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COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an update of
how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

• The Family Clothing Stores industry in Canada relies on consumers from all income quintiles, and due to the
economic uncertainty stemming from the COVID-19 (coronavirus) pandemic, those in lower income quintiles are
less likely to purchase industry goods, but may do so in the near future. For more detail, please see the Major
Markets chapter.

• The industry relies greatly on foot traffic in stores. However, many governments closed nonessential businesses to
prevent the spread of the coronavirus, drastically constraining revenue in 2020. Some consumers may be pulled
toward the ease of e-commerce, further siphoning revenue from the industry. For more detail, please see the
Demand Determinants chapter.

• Social distancing guidelines and the closure of nonessential businesses resulted in severe revenue contractions in
2020; however, revenue is anticipated to strongly grow in 2021 as vaccines are rolled out. For more detail, please
see the Current Performance chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.



Family Clothing Stores in Canada November 2021

4 IBISWorld.com

About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition Operators participating in the Family Clothing Stores industry in Canada specialize in retailing new clothing for men,

women and children, without specializing in sales for an individual gender or age group. These operators may also
provide, but not focus in, basic alterations, such as hemming, taking in or letting out seams and lengthening or
shortening sleeves.

Major Players TJX Companies Inc.

Gap

PVH Corp.

Main Activities The primary activities of this industry are:

Retailing men's casual apparel

Retailing women's casual apparel

Retailing children's casual apparel

Retailing men's formal apparel

Retailing women's formal apparel

The major products and services in this industry are:

Women's apparel

Men's apparel

Children's apparel

Footwear

Other
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Supply Chain

SIMILAR INDUSTRIES

Men's Clothing Stores in Canada Women's Clothing Stores in
Canada

Children's & Infants' Clothing
Stores in Canada

Shoe Stores in Canada

Department Stores in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Family Clothing Stores in the US Online Baby & Infant Apparel
Sales

Clothing Retailing in Australia Clothing Stores in China

Clothing Retailing in the UK Clothing Retailing in New Zealand Clothing Retailing in Ireland  
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Industry at a Glance
Key Statistics

$12.0bn
Revenue

Annual Growth

2016–2021

-3.6%

Annual Growth

2021–2026

2.7%

Annual Growth

2016–2026

 

$951.3m
Profit

Annual Growth

2016–2021

-5.2%

  Annual Growth

2016–2021

 

7.9%
Profit Margin

Annual Growth

2016–2021

-0.7pp

  Annual Growth

2016–2021

 

2,334
Businesses

Annual Growth

2016–2021

-0.6%

Annual Growth

2021–2026

0.8%

Annual Growth

2016–2026

 

70,616
Employment

Annual Growth

2016–2021

-4.6%

Annual Growth

2021–2026

1.4%

Annual Growth

2016–2026

 

$1.7bn
Wages

Annual Growth

2016–2021

-3.2%

Annual Growth

2021–2026

1.7%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

4.7%
World price of cotton

1.2%
Consumer spending

2.0%
Consumer confidence index

0.6%
Number of adults aged 20 to 64

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Industry Globalization
Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Regulation & Policy

Medium / Steady

  Technology Change
Medium   Barriers to Entry

Medium / Steady

NEGATIVE IMPACT

  Revenue Volatility
High   Industry Assistance

None / Steady

  Competition
High / Increasing

 

Key Trends

 Profit has declined as governments introduced measures to
mitigate the pandemic

 Demand for premium brands has grown alongside consumer
spending and disposable income

 The number of industry operators and locations have fallen

 Operators unable to compete on the basis of price will likely
be forced to exit the industry

 Sustained wage costs are anticipated to cut into industry
profit

 IBISWorld expects external competition from alternative
retailers to intensify

 Volatile economic drivers, such as disposable income, have
contributed to the industry's decline
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  High Profit vs. Sector Average

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  None & Steady Level of Assistance

  High Competition

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  High Performance Drivers

  World price of cotton

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Consumer confidence index



Family Clothing Stores in Canada November 2021

9 IBISWorld.com

Executive Summary Dressed to impress: The industry is expected to rebound as the economy
slowly recovers

Although the Family Clothing Stores industry in Canada fared well over the first half of the five years to 2021, volatile
economic drivers, such as per capita disposable income, consumer confidence and consumer spending, have all
contributed to the industry's decline during the period. The volatility in these external drivers is attributed to the
COVID-19 (coronavirus) pandemic, which caused industry revenue to plummet in 2020. As a result, industry
revenue is forecast to decline at an annualized rate of 3.6% to $12.0 billion over the five years to 2021, including an
increase of 9.0% in 2021 alone. This growth in 2021 is mainly due to the steady economic recovery that has
encouraged more consumers to shop as vaccine rollouts continue and restrictions begin to ease.

Although many key external drivers have grown over the past five years, the adverse economic effects in 2020 have
negated the growth and subsequently caused industry revenue to decrease over the five years to 2021. In addition,
industry operators were also forced to shut down during the peak of the pandemic, causing revenue to dwindle while
some operators were forced to close indefinitely. In addition, the price of cotton is forecast to grow an annualized
3.9% over the five years to 2021, causing industry purchase costs to increase. As a result, the average industry
profit margin has declined over the past five years.

The industry is expected to rebound as the economy slowly recovers. Industry revenue is anticipated to grow an
annualized 2.7% to $13.8 billion over the five years to 2026. As economic conditions likely improve and per capita
disposable income continues to expand, shoppers are anticipated to increasingly purchase clothes for fashion rather
than function, attributing to growing profit. As a result, the number of operators is expected to slightly rise over the
five years to 2026. Aside from internal competition, external threats from competing online industries will likely
continue to loom. These e-tailers offer consumers convenience not found in traditional brick-and-mortar stores, as
well as price comparison abilities and greater selections. Online only operators are set to expand their reach, posing
a potential threat to the industry over the next five years.
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Industry Performance

Key External
Drivers

Consumer spending

Demand for discretionary items is affected by various factors, including per capita disposable income and consumer
spending. When consumer spending increases, it signals that households are more confident in the economy and
their own security, and are more likely to spend freely on items such as clothing. Consumer spending is expected to
increase in 2021.

 

Consumer confidence index

The Consumer Confidence Index represents domestic consumers' feelings about their current and future financial
situations. Declining unemployment and rising income levels have increased consumer confidence over the five
years to 2021. Rising consumer confidence stimulates demand for discretionary products, such as apparel. The
Consumer Confidence Index is anticipated to increase in 2021, representing a potential opportunity for the industry.

 

World price of cotton

Many industry products, such as T-shirts and jeans, are made with cotton, which is a key input. As the price of
cotton increases, the cost to manufacture these products increases, which raises the wholesale price that industry
operators must pay. Prices at retail stores stagnate, which means that operators must absorb increased costs rather
than passing it on to consumers. The world price of cotton is expected to increase in 2021, posing a potential threat
to the industry.

 

Number of adults aged 20 to 64

Industry products are marketed entirely toward adult consumers, primarily those aged 20 to 64. Although there may
be users of industry products outside of this range, the actual purchase is likely to be credited to adults with
disposable income. Therefore, as the number of adults aged 20 to 64 rises, so does the pool of potential industry
customers. The number of adults aged 20 to 64 is expected to increase in 2021.
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Current
Performance

Products sold by the Canadian Family Clothing Stores industry are often
viewed as a necessity, but clothing purchases are also often made on a
discretionary basis.

Consumers not only purchase industry products because they require new clothing, but also because clothes serve
an aesthetic purpose. Consequently, demand for the industry is closely tied to trends in disposable income and
overall consumer sentiment. Consumer confidence, per capita disposable income and consumer spending have all
fluctuated significantly over the five years to 2021. The significant increase in volatility to those drivers is mainly due
to the adverse economic effects of the COVID-19 (coronavirus) pandemic. As a result of the pandemic, consumer
confidence and consumer spending both decreased 27.2% and 5.9%, respectively, in 2020. In addition, since all
nonessential businesses were mandated to close during the peak of the pandemic, this drastically cut into industry
revenue in 2020. Therefore, industry revenue is expected to decrease at an annualized rate of 3.6% to $12.0 billion
over the five years to 2021, including an increase of 9.0% in 2021 alone. This growth in 2021 can be attributed to
steady economic recovery and the reopening of nonessential stores. As more people get vaccinated and restrictions
begin to ease, consumers' pent-up demand is forecast improve industry revenue.

INDUSTRY PROFIT

Industry profit is expected to vary widely between industry operators, with
those that retail high-end apparel better positioned to collect high profit,
while those that sell value-priced clothing experience slimmer returns.

IBISWorld estimates that industry profit, measured as earnings before interest and taxes, will account for 7.9% of
revenue in 2021, down from 8.6% in 2016. Returns are determined by a combination of consumer purchasing
power, demand and industry expenses. Profit has declined over the past five years as governments introduced
measures to mitigate the spread of coronavirus, such as a forced closure of all nonessential businesses, social
distancing restrictions, stay-at-home orders and border closures. In addition, purchase costs have also increased,
mainly due to rising cotton prices, which will likely increase an annualized 3.9% over the five years to 2021.
Although operators do not buy cotton directly, upstream manufacturers rely on cotton to produce many industry
products. As cotton prices increase, operators' suppliers are not likely to absorb that cost and often pass it down to
industry operators. Subsequently, operators then pass that price increase down to the customer as their profit
margin is already slim.

CHANGES IN PURCHASE PREFERENCES

Early during the period, clothing purchases were heavily influenced by
brand names and quality expectations, rather than price, which affected
some operators more than others.
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As a result, demand for premium brands has grown, alongside steady increases in consumer spending and
disposable income. With increased disposable income and consumer confidence, customers tend to focus more on
style rather than practicality. However, following the worst of the coronavirus pandemic, most of consumers'
preferences reversed, becoming more price cautious as unemployment rates skyrocketed and consumer confidence
levels plummeted in 2020. This trend is expected to continue in 2021 as the pandemic continues.

INDUSTRY SIZE AND EMPLOYMENT

In response to rising internal and external competition, the number of
industry operators and locations have fallen during the current period.

Thus, the number of industry enterprises is expected to decline at an annualized rate of 0.6% to 2,334 companies
over the five years to 2021. Internally, the emergence and increased consumer acceptance of low-priced, fast-
fashion retailers underpinned industry revenue expansion early during the period. These fast-fashion shops have
continued to enter the industry, but their presence has strained industry operators, which have exited the industry at
high rates. Externally, rising competition from substitutes, such as specialty clothing stores and e-commerce
platforms, have also placed pressure on the industry. Some industry operators proved unable to adequately adapt to
rising external competitive pressures from these alternative clothing providers, forcing them to leave the industry. E-
commerce poses a large threat to the industry since consumers can compare prices and styles across various
stores with ease. Warehouses are also less expensive to maintain than brick-and-mortar stores, which increases
profit made on online sales. External competition is expected to increase over the five years to 2021, posing an
additional threat to the industry.

The consolidation of industry enterprises has contributed to a smaller workforce, as there are fewer stores for
employees to work in. Consequently, industry employment is expected to decrease at an annualized rate of 4.6% to
70,616 workers over the five years to 2021. Despite fewer employees, industry wages are expected to decrease at a
slower rate than employment. As a result, wages will likely decrease at an annualized rate of 3.2% to $1.7 billion
over the five years to 2021.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
Spending

($b)
2012 12,235 3,086 6,321 3,217 83,880 N/A N/A 1,918 N/A 1,024
2013 12,567 3,112 6,159 2,820 86,122 N/A N/A 1,814 N/A 1,051
2014 12,815 3,315 6,117 2,721 88,195 N/A N/A 1,918 N/A 1,078
2015 14,017 3,414 5,827 2,472 87,758 N/A N/A 1,896 N/A 1,103
2016 14,444 3,468 5,768 2,405 89,534 N/A N/A 2,032 N/A 1,126
2017 14,447 3,375 5,874 2,471 90,051 N/A N/A 1,922 N/A 1,167
2018 15,161 3,618 5,773 2,428 89,712 N/A N/A 2,092 N/A 1,197
2019 15,358 3,593 5,554 2,336 87,257 N/A N/A 2,111 N/A 1,217
2020 11,049 2,388 5,440 2,288 67,076 N/A N/A 1,632 N/A 1,144
2021 12,042 2,852 5,579 2,334 70,616 N/A N/A 1,731 N/A 1,200
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Industry Outlook
Outlook The Family Clothing Stores industry in Canada is anticipated to rebound

and perform well, with industry revenue expected to rise an annualized
2.7% to $13.8 billion over the five years to 2026.

As the economy recovers from the COVID-19 (coronavirus) pandemic, the industry's key external drivers are also
forecast to expand. Rising per capita disposable income, consumer spending and consumer confidence are all
expected to support revenue growth, with disposable income anticipated to rise at an annualized rate of 0.8% over
the five years to 2026, while consumer spending grows an annualized 2.6% during the same period. Further,
consumer confidence will likely increase an annualized 2.1% over the next five years.

INDUSTRY PARTICIPATION

While industry revenue is poised to grow consistently, industry operators
that are less able to compete on the basis of price will likely be forced to
exit the industry.

However, IBISWorld still forecasts the number of industry operators to increase, rising at an annualized rate of 0.8%
to 2,430 companies over the five years to 2026. As the number of industry participants ebbs and flows, the industry
is likely to near its saturation point. E-commerce also affect industry entrants as more consumers have chosen to
shop online, where there is more style options and choices of price. This trend is similar across the retail sector as a
whole, and creates risk that deters potential operators from entering the industry. However, yearly declines are
expected to temper later during the period. Due to this slight growth in participation, industry employment is
anticipated to also increase as operators grow their employee count to adequately cater to rising consumer demand.
Overall, industry employment is expected to rise at an annualized rate of 1.4% to 75,831 workers over the five years
to 2026.

INTERNAL COMPETITION AND PROFITABILITY

To gain market share, retailers that carry value-priced apparel will likely
continue to engage in intense price-based competition to generate sales.

Meanwhile, to expand their business, higher-priced luxury apparel retailers may continue to seek new product and
service avenues such as fine jewellery and personal shopping. Rising competition will likely result in strained profit
for industry operators. Price-based competition in particular cuts into companies' income, especially those that
already operate on a slim margin. Sustained wage costs are also anticipated to cut into industry profit. Retailers
vying to compete in the increasingly saturated environment will likely hire knowledgeable customer service
representatives, who typically command higher salaries, leading to increased wage costs. IBISWorld forecasts that
industry wages will grow at an annualized rate of 1.7% to $1.9 billion over the five years to 2026. Nonetheless, as
consumers' growing disposable incomes enable them to purchase higher-margin products, industry profit is
anticipated to slightly climb during the outlook period. IBISWorld estimates that industry profit, measured as earnings
before interest and taxes, will account for 8.3% of revenue in 2026, up from 7.9% in 2021.

EXTERNAL THREATS
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IBISWorld expects external competition from alternative retailers to
intensify over the next five years, posing a mounting threat to the
industry.

Family clothing stores experience competition from department stores, which offer consumers the convenience of
one-stop shopping. Mass merchandisers such as Target Corporation pose a similar threat because their wide
inventory selection often saves consumers time.

Discount stores also create competition for the industry. Similarly, online-only retailers provide for easy price
comparisons among a wide array of apparel and accessories. Individuals can purchase goods via the internet at the
lowest rate possible, and many online stores also offer free shipping, which is appealing for its time and money
savings. Moreover, advancements in mobile shopping will likely continue to make online transactions more secure,
further enticing consumers to shop online.

PERSISTENT UNCERTAINTY

Input prices, including cotton, are expected to remain volatile over the five
years to 2026, hindering industry operators from securing long-term
supply contracts, which will likely undermine their profit.

Changes in the price of cotton, which is a key input for apparel at the manufacturing level, are passed along to
downstream retailers in the form of either lower or higher purchase costs. Since the world price of cotton is heavily
dependent on weather conditions, which are often difficult to forecast, cotton prices are challenging to anticipate and
can fluctuate significantly.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
Spending

 ($b)
2021 12,042 2,852 5,579 2,334 70,616 N/A N/A 1,731 N/A 1,200
2022 13,098 3,083 5,732 2,387 74,339 N/A N/A 1,834 N/A 1,265
2023 13,495 3,168 5,794 2,409 75,577 N/A N/A 1,869 N/A 1,297
2024 13,743 3,222 5,840 2,426 76,238 N/A N/A 1,889 N/A 1,320
2025 13,742 3,220 5,838 2,425 75,944 N/A N/A 1,884 N/A 1,342
2026 13,784 3,226 5,851 2,430 75,831 N/A N/A 1,882 N/A 1,364
2027 13,849 3,239 5,889 2,445 75,915 N/A N/A 1,886 N/A 1,386
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

The industry is experiencing merger and acquisition activity

Industry product lines remain largely stable

The industry is characterized by widespread market acceptance

As part of an established sector with limited opportunities to expand, the Family Clothing Stores industry in Canada
has continued to operate as a mature industry. Industry value added (IVA), which measures an industry's
contribution to the overall economy, is expected to fall at an annualized rate of 0.7% over the 10 years to 2026.
Comparatively, Canadian GDP is anticipated to increase an annualized 1.9% during the same period. IVA growth
that is slower than general economic growth is typically indicative of an industry in decline; however, other
characteristics indicate that the industry is mature. Such characteristics include declining participation levels, stable
product lines and widespread market acceptance.

Despite rising internal competition, the number of enterprises is anticipated to marginally increase during the period,
rising at an annualized rate of 0.1% over the 10 years to 2026. Internally, the emergence and increased consumer
acceptance of low-priced, fast-fashion retailers, which have outperformed more conventional industry operators,
have caused many of these more conventional companies to exit the industry overall.

Industry product segments are well-defined, with fashion trends exhibiting few effects on family clothing stores.
Since children's clothes and clothes for those that have families are primarily purchased out of necessity rather than
to follow fashion trends, demand for and the innovation of new styles and products is limited. Additionally, given the
essential nature of clothing, the industry already experiences widespread market acceptance, limiting its further
growth prospects.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Key Selling Industries
1st Tier

Women's & Children's Apparel Wholesaling in Canada

Footwear Wholesaling in Canada

Commercial Leasing in Canada

Clothing & Clothing Accessories Wholesaling in Canada

2nd Tier

Men's & Boys' Apparel Manufacturing in Canada

Women's, Girls' & Infants' Apparel Manufacturing in
Canada

Shoe & Footwear Manufacturing in Canada

Products & Services

  MEN'S AND WOMEN'S APPAREL

Operators in the Canadian Family Clothing Stores industry carry clothing
products for all family members, which are often then segmented into
men's, women's and children's apparel.

Women's clothing is the highest-grossing segment for industry operators, accounting for an estimated 39.8% of
revenue in 2021, but has marginally declined as a share of revenue over the five years to 2021. This is almost
double the share of men's apparel, which is expected to generate 24.7% of revenue in 2021, remaining a stable
share of revenue during the period. Clothing for men and women, who tend to purchase a wider variety of items to
suit different occasions, can be further categorized by their expected uses, often divided into formal, casual and
other apparel options. Formal wear includes pieces such as suits, blazers, tailored pants and coats, while casual
clothes include jeans, knit and woven shirts and shorts. Casual clothes are more widely worn since their acceptance
is nearly universal, especially as office attire policies have become more relaxed over the past decade. Therefore,
formal wear has lost ground to casual wear over the past five years.

CHILDREN'S APPAREL

Children's apparel accounts for a much smaller, but stable share of
revenue, estimated at 8.6% in 2021.

This is because the average price of children's clothes is significantly lower than the price of a designer dress or
formal suit jacket. Many retailers focus their business strategy for this product category on high volumes rather than
high price. Children's clothing purchases are made more frequently compared with that of men's and women's
clothing because children outgrow and tarnish clothes at a more rapid rate. This segment's share of revenue has
slightly increased over the five years to 2021.
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FOOTWEAR AND OTHER ITEMS

Footwear collectively accounts for an estimated 9.7% of industry revenue
in 2021.

Within the overall footwear segment, women's footwear accounts for an estimated 4.8% of industry revenue in 2021,
while men's footwear account for 1.2% of revenue in 2021 and children's footwear account for 0.7% of revenue in
2021. Although women's shoes have overwhelmingly been the most purchased kind of footwear compared with
men's or children's shoes, this may be because of a variety of reasons including price point, preferred shopping
locations and overall fashion trends.

Apart from footwear, family clothing stores may also sell a variety of items unrelated to clothing. Such items can
include jewellery, baby goods and optical goods. Collectively, these miscellaneous items are expected to account for
17.2% of industry revenue in 2021.

Demand
Determinants

Demand for the Family Clothing Stores industry in Canada is affected by
various factors.

Since clothing purchases are largely necessity-driven, price is an important determinant of demand. Therefore,
promotions and sales offered by family clothing stores can significantly affect demand. Households are likely to
spend at stores that generate the most savings.

Consumers' purchasing patterns are also guided by the strength and power of recognizable brand names. Brand
perception may help retailers generate higher sales over their competitors. The largest companies operating in the
industry are also the most recognizable and include the TJX Companies Inc., the Gap Inc. and PVH Corp. Fashion
trends also influence sales to an extent, especially for retailers such as Urban Outfitters Inc. These stores focus on
delivering a specific style of clothing to consumers that cannot easily be found among competing retail stores. These
trends are difficult to anticipate and are prone to dying out quickly.

Additionally, due to the COVID-19 (coronavirus) pandemic, consumers may become more reluctant on making
nonessential purchases. Subsequently, as many governments have ordered the closure of nonessential businesses
in 2020, this caused all operators' revenue to decrease drastically. In addition, despite retailers opening back up in
2021, certain consumers may begin to prefer to shop at home.

Major Markets

  LOWEST AND SECOND-LOWEST INCOME QUINTILES

The lowest and second-lowest income quintiles are expected to account
for 9.4% and 14.2% of revenue, respectively, for the Canadian Family
Clothing Stores industry in 2021.

Consumers in these income quintiles often have limited disposable incomes, and thus, are more likely to buy their
clothing on a planned and as-needed basis often at supercentres and other stores that competitively price their
products, rather than purchasing from industry operators. Both quintiles have increased slightly as a share of
revenue over the five years to 2021. Additionally, these quintiles are the most likely to withhold making purchases
amid the COVID-19 (coronavirus) pandemic, and may decrease as a share of revenue moving forward as a result.
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THIRD- AND FOURTH-LOWEST INCOME QUINTILES

The third- and fourth-lowest income quintiles are anticipated to account
for 17.8% and 25.5% of industry revenue, respectively, in 2021.

Such consumers benefit from higher disposable income, leading to stronger demand for industry products. As
economic conditions improve, industry revenue generated from these segments is anticipated to expand. However,
due to the economic uncertainty from coronavirus, these segments' shares of revenue are expected to decrease
slightly over the five years to 2021 as more shoppers turn to discount and fast-fashion stores rather than premium
retailers. Additionally, the emergence of fast-fashion stores has enabled consumers in these income quintiles to
make more frequent and unplanned purchases.

HIGHEST INCOME QUINTILE

Consumers in the highest income quintile, which is expected to account
for 33.1% of industry revenue in 2021, benefit from high disposable
income levels and are consequently able to purchase more price-premium
attire.

These consumers are the most likely to buy luxury goods that cost the most money and give operators the highest
margin, however this segment has slightly decreased as a share of revenue over the past five years. Despite this
segments' high amount of income, this decrease is still primarily due to the adverse economic effects stemming from
the coronavirus pandemic.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

As service providers, operators in the Canadian Family Clothing Stores industry interact with consumers in the
domestic market. Exported and imported clothing are accounted for at the manufacturing level; for more information,
refer to the Men's and Boys' Apparel Manufacturing industry in Canada (IBISWorld report 31522CA) and the
Women's and Girls' Apparel Manufacturing industry in Canada (31524CA).
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Business
Locations

  The geographic spread of establishments in the Canadian Family Clothing Stores industry largely follows population distribution,
which is typical of retail industries as they rely heavily on consumer purchases. Ontario, the most densely populated province,
comprises 38.8% of the population and is expected to account for 36.3% of establishments in 2021. Additionally, Onatrio's location
on the Great Lakes gives it easy access to imports from the United States and a well-established transportation network.

Due to Quebec's access to key waterways, which make transporting goods easier and less costly, the province is another
important region for the industry, accounting for 22.9% of establishments and 22.5% of the population in 2021.

British Columbia and Alberta each account for similar portions of industry establishments and the population. In 2021, British
Columbia holds 13.6% of the population and 14.6% of industry establishments, while Alberta accounts for 11.6% of the population
and 13.6% of establishments. The remaining provinces do not represent more than a 5.0% share of industry establishments.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The top four operators in the Canadian Family Clothing Stores industry are expected to collectively generate 32.4%
of industry revenue in 2021. As a result, the industry has a low market share concentration. While the industry's
major companies operate several hundred locations, there are many small-scale stores that run on a regional basis,
serving only their local market. TJX Companies Inc. is expected to be the largest industry operator in 2021,
accounting for an estimated 15.8% of industry revenue in 2021. The second-largest operator, the Gap Inc., is
expected to account for 11.5% of revenue in 2021, while PVH Corp. is expected to represent an estimated 3.2% of
industry revenue. The industry is incredibly top-heavy, but is still largely fragmented. Market share concentration has
decreased slightly over the five years to 2021, a trend that is expected to continue, albeit at a slower rate, over the
five years to 2026.

Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

Having a clear market position:
A clear market position projects a clear and consistent company image.

Ability to control stock on hand:
Adequate stock control is necessary to reduce inventory costs and avoid shortages.

Production of goods currently favoured by the market:
Products should be in line with current fashion trends.

Establishment of brand names:
Products stocked should include recognizable brand names.

Attractive product presentation:
Store layout and product display should compel purchases.
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Cost Structure
Benchmarks

  Profit

IBISWorld estimates that industry profit, measured as earnings before
interest and taxes, will represent 7.9% of industry revenue in 2021,
down slightly from 8.6% in 2016. Increasing competition has forced
retailers to keep prices low, reducing the average industry profit margin.
In addition, decreasing profit can be attributed to the adverse economic
effects of the COVID-19 (coronavirus) pandemic. During the peak of the
pandemic in 2020, all nonessential businesses were forced to shut
down to mitigate the spread of the virus. Since operators were
considered nonessential, the industry endured a large decrease in
profit.

 

  Wages

Wages are a significant cost incurred by the average operator and are
estimated to account for 14.4% of industry revenue in 2021, up from
14.1% in 2016. This increase is due to increases in the minimum wage,
which is tied to the Consumer Price Index in many provinces.
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  Purchases

Similar to other retailing industries, purchasing costs are the largest
expenses for operators, accounting for an estimated 55.4% of industry
revenue in 2021. IBISWorld estimates that purchasing costs have
increased over the five years to 2021. A rise in cotton input costs at the
manufacturing level has been passed along to downstream retailers, in
the form of higher apparel purchase costs.

 

  Marketing

With sluggish consumer spending on apparel, retailers have had to
entice shoppers back into stores by offering discounts and presenting
attractive advertisements. Consequently, marketing has slightly
declined as a share of industry revenue over the five years to 2021,
accounting for 1.9% in 2021.

 

  Depreciation

Depreciation costs are anticipated to account for 1.4% of industry
revenue in 2021.

 

  Rent

Rent costs are expected to account for 8.5% of revenue in 2021.
Operators often lease their retail space in locations that bring in more
foot traffic.
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  Utilities

Utility costs have remained stable during the period, accounting for an
estimated 1.2% of revenue in 2021.

 

  Other Costs

All other costs are estimated to account for 9.4% of revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  INTERNAL COMPETITION

Price remains a major point of competition for operators in the Canadian
Family Clothing Stores industry, particularly those that target low- to
middle-income earners.

Leveraging their strong buying power, large-scale retailers such as the TJX Companies Inc. and the Gap Inc. (Gap)
target value-conscious consumers by offering discounts. The growth of these retailers have outpaced that of their
smaller-scale counterparts over the five years to 2021, many of which cannot significantly lower their selling prices.

Though consumers in this market are often sensitive to price changes, style, product range and comfort are also
important factors. Other retailers, such as the Gap, target more fashion-conscious consumers who are less price-
sensitive. Generally, higher prices are associated with brands that carry positive consumer perceptions. Some
retailers target product segments, such as casual wear or plus-size attire, to differentiate themselves from the
competition.
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Family clothing stores typically compete with similar retailers that are located within their prime market area.
Consumers will often favour stores that are located closer to home and usually only shop at those further away
when seeking a specific item or brand.

EXTERNAL COMPETITION

Family clothing retailers' major external competitors are men's clothing
stores, women's clothing stores, children's and infants' clothing stores
and department stores.

Stores specializing in market segments offer consumers a wider variety to choose from and well-known brands that
cater to current trends. Department stores compete with family clothing retailers on selection and price and can give
consumers discounts or stock a larger variety of brand names to reel them in. Internet-based retailers also compete
with family clothing stores with their shop-from-home format providing consumers the convenience and ease not
found in traditional brick-and-mortar shops. Early in the economic recovery following the worst of the COVID-19
(coronavirus) pandemic, discount stores were more attractive alternatives to money-conscious consumers.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Steady

  Barriers to entry are moderate for the Family Clothing
Stores industry in Canada. While no specific regulations
exist that may keep new entrants from establishing
operations within the industry, the competitive landscape
may be difficult to navigate. Initial costs for setting up a
retail store can be high. Rent, inventory and hardware all
represent fixed costs that must be absorbed by an
operator before any revenue is generated. Securing
funding or investments can pose a barrier to entry for
some retailers.

Supply contracts with wholesalers and importers can also
pose a hurdle for new shop owners. Established
operators often have contracts with upstream operators
that limit styles available to other operators. Moreover, the
steady market share concentration among the top
industry players can be a difficult barrier to overcome.
Brand recognition and product selection are in seasoned
companies' favour, making it difficult for new players to
establish themselves in this space. The rising saturation
within the industry also plays a role in inhibiting new
entrants from making a name for themselves.

The high and rising level of competition, both internally
and from external players, is a significant barrier to entry
into the industry. Internally, operators compete on price,
product selection, quality, customer service and brand
recognition. These aspects can be difficult to achieve for a
new operator. Moreover, external competition from
alternative retailers, such as online stores and discount
outlets, limits industry demand, which also poses a barrier
to entry for new operators.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Medium  

Regulation & Policy Medium  

Industry Assistance None  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Family Clothing Stores industry in Canada is primarily composed of small, domestic companies, which has led
to a largely fractured industry. However, the largest industry companies operate internationally, giving the industry a
low, but increasing level of globalization. For example, the three largest industry operators, TJX Companies Inc., the
Gap Inc. and PVH Corp., are each headquartered in the United States, but they all maintain a strong global retail
presence.
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Major Companies

Major Players TJX Companies Inc.

Market Share: 15.8%

Brand Names Marshalls, Winners, HomeSense

  The TJX Companies Inc. (TJX) traces its origins back to Zayre, which was founded in Massachusetts in 1956 and is
an off-price retailer of apparel and home fashions. The company operates in Canada through its Marshalls,
HomeSense and Winners stores. The family apparel and accessories retailer sells merchandise at 4,572 locations
across North America, Europe and Australia. The company owns 525 stores in Canada alone and generated $43.1
billion in global revenue in fiscal 2020 (year-end January), employing an estimated 320,000 workers.

Although TJX Canada is its own business segment, the company generated industry-relevant revenue through its
Marshalls and Winners chains nationwide. Products available through its Winners stores are considered comparable
to merchandise at TJ Maxx, with the addition of jewellery and its designer section, the Runway. Additionally, the
Marshalls chain in Canada is comparable to its US equivalent, which includes a footwear section and juniors'
department that offers different styles than its Winners stores. TJX acquired Winners in 1990 and operates 279
stores across Canada. Meanwhile, HomeSense sells products outside the scope of the industry, such as products
for the home, including decorations and linens, and is equivalent to HomeGoods in the United States. There are 143
stores nationwide.

Financial performance

TJX's industry-relevant revenue is expected to decline over the five years to fiscal 2021, along with most other
retailers, mainly due to the COVID-19 (coronavirus) pandemic. Despite the company experiencing strong growth
early during the period, revenue declined 35.9% in fiscal 2020 alone. Overall, TJX's industry-relevant revenue is
forecast to fall at an annualized rate of 3.5% to $1.9 billion over the five years to fiscal 2021. In addition, IBISWorld
estimates that the company's industry-relevant operating profit, measured as earnings before interest and taxes, will
also decrease, falling at an annualized rate of 5.4% to $224.3 million over the five years to fiscal 2021.
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TJX Companies Inc. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 2,267.8 N/C 295.6 N/C
2017-18 2,455.6 8.3 357.4 20.9
2018-19 2,608.0 6.2 371.7 4.0
2019-20 2,728.3 4.6 348.9 -6.1
2020-21 1,747.6 -35.9 76.5 -78.1
2021-22 1,900.6 8.8 224.3 193.2

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end January

The Gap Inc.

Market Share: 11.5%

  A well-recognized brand across North America famous for its casual wear, the Gap Inc. was founded in San
Francisco in 1969. The company sells a wide range of jeans, T-shirts and khakis in 3,100 stores worldwide,
maintaining a presence in the United States, Canada, the United Kingdom, France, Ireland, Japan, Italy, China,
Taiwan and Mexico. Built on its basics brand, the Gap has expanded to include trendy urban brands such as
Banana Republic and Old Navy. Other brands include Gap, GapKids, BabyGap, GapBody, GapFit and Gap Outlet.

Although the Gap is an international company, most of its sales are generated in the United States. The company
displays its Canadian revenue as a geographic segment and revenue is broken down further by stores, which
include Gap, Old Navy and Banana Republic. The Gap announced its plan to close 230 specialty stores in fiscal
2019 (year-end January) to restructure its line of specialty stores and revitalize its brand. Industry products are sold
in all three stores, and as a result, are included in industry-relevant revenue. Though not explicitly given, online
performance, which has grown over the five years to fiscal 2021, is vital for understanding company sales.

Financial performance

The Gap has strengthened its advertising campaign over the past five years, depicting its 1969 denim line as a raw,
edgy and modern take on its traditional product roots. This campaign had paid dividends as sales rose strongly.
However, the COVID-19 (coronavirus) pandemic is forecast to moderate that growth, with industry-relevant revenue
falling 14.9% in fiscal 2020 alone as a result of store closures to prevent the spread of the virus. IBISWorld
estimates the company's industry-relevant revenue will fall an annualized 0.8% to $1.4 billion over the five years to
fiscal 2021. Further, the company's operating profit, measured as earnings before interest and taxes, will likely
decline at an annualized rate of 10.9% to $62.1 million during the same period.

 
Gap Inc. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 1,435.6 N/C 110.5 N/C
2017-18 1,520.8 5.9 141.4 28.0
2018-19 1,546.2 1.7 126.8 -10.3
2019-20 1,530.0 -1.0 53.5 -57.8
2020-21 1,302.0 -14.9 -80.7 N/C
2021-22 1,381.0 6.1 62.1 N/C

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end January
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PVH Corp.

Market Share: 3.2%

  PVH Corp. (PVH) was founded in 1881 and is one of the world's largest apparel companies. The company owns
brands such as Calvin Klein, Arrow and Tommy Hilfiger. PVH employs about 20,000 full-time and 13,000 part-time
workers. Given its presence in more than 100 countries worldwide, the company generated $9.6 billion in total
revenue in fiscal 2020 (year-end January). PVH is truly global, as it claims that more than 60.0% of its revenue is
generated outside of the United States, despite that it is headquartered in New York.

PVH designs and sources products globally and distributes them at a wholesale level across the United States in
department stores, mass merchandisers, specialty stores and independent stores. Overall, the company's multiple
channels, brands and price points help it diversify sales into different demographics, thereby reducing potential risks
in a down economy. Further, the company displays its Canadian revenue as a geographic segment.

Financial performance

Despite PVH's diverse product lines from prominent companies, such as the Tommy Hilfiger and Calvin Klein
brands, the company has struggled over the five years to fiscal 2021, along with most other retailers. Due to the
COVID-19 (coronavirus) pandemic, the company experienced store closures and a massive decline in demand.
Thus, IBISWorld estimates that PVH's industry-relevant revenue will decline at an annualized rate of 9.7% to $384.4
million over the five years to fiscal 2021. Moving forward, PVH plans to continue to explore additional brand
acquisitions to expand its business. Despite gains made from the company's high-yield Tommy Hilfiger and Calvin
Klein brands, the company's operating profit is also expected to decline drastically. PVH's industry-relevant
operating profit, measured as earnings before interest and taxes, is forecast to decline an annualized 35.9% to $6.7
million over the five years to fiscal 2021, primarily as a result of decreased demand.

 
PVH Corp. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 641.6 N/C 61.7 N/C
2017-18 664.1 3.5 47.1 -23.7
2018-19 685.3 3.2 63.3 34.4
2019-20 670.8 -2.1 37.8 -40.3
2020-21 351.2 -47.6 -52.8 N/C
2021-22 384.4 9.5 6.7 N/C

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end January

Other Companies Roots Corporation

  Market Share: 1.9%
  Roots Corporation (Roots) can trace its history back to 1973, when its founders met at a cabin in Ontario. The

company was incorporated in both Canada and the United States in 2015, and in October 2017, undertook its initial
public offering on the Toronto Stock Exchange. Roots operates 111 stores across Canada and the United States,
and a partner operates more than 100 additional stores in Asia. The company has focused on expanding into the
United States. However, due to the COVID-19 (coronavirus) pandemic, the company announced that it will liquidate
its US subsidiary in a pursuit to file for Chapter 7 bankruptcy on April 29, 2020. Despite this, the company is still
expected to stay afloat in Canada, and IBISWorld estimates that Roots will generate $224.7 million in industry-
relevant revenue in fiscal 2021 (year-end January), commanding 1.9% of the market.



Family Clothing Stores in Canada November 2021

28 IBISWorld.com

Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  For every $1.00 spent on labour, the average company
operating in the Canadian Family Clothing Stores industry
is estimated to spend $0.10 on capital investments in 2021.
Operators are subject to moderate labour costs, which is
characteristic of the retail sector in general. Employees are
required for merchandising, customer service and to
process sales transactions. Meanwhile, capital expenses
include electronic bar-coding systems, cash registers and
surveillance equipment. An increased uptake of technology
that monitors inventory levels, sales and taxes collected
have slightly increased the industry's capital expenditure
level over the five years to 2021. Wages' share of revenue
has also increased over the past five years, while
depreciation is expected to account for 1.4% of revenue
and has marginally increased as a share of revenue during
the period.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Very Low Rate of
Innovation

Very
Unlikely

A ranked measure for the number of patents
assigned to an industry. A faster rate of new
patent additions to the industry increases the
likelihood of a disruptive innovation occurring.

High Innovation
Concentration

Likely A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area increases
the likelihood of technological disruption of
incumbent operators.

Medium Ease of Entry Potential A qualitative measure of barriers to entry.
Fewer barriers to entry increases the
likelihood that new entrants can disrupt
incumbents by putting new technologies to
use.

Medium Rate of Entry Potential Annualized growth in the number of
enterprises in the industry, ranked against all
other industries. A greater intensity of
companies entering an industry increases the
pool of potential disruptors.

Medium Market
Concentration

Potential A ranked measure of the largest core market
for the industry. Concentrated core markets
present a low-end market or new market entry
point for disruptive technologies to capture
market share.

  The rate of new patent technologies entering the industry is low, which limits the potential for innovations. A low rate does
not mean that innovations cannot occur, just that the likelihood of some innovation materializing as a threat is lower.
However, the concentration of technologies is high in this industry. This suggests that industry operators have exposure to
potentially unforeseen areas of innovation.

Both the ease of entry and the rate of entry in the industry are moderate. While these factors do not significantly add to the
threat of disruptive potential, they do not detract from it either.

As with most retail industries, technological innovation has and will likely
continue to influence the Family Clothing Stores industry in Canada.

With the rise of e-commerce platforms, such as Amazon.com Inc., demand for industry services has slowed. Nonetheless,
the industry has managed to adapt, implementing its own technological innovations. For example, major industry operators
have begun to use automated checkout stations, whereby customers can quickly and seamlessly pay for their goods
without the presence of cashiers. Industry operators work with the intention that such investment will help drive customer
retention by improving the shopping experience. Additionally, the move is expected to help lower costs for consumers, as
operators will likely seek to pass along the cost savings associated with lower labour costs.

The level of technology change is    Medium

  Technological advancements in the Canadian Family Clothing Stores industry
include in-store technologies, such as point-of-sale systems and advertising
and consumer technologies, such as smartphones and barcodes.

Advances within the in-store segment are minor and typically cosmetic. Stores are increasingly using tablets and
smartphones to ring up a customer. Attachments used for swiping credit cards on a tablet or smartphone are becoming
commonplace and enable retailers to email receipts and perform checkouts at various locations.

Mobile-phone advancements have also enhanced consumers' shopping experience. 2D barcodes, which are printed on
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merchandise tags, are scanned using a smartphone and direct the shopper to an internet page with further information on
the product or the retailer. Retailers also are increasingly optimizing their websites for mobile browsing and developing
apps to maximize the customer's experience with a brand.

Various industry participants have adopted e-commerce as an alternative sales medium and marketing tool. E-commerce
offers consumers the ability to browse and purchase products from the comfort of their homes while giving family clothing
stores the opportunity to sell outside their prime market areas. The penetration of e-commerce technology is expected to
increase, along with its usage among consumers.

Other technological advances include the use of automated warehouse equipment and electronic surveillance. With stock
loss and theft affecting the industry's profitability, retailers regularly invest in systems and procedures that aim to limit these
losses. Loss prevention technology includes closed-circuit TV cameras (CCTV), source tagging, signature-capture
technology used at the point-of-sale terminal for credit card transactions and fingerprint scanning systems that verify
customer identities with the purpose of combating cheque fraud.

The key technology for retailers, in general, is radio-frequency identification (RFID), which is presently implemented to
monitor and replenish inventories more efficiently. RFID tags can either be passive or active, although both kinds respond
to radio frequencies that are sent from a transceiver. Passive tags have no internal power supply, which means they emit
limited information and are applied or embedded into a garment. IBISWorld anticipates the use of RFID to increase over the
five years to 2026. The major benefits for retailers are identifying stock levels and monitoring inventory. Stock theft and
stock loss can also be reduced, which would provide additional savings to retailers. Labour use will also likely improve
because stock counting at a distribution level could be minimized and automatically calculated as needed.

Revenue
Volatility

The level of volatility is    High

  The Family Clothing Stores industry in Canada has displayed a moderate to
high level of revenue volatility over the five years to 2021.

Revenue fluctuates in line with trends in consumer spending. Per capita disposable income is also a key indicator of
demand for men's, women's and children's apparel, and consequently, industry revenue fluctuations. Although trends in
consumer sentiment have shifted annually, the overall industry has maintained growth at a reasonably stable rate, aside
from the massive decline stemming from the COVID-19 (coronavirus) pandemic in 2020. The pandemic has resulted in the
closure of many nonessential businesses, including clothing stores, affecting revenue and profit growth.

Revenue growth has also been suppressed due to mounting external competition for men, women and children's apparel.
Department stores, discount stores and online retailers all sell men, women and children's fashions and pull customers
away from traditional family clothing stores. The essential nature of industry products, however, maintains a minimum level
of demand, even in times of poor economic performance. This has helped prevent any prolonged drastic declines in
industry revenue.

Regulation &
Policy

The level of regulation is    Medium and the trend is Steady
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Regulation for the Family Clothing Stores industry in Canada is moderate.

Most of the regulatory standards fall on the manufacturers of clothing rather than retailers. Still, retailers must be aware of
issues and regulations surrounding textiles sold through their outlets. The main act governing apparel in Canada is the
Textile Labelling Act. Most labelling issues are handled by the Competition Bureau and the Canadian Border Services
Agency oversees country of origin labelling. Apparel labels must include information such as the content of the fibre used,
care instructions, dealer identity and country of origin. Upholstered and stuffed articles must be registered and correctly
labelled to be sold in Quebec, Ontario and Manitoba.

Family clothing stores must also abide by occupational regulations. The Canada Occupational Health and Safety
Regulations document contains standards and guidelines pertaining to structures, electricity, sanitation and sound, among
others. Wage standards are also in place for all Canadian employers, including retailers. Industry operators must abide by
minimum wage laws, equal wage standards and tax laws.

Industry
Assistance

The level of industry assistance is    None and the trend is Steady

The government provides no special assistance to the Family Clothing Stores
industry in Canada.

Trade is recorded at the manufacturing level, so assistance received through import tariffs is not realized in the retail sector.
Family clothing stores do benefit from the assistance provided by individual trade associations. The Canadian Apparel
Federation (CAF) provides resources and support for operators in the manufacturing, wholesale and retail sectors.
Registered members also receive services such as product safety management, customs and trade education and
management, product development support and supply chain management. The CAF also advocates on behalf of its
members on issues such as international trade and government regulations.

Due to the spread of COVID-19 (coronavirus), the Canadian government instituted a variety of assistance programs that
some industry operators may have qualified for in 2020. For example, the Canada Emergency Wage Subsidy covered a
portion of an employee's wages for eligible employers that were negatively affected by the coronavirus pandemic; this
program was available until October 23, 2021. Additionally, operators were able to take advantage of tax deferrals and
improved access to credit and loans to remain liquid. The Canada Emergency Business Account also provided interest-free
loans to small businesses of up to $60,000, where $20,000 would be forgiven if the loan is repaid before December 31,
2022. Large operators were also able to apply for bridge financing through the Large Employer Emergency Financing
Facility.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Consumer

Spending ($b)
2012 12,235 3,086 6,321 3,217 83,880 N/A N/A 1,918 N/A 1,024
2013 12,567 3,112 6,159 2,820 86,122 N/A N/A 1,814 N/A 1,051
2014 12,815 3,315 6,117 2,721 88,195 N/A N/A 1,918 N/A 1,078
2015 14,017 3,414 5,827 2,472 87,758 N/A N/A 1,896 N/A 1,103
2016 14,444 3,468 5,768 2,405 89,534 N/A N/A 2,032 N/A 1,126
2017 14,447 3,375 5,874 2,471 90,051 N/A N/A 1,922 N/A 1,167
2018 15,161 3,618 5,773 2,428 89,712 N/A N/A 2,092 N/A 1,197
2019 15,358 3,593 5,554 2,336 87,257 N/A N/A 2,111 N/A 1,217
2020 11,049 2,388 5,440 2,288 67,076 N/A N/A 1,632 N/A 1,144
2021 12,042 2,852 5,579 2,334 70,616 N/A N/A 1,731 N/A 1,200
2022 13,098 3,083 5,732 2,387 74,339 N/A N/A 1,834 N/A 1,265
2023 13,495 3,168 5,794 2,409 75,577 N/A N/A 1,869 N/A 1,297
2024 13,743 3,222 5,840 2,426 76,238 N/A N/A 1,889 N/A 1,320
2025 13,742 3,220 5,838 2,425 75,944 N/A N/A 1,884 N/A 1,342
2026 13,784 3,226 5,851 2,430 75,831 N/A N/A 1,882 N/A 1,364

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Consumer

Spending (%)
2012 3.01 -0.28 -3.81 6.27 -5.51 N/A N/A -3.35 N/A 1.89
2013 2.71 0.85 -2.57 -12.4 2.67 N/A N/A -5.45 N/A 2.62
2014 1.97 6.50 -0.69 -3.52 2.40 N/A N/A 5.74 N/A 2.57
2015 9.37 2.98 -4.75 -9.16 -0.50 N/A N/A -1.17 N/A 2.31
2016 3.04 1.60 -1.02 -2.72 2.02 N/A N/A 7.17 N/A 2.10
2017 0.02 -2.70 1.83 2.74 0.57 N/A N/A -5.40 N/A 3.67
2018 4.93 7.18 -1.72 -1.75 -0.38 N/A N/A 8.87 N/A 2.53
2019 1.29 -0.68 -3.80 -3.79 -2.74 N/A N/A 0.91 N/A 1.65
2020 -28.1 -33.6 -2.06 -2.06 -23.1 N/A N/A -22.7 N/A -5.94
2021 8.97 19.4 2.55 2.01 5.27 N/A N/A 6.01 N/A 4.84
2022 8.77 8.11 2.74 2.27 5.27 N/A N/A 5.97 N/A 5.44
2023 3.03 2.74 1.08 0.92 1.66 N/A N/A 1.93 N/A 2.52
2024 1.83 1.71 0.79 0.70 0.87 N/A N/A 1.06 N/A 1.73
2025 -0.01 -0.08 -0.04 -0.05 -0.39 N/A N/A -0.32 N/A 1.67
2026 0.30 0.19 0.22 0.20 -0.15 N/A N/A -0.06 N/A 1.63

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 25.2 N/A N/A 146 15.7 13.3 22,867
2013 24.8 N/A N/A 146 14.4 14.0 21,058
2014 25.9 N/A N/A 145 15.0 14.4 21,745
2015 24.4 N/A N/A 160 13.5 15.1 21,599
2016 24.0 N/A N/A 161 14.1 15.5 22,690
2017 23.4 N/A N/A 160 13.3 15.3 21,341
2018 23.9 N/A N/A 169 13.8 15.5 23,322
2019 23.4 N/A N/A 176 13.7 15.7 24,197
2020 21.6 N/A N/A 165 14.8 12.3 24,335
2021 23.7 N/A N/A 171 14.4 12.7 24,506
2022 23.5 N/A N/A 176 14.0 13.0 24,669
2023 23.5 N/A N/A 179 13.9 13.0 24,735
2024 23.4 N/A N/A 180 13.7 13.1 24,783
2025 23.4 N/A N/A 181 13.7 13.0 24,801
2026 23.4 N/A N/A 182 13.7 13.0 24,824

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Statistics Canada
http://www.statcan.gc.ca

Retail Council of Canada
http://www.retailcouncil.org

Canadian Apparel Federation
http://www.apparel.ca

Industry Jargon BABY BOOMERS
The demographic of consumers born between 1946 and 1964, accounting for a major proportion of the population.

GENERATION X
The demographic of consumers born between 1960 and 1980, who follow the baby boomer generation.

GENERATION Y
The demographic of consumers born between 1980 and the mid-1990s, who are born to baby boomers and follow
Generation X. Also known as Millennials.

RADIO-FREQUENCY IDENTIFICATION (RFID)
A technology that tracks products from the time they leave the assembly line to the time they leave the store by
releasing continuous signals from a chip.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
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players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on production; all other
operating income from outside the firm (such as commission income, repair and service income, and rent, leasing
and hiring income); and capital work done by rental or lease. Receipts from interest royalties, dividends and the sale
of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five years.
Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is ±3% to ±10%;
and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.
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