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By   Kirsten Mogg

THE ECONOMY
The economy is humming along - inflation is tepid, 
employment is strong and apparel retail sales are 
holding up. However, concerns about international 
tariffs and fast-paced changes in trade, technology, 
social media, and sustainability are a concern for 
the apparel industry. A generational consumer 
shift is well underway as shoppers demand it all - 
fashion, convenience, experience and price, not to 
mention ethical and sustainable practices. 

BIG PICTURE

PRICE INCREASES DELAYED 
Recent threats of trade barriers have not increased 
consumer apparel prices in North America. 
Stiff competition and the direct-to-consumer 
business model have kept this from happening. 
Significant lobbying by retailers and others helped 
to mitigate additional tariffs and buy time to 
shift production.  Normal pre-season buying in 
combination with locked-in supplier prices also 
helped delay price increases. 
To avoid additional tariffs, companies are 
implementing early importation, tariff classification, 
tariff engineering and product exclusions. It may 
be a short-term reprieve. Robert Lighthizer, the 
U.S. lead trade negotiator, recently warned that the 
threat of stiff tariffs on U.S. imports from China 
could be in place for years, even if an agreement is 
signed. It may be the strategic goal of the current 
US administration to use tariffs to allow consumer 
prices to rise and provide cover for domestic 
companies to build their new supply chains. 
The latest Trade Confidence Index from Export 
Development Canada saw exporter confidence 
drop to the lowest level since the European debt 
crisis of 2012. However, based on the semi-annual 
survey of 1,000 exporters, EDC forecasts continued 
strength in U.S. consumer demand for Canadian 
apparel exports in 2019 followed by a slower rate 
of growth in 2020, particularly in Canadian luxury 
outerwear. 
  “Clothing exports are also expected to see 
    further gains, led by luxury winter apparel 
    exports, which continue to enjoy solid demand.” 
      ~ EDC Global Export Forecast, Spring 2019. 

INTERNATIONAL TRADE
Recent challenges to existing trade rules initiated 
by the U.S. within NAFTA and now with China 
have disrupted planning and supply chains. For 
over twenty years business and consumers have 
benefitted from lower apparel prices thanks in part 
to China’s accession to WTO trade rules. In that 
time, technology has introduced a breathtaking 
array of choice and convenience for consumers. 

Today the global market for apparel is over-
supplied and fragmented although influenced 
by a handful of large global interests. 

NORTH AMERICA

Some manufacturers and retailers already doing 
business in China are stepping up their search for 
alternative sources. The ripple effect caused by 
China’s plan to upgrade to higher value-added 
manufacturing by 2025 and their long term 
Belt and Road initiative may soon impact even 
small Canadian businesses. Is this the end of cheap 
clothing as some suggest? One thing only is certain: 
we are on the cusp of accelerated change that will 
affect where much of the world’s textiles and 
clothing are made and how much they will cost.

Who Gains?

Source : UNCTAD Estimates
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PVH garment production facility in Hawassa, Ethiopia. Its first men’s shirt made of 
82% Ethiopian cotton was shipped to the US in November 2017 

Courtesy of PVH Hawassa Ethiopia

BIG BRANDS IN AFRICA 
Consultancy firm Accenture, estimates that apparel 
production costs between 2005 and 2017 rose by 
almost 50% in Bangladesh and by 33% in China. 
No doubt that prompted moves to source in lower 
cost African countries over the last few years by 
Calzedonia, an Italian hosiery and swimwear firm, 
European-based multi-national retailers Zara, 
H&M and Primark, along with American brand 
giants VF Corporation and PVH Corp., owner of 
Calvin Klein and Tommy Hilfiger brands. 

Besides established manufacturing in Madagascar, 
Mauritius and Morocco, investments are growing 
in cotton farming, textile processing and apparel 
production in Ghana and Kenya and most notably 
in Ethiopia. 

Since 2014, the Ethiopian government has invested 
about US$2 billion in four light industrial parks. 
PVH has built a factory at the Hawassa site and 
invested in building water treatment plants, greener 
production facilities and employee safety. Both the 
U.S. and European Union have trade agreements 
with Africa, which allow duty-free imports of 
textiles and clothing. Preferential trade access, new 
infrastructure and shorter lead times, gives African 
supply countries to Europe and North America a 
big advantage over Cambodia and Bangladesh. 

AFRICAN LUxURY CRAFT 
Luxury shoe brand Brother Vellies has taken 
a counter-intuitive approach to cheap production in 
Africa. Aurora James, the Canadian-born founder 
and creative director, won the 2019 CAFA
International Canadian Designer of the Year Award. 

In 2013, James launched a line of premium footwear 
and accessories with the goal of preserving jobs 
and the shoe making craft in Africa. Now based 
in New York, Brother Vellies has a retail store in 
Brooklyn and is carried in top stockists worldwide, 
including Hudson’s Bay. Seventy percent of sales 
are direct-to-consumer, where storytelling about 
unique products and African leather craft has built 
a strong connection with customers. 

Speaking at the CAFA Forum in May, James said 
her success started with an internship offered by 
Jeanne Beker at Fashion Television. After that she 
survived by re-sewing thrift finds in Los Angeles. 

Kaya velvet loafer C$615 made in Ethiopia 
Courtesy of Brother Vellies

A 2011 trip to Morocco re-connected her with her 
African heritage and opened her eyes to the way 
donations of clothing and shoes were devastating 
to both local makers and the environment. 

Since launching Brother Vellies, James has 
employed artisans in South Africa and Namibia who 
produce eco-friendly leather products for her fashion 
forward shoes and bags. Customers are willing to 
pay a premium for Brother Vellies products, some 
of which have seen knock-offs offered as cheaper 
substitutes. James says, 

   “You have to have your own set of ideals that 
     qualifies a product as being luxury.”   ~ James

Africa’s population of 1.2 billion people is another 
opportunity for the apparel industry. The middle 
class currently makes up a third of the population 
and is expected to grow significantly by 2050. 

Courtesy of Modern Nile Cotton Co. 

AFRICA

Last year, the 44 countries signed onto AfCFTA, 
the African Continental Free Trade Agreement in 
Kigali, Rwanda. 

In April, Gambia became the twenty-second country 
to ratify the agreement, the minimum required for 
AfCFTA to come into force.  Once the rules of 
origin are harmonized, the agreement will remove 
tariffs on 90% of goods and create the largest trade 
zone in the world - followed by an expected 52% 
increase in intra-African trade by 2022. 

Paula Caldwell St-Onge, director general for the 
Africa region at Global Affairs Canada, points to 
increased investing in African countries suggesting 
that Canada’s international competitors are well 
ahead of us. Although some trade initiatives have 
been proposed, Canada still does not have a free 
trade agreement with any African nation. 

Brother Vellies - Hudson’s Bay
Photo : K.Mogg

Brother Vellies - Hudson’s Bay
Photo : K.Mogg
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RETAIL INSIGHTS

At the recent STORE Conference organized by 
the Retail Council of Canada, keynote speaker and 
self-described ‘Retail Prophet’, Doug Stephens, 
advised retailers to rethink five key things about a 
bricks and mortar shop: 

Physical stores are becoming powerful media1. 
Technology upgrades the role of people in retail 2. 
Millennials  want experiences 3. 
Freedom (time) is the new luxury 4. 
You should not sell on Amazon (see below) 5. 

On his first point, Stephens explained that media, 
in all its forms, is becoming the store. He believes 
physical stores are a powerful media channel and 
their impact on sales is not properly measured. 
Media has always been effective where people 
gather. The digital world is increasingly crowded 
and ineffective as the cost of clicks is up 34%, 
but delivers only a 3% return. A cool store is where 
people want to gather, where customers spend 
a long time touching and learning about products. 
He argues the media value of a store is significantly 
more than a click, pre-roll ad or billboard, and that 
retailers need to do better at accounting for that. 

“When you get a 25-35% lift in online sales when 
  you open a store in a market, there is no line item
  for the media contribution of stores. We need to stop 
  measuring sales per square foot, sales growth on
  comp store basis, or sales per associate. Start 
  looking at stores with web metrics. How many people
  came into the store; who and what did they interact 
  with when they were there; what did they do when
  they left; and what is their net promoter score.” 
                                                     ~ Doug Stephens. 

Amazon has been overtaking Google as the search 
platform of choice for online shoppers, which is 
one reason why Stephens recommends brands not 
sell on Amazon.

 “66% of product searches start on Amazon 
  (when you don’t know what you are looking for).
  It’s higher when you do. Amazon is trademarking
  500 brands in all kinds of categories and they
  want brands on the platform as research rats. 
  Bezos is laughing as he is now making money on
  ads and on private label. Almost 50% of the time, 
  customers are willing to try Amazon’s brands.”

THE MEDIA VALUE OF BRICKS & MORTARFIGHT FOR YOUR SHARE 
Shopify just announced it will offer warehousing 
in addition to financing and payments to compete 
with the Amazon ecosystem. Shopify’s ‘State of 
Commerce’ report says that retail competition is 
increasing and merchants are fighting for market 
share. The goal of the first time report is:
 “to share global insights that can help merchants 
  better understand the needs of their customers.” 
     ~ Harley Finkelstein, chief operating officer. 

Highlights of Shopify’s study include: 
62 million online shoppers were repeat • 
customers in the past year
Americans shopped more frequently and • 
bought nearly twice as much (6 items) as any 
other country (2-3 items) spending an average 
of US$81 per transaction
Japanese spent most - an average of US $142• 
Buyers in the US, Australia, Canada, China and • 
the UK purchase in equal volume using tablets, 
desktop and mobile devices 
Social media sites drive discovery but online • 
stores account for 80% of sales followed by 
point of sale.  

THE STORE AS MEDIA 
Shopify itself is in a fight for market share as 
investors look for sales growth, monthly recurring 
revenue and profitability. For the first time, Shopify 
launched an ad campaign in 12 markets to raise 
brand awareness, to secure new accounts and to 
ensure merchants don’t move to online shopping 
ecosystems like Instagram or Google. 

One unusual tactic of the ad campaign was to paper 
over a vacant storefront as a billboard. Shopify has 
over 800,000 business customers on its platform 
from 175 countries, and projects 2019 full year 
revenues in the range of $1.48 to $1.50 billion. 

First Shopify ad campaign used vacant storefronts, 
billboards and radio from April to July in 12 markets

Courtesy of Shopify Photo : K.Mogg
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AMAZON'S STYLESNAP 
Amazon has followed Pinterest in using visual recognition to automate and scale 
customized clothing recommendations. Integrated into the Amazon app, 
StyleSnap uses photos or screenshots uploaded by the user or artificial intelligence 
to recommend fashion coordinates. This gives the giant e-commerce company 
an ability to tap (for free) user-supplied images and on-line shopping behaviour. 
“The simplicity of the customer experience belies the complexity of the technology
  behind it,”                     ~ Jeff Wilke, CEO of worldwide consumer for Amazon. 
It is not new technology. If it works well, it can be an artificial shopper assistant 
and merchandise planner all in one. StyleSnap will identify similar clothing items 
from lifestyle images and will get smarter with additional layers of information 
such as brand, price range and customer reviews. 

StyleSnap suggestions will direct business to retail or brand partners such as ASOS, 
Stitch Fix and Uniqlo. More likely, it will drive business to Amazon’s growing 
roster of private brands that will now tap into the reach and sway of Instagrammers 
and bloggers enrolled in their Influencer Program. 

Influencers can expand their audiences and in return earn commissions by 
recommending Amazon items. However, the ability to capture style and trend 
information for free and then use proprietary AI algorithms to copy products may 
earn the scrutiny of intellectual property holders and anti-trust investigators.

AMAZON'S THE DROP STREETWEAR
Will consumers buy from The Drop, Amazon’s new influencer-inspired private 
label streetwear brand, the limited edition flash sale model used by cult brands like 
Off-White by Virgil Abloh? 

The Drop styles will be introduced worldwide, each with a ‘trend’ story from 
a different influencer. The garments, which are available for only 30 hours or until 
sold out, go into production at Amazon’s contract factories as soon as the collection 
sale ends and are shipped within 10 days. 

The limited edition nature of The Drop is marketed as waste reduction coupled 
with exclusivity, a strategy that will be used to sell basic private label apparel. 
Most importantly, because orders are pre-paid, style or size errors are minimized 
and Amazon’s inventory risk is virtually eliminated. Unworn returns are allowed 
for up to 30 days, but return shipping fees apply. 

CONNECT & CUSTOMIZE 
Customers can touch, try on and then provide feedback about hand-printed designs 
at the new Thief & Bandit atelier, which recently opened on Barrington St. 
in downtown Halifax. For ten years, Amie Cunningham has designed, produced 
and sold her line of women’s and children’s clothing through an online Etsy shop. 
In May, she opened a second-floor space to silk-screen her customized designs 
onto organic cotton jersey and raw silk fabrics. 

Thief and Bandit, Halifax
Courtesy of thiefandbandit.com

Introducing The Drop by Amazon 
Courtesy of Amazon

Thief and Bandit, Halifax
Hand printed silk crop top and wide leg pant 

Courtesy of thiefandbandit.com
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ARITZIA: ADVICE FROM THE TOP 
At the Retail Council’s STORE Conference, 
Joe Mimran asked Brian Hill, CEO of Aritzia, 
how he built a chain of 100 stores, including 
sibling brands Wilfred, TNA and Babaton, split 
between 70 locations in Canada and 30 in the US. 
“We started off as retail selling other brands, when
  we saw how Club Monaco and Next in London
  were doing it, we started putting Aritzia on our 
  clothes and then added new brands to chase other 
  customers. Our own brands gave us flexibility 
  and better margins. I think there is something 
  romantic and fun about boutique business, to come
  in and explore different things. We now have
  11 brands and we have been about 95% vertical 
  for the last 7-8 years. It does present marketing
  challenges. We haven’t done a lot of traditional
  advertising, until last year when we worked with
  Kendall Jenner and other influencers. We’re doing
  a lot on social now, but that is changing.” 
Mimran also asked how Aritzia achieved eighteen 
consecutive quarters of sales growth. 
“To get that consistency you have to balance both
  fashion and business,” said Hill. “You have to get
  your infrastructure to match sales, and not get too
  far ahead or behind.” 
As the company grows, his biggest challenge today 
is getting the right people. Aritzia sales reached 
C$871 million in fiscal 2019 and there are plans 
to open six boutiques in the U.S. in fiscal 2020, 
four of which will be in new markets. 

Consumers expect small retailers to be friendlier and 
more honest and helpful than large or chain stores. 
That is the finding of a study coauthored by 
Pankaj Aggarwal, a University of Toronto 
(Scarborough) marketing professor, and Linyun Yang, 
an assistant professor at Darla School of Business 
at the University of South Carolina. 
The study, published in the Journal of Consumer 
Research, looked at how company size not only 
affects customer expectations, but also how 
customers react differently to bad behaviour 
by small and large companies.

   “It feels very wrong when a small business 
     mistreats us because we expect them to be 
     warmer and friendlier,” said Aggarwal. 
   “On the other hand, we don’t expect larger  
     companies to be particularly warm or friendly, 
     so when they fail to be nice it doesn’t come as
     a big surprise. Customers may perceive 
     a company like Amazon as less warm and
    friendly than a smaller competitor, and they 
     may punish Amazon less when it engages 
     in that behaviour.”

SURVEY SAYS: LITTLE GUY HELD TO HIGHER SERVICE STANDARDS

100 YEARS OF DISCOUNT SUCCESS 
In 1919, Samuel Joseph Cohen opened the first 
Army & Navy discount store at 44 West Hastings 
Street in Vancouver. Earlier this year, that location 
closed to great uproar. Jacqui Cohen, president, 
CEO and granddaughter of Sam, announced a 
re-launch on social media with a newly renovated 
section of the store at 36 West Cordova Street. 

The store has operated in the heritage-designated 
Dunn-Miller Block at 8-28 West Cordova since 
1948, and owned the Callister Block since 1960. 
Buying distressed goods and army surplus allowed 
them to offer a constant new assortment at 
affordable prices. 

“Army and Navy is one of the last remaining, and
  longest running department stores in downtown 
  Vancouver and is the oldest retailer in Gastown,”  
  says the Vancouver Heritage Foundation. 

“Its legendary shoe sale, first held in 1949, is still 
  a  yearly event.”

“2019 is all about celebrating Army & Navy’s 100th
  anniversary. I am thrilled to be honouring the
  business my Grandpa Sam started in 1919. To mark
  the occasion I decided to create a better shopping
  experience for our customers by consolidating and 
  revitalizing the Cordova Store.”   ~ Jacqui Cohen

HUMANS ARE BETTER STYLISTS 
Cynthia Holcomb, the founder and CEO of 
Prefeye-Preference Science Technologies Inc., 
is unimpressed with StyleSnap. 
 “Solving for visually alike is old thinking and  
  non-effective...even with all the ‘new’ technologies. 
  Since the beginning of online shopping for clothes 
  [cira 1995] online apparel retail conversion rates 
  are still 3% and with staggering return rates of 30% 
  to 40%! Lost in the quest for new technologies is
  human cognition and human sensory preferences.  
  StyleSnap is just another technique based solely on 
  the human-less limitations of computer science.” 

Aritzia store
Courtesy of Aritzia Inc.

Army & Navy 100th Anniversary
Army & Navy via Instagram
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Kendall Jenner wears raincoat and bag 
with LGP graphic monogram fabrics 

keeping the brand visible 
Courtesy of Longchamp

Affordable luxury in Le Pliage bag
Courtesy of Longchamp

Longchamp x Nendo Square
 A mini version of the famous 

foldable nylon tote 
Courtesy of Longchamp

Longchamp x Nendo circle
Courtesy of Longchamp

MINE THE RETURNS
Returns are very costly to retailers, but some stores 
also see an opportunity. Kohl’s, the U.S. 
mass-market fashion department store, announced 
in April that its stores will accept unpacked Amazon 
returns instore - at no cost. Online shopping has 
encouraged consumers to buy extra items or multiple 
sizes to ensure fit or to reach free shipping 
thresholds, making the problem harder for stores to 
manage. Offering free return-to-store means physical 
retailers often have to allocate staff resources at the 
end of each day to re-stock returns, much of which 
is missing price tags or is stale. 

At a recent Store conference, Helena Foulkes, 
HBC CEO, said that online sales across all Store 
channels represent about 20% of sales, a little less 
in Canada. 
“97% of ecommerce returns from thebay.com go 
  to our stores. This says to me people really find
  our stores to be convenient. What our team has
  been working on is how do you create an even
  better in-store return experience. We want our
  customer to think: I’m to going to thebay.com 
  first to buy what I need because I know I can
  return it easily.” Hudson’s Bay is working 
  to make the instore returns process much easier. 

Physical stores also take a hit to the bottom line. 
Unless accounting is adjusted, returns can distort 
same-store sales results. For buyers, returns can be 
difficult to track and can lead to inaccurate buying 
and allocation of sizes and assortments. Returns 
can add transfer costs, end up on the unprofitable 
clearance rack or be re-sold at a steep discount. 
For large retailers, Avery Dennison has engineered 
a re-ticketing system for each store location to get 
merchandise properly bar-code-priced and back 
on the floor or else added to the online clearance 
offering. For most retailers, the best way to handle 
returns is to minimize them in the first place. 

FAST FASHION FAIL 
VS 
FAMILY RUN LUxURY 
Longchamp has sustained a profitable business 
in the affordable luxury market for over 60 years 
by retaining ownership, production control and 
wholesale distribution. In contrast, the troubles at 
TopShop are just one example of how mass 
produced fast fashion retail is being challenged 
all over the world.

Jean Cassegrain is the CEO and grandson of the 
founder of the company best known for ‘Parisian 
handbags with a thoroughbred pedigree’. He has 
embraced a new vision to expand in the US and 
China. Sophie Delafontaine, Creative Director, 
has added contemporary product extensions, 
which connect to original heritage - most 
famously the nylon Le Pliage foldable tote. 

Longchamp’s flagship and popup stores opened 
in New York and Los Angeles in addition to the 
one in Yorkdale, which opened in 2015. The retail 
venture compliments its existing distribution at 
Bloomingdale’s and Nordstrom and helps to build 
North American brand awareness along with social 
media and an ecommerce presence. The company, 
named after a famous racetrack, sells on WeChat 
to Chinese consumers seeking an authentic Parisian 
luxury brand and has announced a new version of 
Le Pliage from Japanese designer nendo.

Fashion has been a small part of the Longchamp 
offer since 2006, but the first runway shows at 
New York Fashion Week featured bold Bauhaus 
inspired prints before front row celebrities including 
spokesmodel Kendall Jenner, Kate Moss and 
Priyanka Chopra. 

Available at Longchamp stores and online, fashions 
are primarily a draw to help sell highly profitable 
handbags, belts and luggage. 

“Fashion really helps to create the identity of 
  the Longchamp woman and it helps to create
  the desire, the excitement,” said Cassegrain in an 
  interview with Business of Fashion last September. 
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Tribal Clothing’s new studio space in a former Montreal warehouse received the Grand Prix du Design 
award for its fresh white and light-filled space and on trend furnishings for workspaces. 

GOOD DESIGN 
Awarded the 2019 Lexus Design Award Grand Prix, prototype ‘Algorithmic Lace’ by Lisa Marks uses 
advanced three-dimensional modeling to handcraft bespoke bras for breast cancer survivors who have 
undergone mastectomy surgery. The result is a combination of function and beauty that positively 
impacts the survivor's body aesthetic while also providing fully customized structural comfort. 

     “When we think of algorithms, we usually think of computers and the high-tech industry. 
       But the textile    industry is where algorithms were first deployed as a means to realize 
       new aesthetic choices in fabrics during the 19th century. Lisa Marks’ ‘Algorithmic Lace’ 
       project not only feeds on that rich history, but goes even further back in time to incorporate 
       a 16th century technique for weaving complex lace patterns.”            ~ John Maeda, jurist                                                                                                                      

DISRUPTED DISCOUNT CHANNEL 
In North America, retailers Saks Fifth Avenue 
and others began diluting their own retail 
power years ago by adding knock-off discount 
‘outlet’ distribution channels. 

It is no longer going well. HBC has put its 
Saks Off 5th chain under review. Meanwhile, 
based on their value proposition ’Winner’s 
and Marshall’s off-price chains of TJX Corp. 
have gobbled up the upper-middle market 
share from mall-based chains, independents 
and department stores. 

RESALE DISRUPTION 

Your next big retail competitor could be one of 
your customers, especially if she buys an item on 
sale and then resells it for a profit. Everyone 
loves a brand name bargain and retailers have 
trained consumers to wait or hunt for a deal.

Now consumers are becoming retailers too by 
re- selling their closet at 40-60% of the original 
price using online resale platforms such as 
US-based TheRealReal (at the high end), 
ThreadUP and Poshmark, which recently 
began beta testing in Canada. 

Retail resale is fast becoming a disruptive 
retail channel growing 21% in the past three 
years and predicted to grow from US$24 bn.
today to $51 bn by 2024, according to a 
GlobalData poll of 2,000 women conducted 
for ThreadUP earlier this year.

The San Francisco-based company claims to be 
the world’s largest online consignment platform. 
The study also showed those aged 18-37 were 
2.5 times more likely to adopt thrift shopping 
for second-hand apparel than older consumers.

This is consignment on steroids: resellers don’t 
own the product; they charge a fee to both 
suppliers (resellers) and buyers; and they get 
them to do most of the work (take photos, 
describe the product, post on a platform, pack 
and ship the garment). 

Resellers own the data, avoid development 
costs and take no inventory risk. They also do 
not pay for retail rent, warehousing or shipping. 
The online resale game winners will be the 
search algorithms that find hot brands best. 

Resale platforms are racing to attract investors, 
sellers and buyers with a promise of a circular 
economy and ‘thrill of the find’ brand bargain 
hunting, which consumers have been well 
trained to do. 

Lexus Design Award 2019  Grand Prix
Algorithmic Lace by Lisa Marks

Tribal studio
Photo : Maxime Brouillet
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WINDOW DISPLAY 
Store windows are silent salespeople. Ja Studio 
in Donostia (San Sebastian) Spain is known for 
highly sculptural installations. A display of 14 
URA raincoats won the Frame Award for best 
window display of the year. Unusual frames and 
repetition of the same style made an impression. 
Arresting displays draw people into a store and 
help drive sales. 

Ja Studio window with URA raincoats 
Awarded Window display of the Year

 Photo : Pablo Axpe (Via V2com)

SMART MIRRORS 
Mirrow is a startup company that built an affordable
‘smart mirror’ connected to the RFID tagging 
system. Tell me what size my customer needs, and 
bring the add-on item. Customers can request sizes 
and browse recommendations from a mirror in the 
privacy of a change room. Sales staff can identify 
upsell opportunities and garner important data. 
Retailers pay US$199 per mirror per month and 
usually see a lift in apparel sales of 4-5% or about 
$1,000 per month, says founder Alek Safar.

Mirrow has been tested at some notable retailers 
such as adidas and Mustang Jeans. The strongest 
business case for using a smart mirror may be in 
the intimate apparel or swim categories.

Adore Me, the fast-growing lingerie e-commerce 
company, has tested Mirrow along with other 
interactive digital systems in their second 3,600 s.f. 
physical store at Bridgewater Commons mall in 
New Jersey. 

Adore Me announced aggressive plans to open up 
to 300 retail stores with advanced technology, 
including smart RFID fitting room screens and 
IoT (internet of things) to collect, analyze, and 
visualize data about in-store customer engagement 
that includes tracking conversion of try-on to 
sell-through. 

Adore Me has attracted Brookfield Properties Retail, 
the mall’s owner,  to help with their bricks and 
mortar expansion and the ‘new face of lingerie’. 
Morgan Hermand-Waiche, Adore Me Founder 
& CEO, announced the new store last November 
saying:

  “Following the success of our first store, I'm 
    thrilled to see what the future holds and hope
    to impress customers time and time again.” 

INCLUSIVE DESIGN 
Andy Thê-Anh has been appointed design director of Addition Elle, Reitman’s owned plus size retailer. 
His imprint on the plus-size specialty chain will arrive at 139 stores for spring 2020. Meanwhile, a newly 
designed concept store reopened in May at Carrefour Laval with interiors created with local artisans 
and displaying a new exclusive mix of brands in extended sizing - Levi's, Body Glove, Calvin Klein, 
Birkenstock, New Balance, Lucky Brand, and Girlfriend Collective. 

    “Our goal is to create a store that is inviting and beautiful … with an authentic atelier feel. 
     We have an area dedicated to services such as reservations made online for a personal stylist 
     or bra fittings, pick up of online orders and returns.”    ~ Jonathon Fitzgerald, Group president

To encourage customer engagement in stores, the retailer is developing collaborations with local designers 
and artists as well as beauty, health and wellness brands for their Addition Elle ‘Live Series’ to be held 
in Montreal, Toronto and Vancouver locations. Stores will host themed events such as talks or workshops 
from female entrepreneurs, embroidery and chocolate making, or the benefits of essential oils, 
floral arrangements and meditation classes. 

Adore Me has partnered with StoreAdvise, among other retail 
technology companies to design an IoT store of the future

Courtesy of StoreAdvise

Addition Elle New concept store at Carrefour Laval
Courtesy of Addition Elle
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SMART SIGNAGE 
LG Electronics has introduced new digital signage called ‘Transparent Colour LED Film Display’.  
It’s like a brightly lit movie theatre marquee, but way smarter. It is both a new lighting technology 
and a way to capture real-time data for analytics. The LED-embedded film can be integrated with 
any glass surface such as windows, walls and railings to project images, messaging and branding. 
It can be scaled to fit and is quickly programmed to change messages and visuals for a campaign, 
a promotion, or time of day, all based on a feedback loop from consumer interactions. 

Montreal-based iGotcha Media is a digital interactive studio creating screen-based experiences 
using LG’s operation system, WebOS 4.0. They work with clients such as Birks, Browns Shoes, 
Cirque du Soleil, Reebok and Rockport. 

      “One of the main benefits of these sophisticated integrations is the wealth of analytic 
        data that is generated,”     ~ Greg Adelstein, president, iGotcha Media in a release. 

If store experiences are key to the future of retail - some think every surface of a store must 
contribute to the data stream. More data is potentially useful, but the value of smart signage begins 
with the flexibility and cost savings over conventional printed signs and the staff needed to 
change them. 

Novelty and bright lights attract attention, but like a theatre marquee, the goal is to bring people 
in the door. If a proliferation of signage, moving messages and flashing lights is not carefully 
placed it could make the retail experience too much like a carnival.

FrontRunner WindowShoppingTM

SMART WINDOW SHOPPING
Regina-based FrontRunner has trademarked 
the term WindowShoppingTM. They specialize in 
providing street-level pop-up projections onto dark 
retail windows. Nathan Elliott, founder and CEO 
is taking an out-of-home media approach. Vibrant 
digital interactive signage attracts attention, and can 
capture geo-located demographic data on consumer 
interactions. They create location-specific content, 
and can host third-party ads which can reach and 
engage with people on the street. 
That allows landlords to monetize vacant space, 
and ultimately lease space faster. Retailers could 
use the technology to test a possible retail location 
before signing a lease. Another possibility is a 24/7 
shoppable window. 
“We have the technology to turn any window into 
  one big iPad. We can elevate a store front outside
  of store hours with their online shop or catalogue,
  and turn it into a point of purchase. You could
  have a window-based business.” 
Presumably a retailer could also monetize some 
of the signage space to a vendor. FrontRunner has 
done proof of concept campaigns with major retail 
landlords, adidas, BMW, and is working to launch 
windows later this summer with Nordstrom and 
online e-commerce platform Shopify.

“We give new meaning to WindowShoppingTM” 
FrontRunner - Nordstrom Interactive Stills

LG transparent colour LED film display
Photo : K.Mogg

LG double-sided LED screen
Photo : K.Mogg
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SUSTAINABILITY 

Sourcing handbook by Adila Cokar

G7 PUSH FOR COMMON STANDARDS 

The complexity of standards is a challenge for suppliers, buyers and consumers. In January, Kering updated 
its original standards to reflect growing concerns in the fashion sector such as regenerative agriculture 
and faux fur, which can be unclear and complex. In August, the G7 Summit will be held in Biarritz, hosted by 
French President, Emmanuel Macron. He has called on the head of Kering SA to lead a group of brands to set 
unified sustainability goals before the summit. Marie-Clair Daveau, chief of sustainability at Kering, says all 
of their luxury houses are prepared to be global leaders with plans to achieve a 40% reduction in environmental 
footprint and a 50% reduction in greenhouse gas emissions, plus support for social and animal welfare and 
sustainable innovation.

After signing the UN Fashion Charter for Climate Action, the company launched an open-source suite of 
industry-leading standards on materials including synthetics and silk. It also developed standards for 
regenerative agriculture and ways to improve animal welfare in luxury and fashion and has committed to working 
only with models aged 18 and over. The company also launched a hackathon to drive greater transparency and 
innovation in sustainability. 

HOW A SMALL BRAND CAN SOURCE SUSTAINABLE PRODUCTION
Sourcemygarment.com is a resource to help Canadian designers and brands find ethical sustainable garment 
production facilities scaled to fit small to medium sized orders. Founded by Adila Cokar in 2014, it provides 
affordable tools and resources such as textile and trim supplier listings, production and budgeting tools, 
and sales agreement templates, along with consulting and full-service production. They also produce 
TheGoodTee, an ethical source for wholesale blank t-shirts used for custom private label programs. 
“When it comes to launching a fashion line, production is one of the most challenging processes”. 
Cokar compiled her advice into her new book ‘An Insider’s guide to Responsible Offshore Manufacturing’.

FINDING A SOLUTION
At the OTDC textile waste symposium, keynote 
speaker Bettina Gilbert, a program manager from 
WRAP UK, discussed her organization’s 
development of best practices in textile diversion and 
how to find collaboration partners and run consumer 
education campaigns. She described how WRAP 
has a sophisticated economics team that works with 
brands and retailers on design, sourcing and 
production. 

It’s part of their extended producer responsibility 
program that is intended to extend the useful life 
of clothes, identify best value from reuse and 
recycling, and keep clothes out of landfills. 
Although retailers had mixed feelings, the consumer 
campaign ‘Love your Clothes’ was able to 
measurably extend clothing use by 9 months. 

The Ontario Textile Diversion Collaborative 
officially launched its new consumer awareness 
advertising campaign in the fall. The key message 
of the campaign, created pro bono by Public Inc., 
is the importance of donating unwanted textiles so 
that they don't end up in landfills or recycling bins. 

The creative materials for the campaign are free 
to any Ontario municipality in exchange for their 
commitment to use a textile diversion audit template. 
That should help to measure the campaign’s 
effectiveness and estimate the amount of textile 
waste in each participating community. 

Love Your Clothes dirty laundry 
consumer campaign in the UK

Courtesy of WRAP

GROWING RETAIL GREEN
Malls and retailers are gradually adding green to their scene to purify the air and create welcoming 
environments. Since 2010, Ginkgo Sustainability has installed over 300 green roofs and walls in 
downtown Toronto - about 45 acres (180,000 square meters) of green roof area. In 2016, they installed 
a ‘statement’ 170 s.f. green wall in the Icebreaker Toronto store on Queen St. W. to bring living nature 
into the retail environment. Icebreaker, founded in New Zealand, was bought by VF Corp in 2017. 
Known for its fine merino wool base layers, its rapidly expanding wholesale and retail footprint in 
Canada retains an eco-friendly outdoorsy image. 

Mossart plant wall system for Icebreaker 
Toronto store By Nature Design

Courtesy of Ginkgo Sustainability
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TExTILE DIVERSION STRATEGIES 
The Ontario Textile Diversion Collaborative 
hosted a day-long symposium in April to look into 
various circular fashion and textile waste diversion 
strategies from Halifax, Markham and Vancouver.

Experts from fashion, municipal waste management 
and NGO’s discussed how to structure and implement 
textile diversion strategies among industries, 
governments and consumers. It was clear that 
textile waste management is one of the largest and 
most complex challenges and that there is no 
one-size-fits-all diversion solution. 

OTDC is an independent organization of over 40 
stakeholders led by Fashion Takes Action, Sustainable 
Strategies & Solutions, Value Village, Salvation Army, 
Diabetes Canada, the Cities of Toronto and Guelph, 
TRCA Partners in Project Green and the Retail 
Council of Canada.

TORONTO MAIN STREETS SURVEY 
For the first time, the City of Toronto in cooperation 
with business improvement areas organized a consumer 
and business survey of street-level retail. The Retail 
Main Streets Survey will gather information to help 
the city direct plans and policies for the future of 
retail avenues - what they might look like and what 
type of stores, services and amenities are desirable 
and viable. Results of the survey will be delivered 
to the City in the fall to be tabled at Council. 
Michael Thompson, Scarborough Councilor and 
chair of Toronto’s Economic Development says 
the idea is to learn from the people most affected. 

    “We know the retail landscape is changing 
      dramatically. It's not the demise of retail; 
      it’s the innovation and creativity of retail 
      that we want to look at to see if we can 
     add some value.” 

MAKING PROGRESS
Purpose meets Progress is the theme of the 
WEAR2019 Conference in Toronto. Fashion 
Takes Action is organizing the event held on the 
7th and 8th of October. A preliminary line up of 
speakers includes Patrick Duffy from Global 
Fashion Exchange, Steven Bethell from Bank and 
Vogue, Karine Kicak from the Aldo Group, and 
Michael Savarie from Hemp Black. 

Free access to a Global Sustainable Fashion 
Resource Toolkit, a web based platform featuring 
hundreds of resources (reports, case studies, 
guidelines and standards) is available in September 
for registered attendees. 

Kelly Drennan commented on a recent Pulse Report 
indicating a slowdown in sustainable fashion.

“We believe there is a massive shift underway, 
  with more and more apparel brands investing  in 
  sustainability strategies. And while it may in fact 
  have slowed down for some of the largest apparel
  companies, we are witnessing a steady increase in 
  awareness and action among North American brands.” 

DIGITAL DISRUPTIONS 

Instagram introduced in-app shopping capabilities in March followed by its own @Shop handle. 
Of nearly 1 billion users, about 20% visit the ‘explore’ page and most follow at least one brand account, 
which is a massive audience to monetize.  Facebook just announced Libra, a crypto-currency consortium 
with Visa, Mastercard, Uber and other partners. 

It appears to be a trial balloon to see if banking regulators will step in and allow them to control more elements 
of online transactions while paying ‘nearly zero’ in fees to send money or make purchases through its 
Calibra wallet inside Messenger and WhatsApp. Pinterest is making a push to gain active users as it 
gets ready for an IPO later this year. People use the visually driven platform for inspiration and to ‘pin’ 
their discoveries.  Shoppable pins and business accounts are already a big part of Pinterest. 

DIFFERENT TUNES
The privacy concerns of users may be the least of the worries for today’s dominant platforms - Instagram, 
Facebook or Google. Governments are increasingly taking action and Gen Z, the next generation of 
consumers, is moving to other online platforms such as Twitch, Reddit, TikTok, Imgur, Unfold, Brat, 
NTWRK, and Lomotif according to a report of online habits of those born between 1995 and 2010 by 
Zebra IQ, a marketing and insights company. An estimated 2.4 billion Gen Zs around the world are 
the first generation to grow up with the internet and take smartphone technology as a given. Gen Z is 
fashion’s next generation consumer and they have already established very different media habits and 
customs, which fashion brands and retailers cannot ignore. 
With over a billion downloads, the TicTok chat app has seen a rapid rise to top of the app charts since it 
was launched in 2016 by Chinese tech firm Bytedance. Users upload 15 second videos decorated with 
stickers and effects that make fun of unrealistic Instagram-worthiness. About two thirds of 500 million 
active users are younger than 30 while core users are teens aged 16-18 in top markets - India, USA, 
Turkey and Russia. 
That access to global youth has attracted musicians, celebrities, influencers and, naturally, fashion brands 
(Poshmark, Burberry, Calvin Klein and Guess) seeking young global audiences. In one video, 
Canadian musician Shaun Mendez talked about his music wearing Calvin Klein, which resulted in 
the brand’s highest ever engagement rate of 30% measured by likes, clicks and other interactions, 
exceeding by ten times the results of a 2015 Calvin Klein campaign with Justin Bieber. 

FIGHTING FOR EYEBALLS, AD DOLLARS &TRANSACTIONS

CONCERNED NETIZENS 
In a new survey of 25,000 internet users around the globe, social media companies 
emerged as the leading source of user distrust on the internet - surpassed only by 
cyber criminals. Of those who distrust the internet, 75% say Facebook, Twitter and 
other social media platforms contribute to their lack of trust. The fifth annual 
CIGI-Ipsos Global Survey is the world’s largest and most comprehensive 
survey on behalf of the Centre for International Governance Innovation 
in Waterloo, Ontario, in partnership with the Internet Society (ISOC) and 
the United Nations Conference on Trade and Development (UNCTAD). 

“This year’s survey of global attitudes not only underscores the fragility of the 
internet, but also netizens’ growing discomfort with social media and the power 
these corporations wield over their daily lives,” said Fen Osler Hampson, 
director of CGI Global Security & Politics program. User distrust has led 
some of those surveyed to reduce what they disclose online (49%), to take greater 
care to secure their devices (40%), and use the internet more selectively (39%). 
Conversely, only a small percentage reported making use of more sophisticated 
tools to protect themselves online like encryption (19%) and routers or virtual 
private networks (12%) . 

Shaun Mendez sports and Calvin Klein 
talks music in a successful TicTok campaign 

Courtesy of ZebraIQ
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Coco Rocha and Sylvia Mantella presented Sid Neigum with the 2019 
CAFA Womenswear Designer of the Year Award. Neigum also received 
the Suzanne Rogers Designer Grant for International Development. 
The $20,000 grant recognizes an outstanding Canadian fashion designer or 
brand that has demonstrated significant impact, growth and maturity, and is 
poised to expand business internationally. The panel of judges consisted of 
Suzanne Rogers, fashion strategist Suzanne Timmins and designer Todd Lynn. 

Perhaps more notable than the glamour of the awards is CAFA’s announcement 
of a new partnership with Ravel by Cadillac Fairview. Ravel is a digital 
platform created with an anchor investment from Cadillac Fairview, a new 
$150 million fund from Framework Venture Partners. Ravel by CF aims to 
enhance retail shopping experiences, support Canadian designers and connect 
them to emerging and established retailers and the fashion industry at large.

“In order to bring back the fun of physical retail, we set up the Ravel platform 
as a digital enabler to bridge between online and physical retail. We wanted 
to take a step aside from being a landlord and play a partnering role,”
                                               ~ Jose Ribau, EVP digital at Cadillac Fairview. 

In its new role as a multi-brand popup, Ravel is taking an active role in 
providing seamless sales transactions with 9 designer brands. It will monitor 
results with an AI-powered real time consumer awareness and feedback survey 
conducted by Chatter Research. 

AWARDS

House of Chanel and Fendi held a memorial for designer Karl Lagerfeld on 
June 20 at the Grand Palais in Paris. To oversee Lagerfeld's namesake label, 
Chanel appointed co-creative directors veteran studio chief Virginie Viard 
and image chief Eric Pfunder. 

Bonnie Brooks, former vice chair, president & CEO of Hudson's Bay Company,
was appointed Interim CEO of women’s clothing retailer Chico’s FAS in April. 
Brooks had been on the board and replaces Shelley Broader who resigned. 

PEOPLE

Ultimately, this partnership of technology, marketing and brand will roll out to 
other malls across Canada if the technology proves useful.

Vicky Milner, president of CAFA, said “Ravel by CF is a great partner and 
will enable us to scale this popup concept across the country. I'm excited to 
bring Canadian designers to regular shoppers. This is about educating, 
discovery and maybe changing their buying decisions.”

“My vision was to take the idea beyond the (CAFA) gala and hashtag. 
  To give designers the chance to be showcased in a major shopping centre.”
                                           ~ Paulo Leone, cofounder, Wear Canada Proud™

2019 CAFA Awards at the Fairmont Royal York gala were also presented 
to celebrity photographer Douglas Kirkland for outstanding achievement, 
designer of the year award to Christopher Bates (Menswear), Mackage 
(Outerwear), and Dean Davidson (Accessories). Matt & Nat received the 
Fashion Impact Award and KOTN received the H&M Fashion 
Sustainability Award. Other awards went to Focals by North (Joe Fresh 
Fashion Innovation), Max Abadian (Image Maker), Cary Tauben (Stylist), 
Tasha Tilberg (Model), and Krow Kian (Fresh Face). The CAFA Swarovski 
Awards for Emerging Designers, which includes a C$10,000 grant went to 
Marie-Ève Lecavalier for fashion and to Corey Moranis for accessories. 

Alannah Weston succeeded her father, Galen W. Weston, as Chairman of 
Selfridges Group. The elder Weston is retiring to become chairman emeritus. 

Anders Holch Povlsen, the billionaire Danish founder of Bestseller global 
retail and wholesale company, sadly lost three of his four children in the April 
bombing in Sri Lanka. Bestseller has namesake and branded retail stores as 
well as extensive wholesale distribution of ONLY, Jack & Jones, Noisy May 
and Selected Femme/Homme brands in Canada.

SUSTAINING THE WOW FACTOR 
Sourcing Journal (a division of Penske Business Media) in collaboration with 
Cotton Incorporated launched ‘Sustaining Voices’, a year-long web series to 
honour the latest innovations, products, companies and individuals leading 
the way to a greener apparel industry. Sustaining Voices will recognize 
the efforts across five categories: raw materials, supply chain and logistics, 
brands and retailers, factories, and initiatives. Honorees are selected by 
Sourcing Journal in consultation with a select group of apparel industry 
experts who considered the “wow” factor, uniqueness, scalability, buzz 
and impact each person, program or company had on sustainability in 
the past year. Honorees named in the raw materials category included: 

We aRe SpinDye• ® - for scaling up its sustainable synthetic-textile dyeing 
process 
PrimaLoft•  - for innovating a recycled and biodegradable polyester fiber 
and textile 
Polartec•  - for developing a synthetic fiber that actively resists shedding 
Lenzing•  - for increasing the amount of post-industrial recycled cotton 
in its Tencel x Refibra lyocell HeiQ 
DuPont•  - for collaborating on a first-of-its-kind PFC-free water-repellent 
finish for leather 
Alfie Germano•  of Nanollose - for using coconut waste to create the first 
tree-free viscose rayon 
Isaac Nichelson•  of Circular Systems - for advancing the transformation 
of agricultural waste into high-value textiles 
Akshay Sethi•  of Ambercycle - for simplifying polyester extraction and 
recycling from castoff mixed-fiber garments 

Sid Neigum receives 
the Designer Grant for 

International Development 
from Suzanne Rogers at the 

2019 CAFA Awards
Photo : George Pimentel


