. In 2017, Canadian household’s aver-

age expenditure for apparel was C$1,959, which was 3.9% greater than dur-

ing the previous year. Apparel expenditures in 2017 accounted for 2.3% of 

total household expenditures vs. 2.2% and 2.3% respectively in 2016 and 

2015. While apparel’s importance declined from 2013/2014 levels, the de-

crease seems to have stopped during the past three years. (More analysis of 

this topic in the next issue.) 



HBC, having shed its European operation, reported im-

proved results for Q3 2018 as its total sales increased 

5.6%, while its comparable sales were up 2.9%. However 

the retail conglomerate was still far from firing on all cylin-

ders. While Saks Fifth Avenue comp sales increased 7.3%, 

Saks Off-Fifth’s comparable sales decreased 2.3%. E-

commerce sales, a focus for the retailer, increased 8.0% 

vs. 10.7% a year earlier. 

Comp sales in HBC’s DSG division increased by 0.9%, 

however the increase was due to a quarterly shift in the 

timing of Bay Days. After adjusting for the promotional shift, 

comp sales in HBC’s DSG division declined 2.4%. The ad-

justed decrease in HBC DSG’s comp sales was the sev-

enth consecutive quarterly decline. HBC’s total sales in 

Canada increased 3.0% in the quarter, but the majority of 

the increase could have been attributed to new store open-

ings and the shift in the timing of Bay Days. 

While HBC’s management seems to be committed to make 

the necessary changes to improve the company’s perfor-

mance, Canada would seem to cry out for more attention. 

Q3 2018 and Q1-Q3 2018 Sales 

 
COMPANY 

 
Quarter 
Ending 

Q3 2018 Q1-Q3 2018 

Total 
Comp 
Sales 

Total 
Sales 

Comp 
Sales 

Columbia Sports-
wear (Canada) 

Sept 0.0% N.A. +4.0% N.A. 

H&M (Canada)  Aug +6.0% N.A. +3.0% N.A. 

Carter’s (Canada)  Sept +3.0% +3.0% N.A. N.A. 

Gildan Sept +5.3% N.A. +3.2% N.A. 

Marks Sept +6.4% +6.1% +3.8% +3.5% 

FGL Sept +1.6% +2.2% +0.6% +1.8% 

Walmart Canada Oct +2.8% +2.5% N.A. N.A. 

TJX Canada Oct +5.4% +5.0% +10.7% N.A. 

Gap/Gap Kids Oct -4.6% N.A. -1.4% N.A. 

Old Navy Oct +6.2% N.A. +11.1% N.A. 

Banana Republic Oct +3.5% N.A. +7.1% N.A. 

Children’s Place 
(Canada) 

Oct -2.0% +1.6% +0.4% -0.2% 

lululemon (Canada) Oct +9.5% N.A. +15.8% N.A. 

RYU Apparel Sept +64.2% N.A. +76.7% N.A. 

LXRandCo Sept +35.7% N.A. +49.3% N.A. 

Canada Goose Sept +33.7% N.A. +37.2% N.A. 

HBC-DSG Oct N.A. +0.9% N.A. +1.2% 

Moores Oct -4.7% +1.2% +0.4% N.A. 

Reitmans Oct -1.1% +0.2% -0.6% +1.0% 

Roots Oct -3.0% -13.4% -1.1% -4.3% 

Zumiez (Canada) Oct -0.1% N.A. +9.5% N.A. 

Le Chateau  Oct -7.3% +1.3% -6.0% +2.2% 

Aritizia* Sept +18.0% +11.5% +16.7% +11.2% 
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Zumiez Canada 
Quarter Ending  

Nov. 3, 2018 

 Q3 Q1-Q3  

Total 
Sales  

-0.1% +9.5% 

HBC Canada Total Sales 
(1)

 

 Quarter 

Year to 
Date 

Q3 2018 +3.0% +1.3% 

Q2 2018 -2.2% +0.4% 

Q1 2018 +3.1% +3.1% 

Q4 2017 +4.0% +2.1% 

Q3 2017 -8.5% +1.1% 

Q2 2017 +2.0% +2.1% 

(1) Includes The Bay, Home Outfitters,  
Saks and Off Fifth Canada 

HBC—DSG 
% Change Comp Sales 

 Quarter 

Year to 
Date 

Q3 2018 +0.9% -1.2% 

Q2 2018 -3.8% -2.2% 

Q1 2018 -0.6% -0.6% 

Q4 2017 -2.6% -2.6% 

Q3 2017 -3.7% -2.6% 

Q2 2017 -1.7% -2.0% 

Zumiez Canada 

Zumiez a retailer of apparel, foot-

wear and hard goods to ages 14-

25 men and women, reported that 

its Canadian sales declined 0.1% 

in the quarter ending November 3, 

2018. Sales in its 50 stores during 

the quarter totaled US$15.8 mil-

lion. 

HBC Canada Needs More Attention 

Talk about writing the headline 

before having the data to back 

it up... 

The Canadian Press, on December 16, 2018, 

noted that “Quebecer’s are turning more and 

more to the internet when it comes to their Christ-

mas shopping.” In the next sentence, the article 

noted that, “36% of Quebecer’s will buy at least 

one gift online, which is up from 35% a year earli-

er.” (more and more?) 

* Second Quarter 2018 


