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"PREFACE . -~

This report was prepared for the Apparel and Textiles :

ﬁBranch of the Department of Industry, Trade and Commerce to

" proVide persons in industry and government who are interested '

Ain the viability of the Canadian Apparel Industries with an

'insight into the supply/demand situation for fashion designers

"in Canada and the role which fashion design plays at this stage

in the development of the Canadian industries. It represents

-.the views: of the author and should not be regarded ‘as expressing

: Government Judgements or policies which are, likely to be adopted.,

The Board of Directors of Fashion/Canada are studying

this report With the obJect of recommending a program to industry S

and the Prov1ncial and Federal Governments to-meet the various

: needs_which Mr. KuZik'has identified. |

Since drafting this report Mr. Kuzik has accepted the

_position as Executive Director, Apparel Manufacturers Assoc1ation

of Ontario. He may be contacted at

7th Floor, Hearst Blobk
Queen's Park,.
900 Bay Street

-, Toronto - 182, Ontario.

: -Telephone' 965~ 7196

Extra copies of this analysis are available from the Fashion.

Office, Apparel and Textiles Branch Department of Industry, Trade

-and Commerce, Ottawa._ KlA OH5




Page 2.

IVNTR'ODUACTION

The hlstory of fashion. de81gn in Canada. reflects the anomaly of

'rapld growth with limited development.

~Centu'ri‘esvagb fhe European Qogue for Beaveﬁ hats.and coats created
a fu?iiedustry;',Fabric mills;_clotﬂihg_and foetWear mahufaétﬁrers
Afoliowed and esﬁabiished an early end continuing Canadian repptation
for qualiﬁy merchandise with fuﬁctional‘styling. Teday statistiee

_record the annual sales from these industries in billions of dollars.

'Desplte this growth for the most part fashlon de31gn 1n Canada,
continues to be derlvatlve. _There are a few enclaves of~or1g1nallty -

:~1argely in Montreal - but essentiallY»Canadian fashidn follows inter-

‘,.natlonal trends,,wlth recognlzed creat1v1ty prlmarlly achleved by

outstandlng 1nd1v1duals raiher than the comblned and sustained efforts:

of 1ndustry sectors or geographic areas.

Clothing and footwear are consumer necessities. However, with our - =

: étage of:economic development, Canadians_purchase.hqre'clothes and

‘ ehbes than ehey require'on-a_"need"‘basis.‘ Increesingly expenditﬁ;ee
are made>oﬁ an'"impulse' bas1s; on the consumer 's changlng impressions
.of. good taste, 1nd1v1duallty, style, on generally psychologlcal and

_ 5901olog1eal factors. Collectlvely,'ﬁhese are termed fashlon demandA
iwith fashion;defined as the genefal public'acceptance of a particular
item of epparel; It ig in serv1ng thls demand that the apparel

1ndustr1es ex1st in their present magnltude.
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The point of conSideration is that the Canadian manufacturers .
. s b .
'fprimarily look to. international sources for inspiration and influence,

rather than generating an independent current Within the fashion main-

.stream. This results in a reduced potential for export sales,
diminished ability to compete against umports, as well as a dearth of

employment.opportunities for many of our creative-people.

This paper reviews‘theZfashion‘design situation within-the apparel
industries. An assessment is made in economic not artistic terms
The obJective is to examine the role of fashion in these industries,

:and to determine at which stage the maJority of apparel firms are,

in the continuumnfrom total copying_on the one extreme to sustained~~_

originality on the other. With greater briginality in fashion design,
. the competitive pos1tion of these industries is enhanced, With

effective merchandiSing and efficient manufacturing, it is maXimized.

_This; report .is the Product:~_of-discussions held with a ~wide crossf‘
sectionnof senior.management in euhry major industry sector;“product

‘ ggroup and geographic concentration in Canada This was supplemented
by interViews With retailers, sales personnel, government officials, B
association directors, teachers of fashion deSign, as well as fashion :

designers.

: I would like to acknowledge the special contribution of’ Mr YVes
_Grignon . Who undertook ‘the interView program Within the footwear

industry




'Iage-H.“

This paper has two main.objectives: 1dent1fy1ng the. supply—demand
situation for fashlon deslgners in the Canadlan clothlng and footwear
.(apparel) 1ndustr1es, and recommendlngfa deslgner development program;
'Each are the subJect of the second and th1rd chapters respectlvely
An 1ntroductory chapter on fashion 1s~prov1ded fortthe amoun' of
deslgners requlred by the apparel 1ndustry w1ll reflect in: sequence;

the demand for fashlon by the Canadlan consumer, and the requlrements

for fashlon deslgn by the apparel manufacturer

I trust that thls report 1s as the length of a women 's dress, short

enough to be 1nterest1ng, yet long enough “to cover the subJect

' Chris S\anik. —
Industrial Officer,
Apparel and Textiles Branch,

Department of Indnstry, Trade and Commerce

’ December,-l972
Ottawa, Ontario
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 CHAPTER I
AN ANALYSIS OF FASHION

The functioﬁal»relationship~between fashion and the clothing
. and footwearAindustries'is best expressed by the'following axiom:

"It is fashion‘that makes the apparel industry,
" more than industry which mekes fashion."

- Fashion creates\the effectiVe'demand for a product, Which a.
‘manufacturer, if astute and aggressive, can service. Fashlon results o |
in the obsolescehce of the‘previous'product‘- it is (psychologlcally)
'out of style' encouraglng addltlonal expendltures for a newer model
" .even though the orlglnal product may have many years of service left.
. ™Me economic role of fashion is to promote
"obsolescence and to 1nfluence consumers . to
‘purchase‘garments beyond their mere replacement
needs. From season. to season; style changes
_may seem small, and a woman may be able to
'get by' w1thout giving into a new fashlon, but
as time passes, her resistance must decrease,
‘lest she become consp1cuous by Wearlng what now
is man1festly last year s fashlons} ¥ -
- ;Fashion in general sense has-been called'the force behind-most N
gdiscretionary stending. It 1nfluences not only what we wear, but -
-also what we do and how we llve._ Halrstyles,ovacatlons, methods of .
‘raising Children, residential housing'locatiohs, are part of a long
llst of elements under 1ts sway, although fashlon is normally assoclated

_W1th apparel, partlcularly women s apparel. H1storlcally fash1on was

.the prerogatlve of the few, today 1t is the concern of the many

% ‘Helfgott, R.B. "Womeh's and Children's Apparelﬁ;‘page:60.
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eFashion in the'apparel industries is the,designdngAand mannfacturing
" of clothing and_footvear for peopie in harmony with their needs,
snrroundings;"thSiques; activities and.personalities. It is not
based on a fragmenfary whim of.a creative designer, nor today is it
dicfaﬁed by anj‘one~sonrce such as Paris or Rome (although these

influences remain considerable).

Fashion results from the interaction of three.sources:; first, the
.creatlve expresslon of the deslgner, second the 1nvestment in
'productlon by the manufacturer thlrd the degree of consumer acceptance
as reflected by retail sales. Des1gners through their manufacturers
propose rather than impose fashion. Not ohe of these alone can set
a'fashion:£rend. Each inflnences the other.. Since”the'consumer is

also a product. of nis society,.not soiely a deterninantjof'demand,

~ his fashion requirements,reflect the.dynamics of social'change.

_ There‘areﬁthree dimensions in analysing the diffusien of fashion:

- economic, sOciological and psychological. Fashion involves change, and

the'acceptance of change by large groups. Economists note that eXpend—‘

1tures for more fashlon are dependent upon increased. purchas1ng power
(personal dlsposable 1ncomej With more people having larger 1ncomes,
>'tne greater the tendency for_additional_purchases of_fashion apparel.
Sociologists have observed tne tendency of fashion»to “trickle down"
'to‘percolate from one social ciass to anofher, usuallyiin.a:donnnard

direction. With rising incomes and education shared over a wide range
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of the population and’geogfaphic and‘eccupatiOnal mobility, the
SOCielogicéi influence has declined coneiderably. In its place
the'psychdlogieal influence has become paramount.
"Self-confidence rather than self-expression is the
" basis for those mental expressions we wish to convey
- first to ourselves and then to others. We may need
to convince ourselves that we are attractlve, efficient,
capable of 'good taste'. Fashion can protect us from.
psychologically grounded fears that are socially’
engendered. It protects us from obscurity; from .
ridicule, if we are different or  if we lack taste. It
protects the anxious and immature inner-self from
- outer attack," ¥
Whatpestablishes the fashion cycle momentum;:howeVer, is a combination
‘of the economic; sociological and psychdlogical Rising incemeSAWith
populatlon growth support more - fashlon expendltures, w1th the actual
_ choice dependent upon a conbination of the soc1olog1cal and psychologlcal -
Vthe.(apparently contradlctory) need not to be dlfferent (to be '1n style )
: yet to be 1nd1v1dual. The average person w1shesAto wear vwhat he or she
'COnsiders'"eVerone,else" is wearing, yet in.their selection of apparei
to have partlcular comblnatlons of fabrlc, trim, colour and de51gn to

meet 1nd1v1dnal preferences and physiques. What keeps the fashlon wheel

_'roiling,thowever; are style 1eaders.

W1th1n most localltles there are 1nd1v1duals and groups who feel the '
need for 1ndependent express1on. Many teenagers.do not.own/wear'

eonventional men(s suits,_ties, or a particular foundation garment.

¥ Anspach, K. "The Why of Fashion"; pages 26, 27.
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Certaln 1nd1v1duals, ranglng from 1nternatlonally known entertalners
to classmates, feel compelled to ploneer new styles...
"t is 1mportant for style leaders to be among the first,.
in ‘order.to reap the psychological rewards of being in.
the forefront of fashion, and it i1s almost asAlmportant
to flee from the new. style once it is assumed by the
masses, ‘Farther back in the‘procession among the
followers, the motivations are purely social - persons
adapt styles to avoid belng conspicuously tradltlonal
rather than consplcuously orlglnal "ex
Thus the dynamlos\of faSthH.v There is not one prevalllng fashlon-
at any given time. leferent fashlons appear in varlous countrles-
at the same tlme, and W1th1n conflned areds, there are’ llterally
'hundreds of fashlons, some 1n.the;r'pr1me,-others fadlng or begln—
ning,'all'following this basic pattern'which can beigraphically

- portrayed as follows

THE FASHION CYCLE

: Qreation Aqootion Populakizeti@n .‘ Reak s eDeoline
Sales
Time
'*‘ Bonree m1°p1:\od —,Dx.—Anne helnalcguen of the! Unlve1s1ly of Albelta

has Dbeoni condueling. tescw1Lh on style leaders w1fh1n the fashion process.’
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.Applwlng this model to the current s1tuatlon requlres qualrflcatlon

The t1me factor for each fashlon cycle varies w1th each product group,

from several years in fur coats, runnlng shOes and_men 8 socks, to a

few weeks for many 1tems of women's sportswear ‘waever .in all categories,
the time element has been shortened cons1derab1y compared to previous

- years.

-In addition, two major complicationS'are apparent First there are
Vmany "fads" @nlnl fashions), from ethnlc embr01dery to hooded dresses
which come and go qulckly and do not achleve the status of fashlon
When an item receives w1de publlc acceptance, then 1t beoomes, by

deflnltlon, a fashlon Furthermore, if we were to take a Dow-Jones

'~'type average (dlffuslon 1ndex) of all the maJor fashlons, we would

flnd the ex1stence of styles (long term fashlons) They usually

:are dep1cted as the 1ength of 8 woman 8 dress, heel or shape of the

: tsllhouette and change more gradually in harmony w1th soolal changes..
Manufacturers in the more expenslve apparel areas (women s coats, men' s_

su1ts) must be partlcularly aware of thlS cycle.

The second complication is that there is‘not just aAfashion cycie, but’

_in.fact there are‘three'cycles -a design;cycle, a fabrio cycie, |
and.a colour cycle. - Denims, cordurows,,and.}eathersfare currently in

_vbgue As for>colours, certain oominations are emphasized each season,v

partlcularly in ‘women ' s apparel w1th recent trends 1nd1cat1ng a breakup

of the tradltlonal dark colours for w1nter 11ght for summer.
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In a recent article, Mr, R,P., Alair, Supervisor of Ladies Sportswear,
simpsdn—Sears, Montreal, extended the analeis_of the fashion cycle

ihto_the retail sphere. He noted the following progression:

'THE FASHION MERCHANDISING CYCLE

Leading . Oth ' Lower Priced

‘Speciality . Depir’ . Dept. Stores Bargaint
s & Dept. Store Chains & Mail Dasemen
© Originator Stores ores

Order Houses . St°r?s

[

SALES|

TIME

& Alair, R.P. "Retailers' Role in Textile Marketing." Book of Papers
for the 13th. Textile Seminar, The’ Textlle Technlcal Federatlon of
- Canada. pages 113-119.
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o Incorporatlng ‘the model to 1nclude manufacturers and consumers as
" . well as retallers results 1n the following, with the p01nt that

_707 of the act1v1ty occurs in the mlddle column.,

THE FASHION MERCHANDISING AND MANUFACTURING CYCLE

fash1on
sty]e centre
‘leading $ty1e . o popuTar price. A:‘» 3 1ow—end
. manufacturers - manufacturers. . _ manufacturers
excl.dept.stores - 'popu1arfpr1ce: B V4 | promotiona1.dept.
&'spec1a]1tyAshpps ; retail stores . SR stores basement

popular price - - * Tow-price ..

~ consumer market ]\ _consumer

~ exclusive
- customer .

Mr, Alair summérized the implicatiors of the current fashion explosion

. on the Canadian retaller as follows:




" Page 12,

" "The successful retailer today, while striving
constantly to 1mprove his competltlve position
by purcha51ng at the best possible price, must
give. at least equal attention to the fashion
aspects of his business, The significance of
- fashion has increased so enormously in &ll lines

- of merchandise and at all price levels that it
is impossible to enjoy any level of success
without a thorough understanding of how fashion.
works .. . . . . A new clothlng style can run the
‘gamut from the most expensive shop to ‘the base-
ment operstion in a matter of weeks." (1)

. One of fhe mQSﬁtinteresting~characteristics is”that.feshion cyeles
. go full circie;‘they revive and when they_conform to_currenﬁ tastes,
sﬁrvive; The Treason for thls is the ba81c unchanglng anatomy of the
"human body There are’ only llmlted comblnatlons p0331ble.‘_As John
Fairchild of " Women-s Wear Dally.notesz

"The cloth is shaped 1nto silhouettes. Teke &

choice: First, a 81lhouette can be straight or:

it can be Wlde, flarlng ‘at the ‘skirt. - Second

the walst can be marked high or low, with & _

belt or a seam. Third, the silhouette can be

loose or:fitted. Everything else, details:

sleeves; no sleeves; collar, no collar. -When

you think of de31gn1ng a dress there 1sn't

much ch01ce, is there really9" (2)
AThusAstudents of_the fashion scene noteﬂthai~nothihg is trﬁly origihal.
in terms of design;iwith Qriginality.more a pfoduct of timing rather
than innovation. This observation has become & Law of Fashion which

states:

(1)

Alair, R.P. "Retallers Role  in: Textlle Marketlng 5 Book of Papers
for the 13th textlle seminar (1972; page 117)

(?)‘

Pulrchlld;_J. "The_hashlonable Savages'"; page 2.
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“Thé'same dress is iﬁdecenfilo years‘beforé ité
time, "chic in. its time, dowdy 3 years after its
time, hideous 20 years after its time, amusing
30 years after its time, romatic 100 years after
,its'time, and beautiful 150 after its time. &
fhere‘haé'been a pobularvspeculation that the length of a woman's
d:éés varieg Qith econdmic fluctuéfions, {.e. tﬁey‘gd,up-and dowﬁ-
in concert withSthe_buSiness cycle. 1The.séénario was that with a E
»déwntﬁrn;vappérel manufaétu;eré wanteé to-créatéAadditional déménd
so they added to the‘skiritlength t§ give the cthumer ”mQré.for
.Her money " thepeﬁy:stihulating éales. With{aﬁ upturn came inflation,
SO‘tO"ﬁaintain prices, less fabric was used with'shoftenéq lengths
as a result. it-is a faééiﬁating but ifrélevant theory in undére
standing !'GOddess.. Fas_hion; .
“An important ¢omme‘n£ about fashion is that it cannot be ménipuiated.
 if.i£ cQuld, thé.appérei industry WOuld.be haﬁy times iﬁs préSeht _
'_sizé, aﬁd'apbérél expeﬁditures, in;£eaa of béiné é‘déciiniﬁg perééhtage
;'Of‘ﬁersonal disbosable inédme; would'be-tﬁe coﬁverse. faShiéns reflect
:tﬁe life styleé of:the‘populatioﬁ-and.their changing concept of good
tééte; -Theée;tasteé evolve.slole as evidenéed in-paff by the
pﬁbiic.refuséi to éccept.the midi é few yea:S'ago.>iThe relatioﬁshib .
.bétweén fashion and life étyle-is clear éﬁdvdiréct;:andvsuﬁjécﬁ to

conéideréble;anaiysis in the theory of costume.

" & lLaver, J. "Modesty in Dress;" page 122. This is known as Laver's
Law of Fashion. - o :
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There is a final aspect of fashion which hes been omitted, Fashion

is synonymous with excitement. A scientist could study Beethoven's

eymphOnies and -conclude that they were an interesting series of sound

* waves. To some degree thls analy51s is falllng Ainto this trap if it

dldn't mentlon the satlsfactlon many people recelve in. Wearlng fashlon,

‘the 1nterest generated from the miles: of retall counters and newspaper

- commentary, the frenzy of the apparel manufacturers, the promotlons,

fashlon shows, models, and Parls, whose creatlve genluses have elevated

fashlon to an art.




THE ¥ A,S"H-I ON EXPLOSION

Since 1967, what the 1ndustry and the publlc has come to know as the
fashlon revolutlon has occured within the apparel 1ndustry. The most
dramatlc change Was~1n-men's wear, where the 'peacock revolution'
transformed an 1ndustry of whlte shlrts and dark sults 1nto the

kaleldoscoplc proportlons of today. ngh boots, fun furs, wide belts,

'"patterned stocklngs are many of fashlon's dlmen51ons in other product"

" sectors,

The maJor elements determlnlng apparel expendltures 1nclude'

need (modesty, Warmth)

'-l

1

fashlon (decoratlon);

SPecisllpurpose‘(rainWear,'skiing, etc.);

replacement.

" What has ihdreased~the.importaﬁce"of_fashion;and the'tempo of chaﬁge.'

has been suggested;b& those interviewed;toibe_bne,‘er'a combination.of
the follbwing: o | | | |
| - rising_incomes'snd_populstion;
‘—_effective fetail merchandisiné (sﬁbpping pentres);
-~ new flbfes and f&brlcs, .
- advancesln textlle technoloéy (durable press,
‘ ‘bondlng, stretch) |

S - changlng 11fe'styles§
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- urbanizationg
- rapid communications/transportationg
- more WOmen.working; | |
e changlng populatlon cencentratlons (younger)

- more promotlons, especially by textlle flrms, . |

- small_apparel price increases.
To'a3sessfthe.magnitude of the fashion explosion;-thie anthor attempted
an analysis to ascertain the degree to which current apparel expenditures
~ increased beyond historical rates. One studyﬁ'concluded that in real
- terms, U.S. apparel expenditures had increased slightly over 2 percent

per annum over historical levels because of the fashion explosion.u

The-general'conciusions were as'followsr

1. .Although Canadlan expendltures on footwear and clothlng had
1ncreased steadlly in the post—war perlod, both were rece1v1ng
a decllnlng share of the*consumer dollar:(currently 7.1A). In‘
Canada, manufaoturera-hare been less able to retain their share
‘as have U;S. apparel manufacturers.' | |

2 'Slnce 1967 there was a dlStlnCt increase in apparel expendltures..
The perlod 1967-1970 was 26 percent above the prevlous three years,

and over 200 percent above the 1961-1964 period.

& Editors of Fortune "Markets of the Seventies"; page Bé.
They refer to the work of Professor H.S. Whothakker and Professor

Lester D. Taylor and their book "Consumer Demand in the United .
States 1929—1970."
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* INCREASES IN APPAREL EXPENDITURES
(Millions of Dollars)

. Clothing ' Footwear Total Apparel '
1961-1962 .- 58 -8 - 66
1962-1963 © . 83 - it - 100
1963-196k 93 C L 97
1964-1965 - 131 11 ke
1965-1966 ; 130 - .19 1k9
1966-~1967 . . 121 : 28 19
1967~1968 S 156 .35 S 191
. 1968-1969- . . a37.. . .. .26 .. 163
' i-,1969—1970"“ o181 .20 0 .. e

In attempting to analyse the increase, several economic variables

. were stafistically tested - changes in prices inoOmes, population,z

© ete,, with personal dlsposable income (the total amount people ,

have to spend less taxes) correlatlng the best. The results in

general terms were identical to those achieved by.a U.S, study

© - of footwear expenditures , which noted, after examining 12~veriab1es;

. "The overpowering determinant of what people
- spend on shoes is what they have t0 spend.
Buying of this single commodlty reproduces
the contours of consumer income with
startllng faithfulness., Even the tlmlng
- of turns is amazlngly similar." %

Attempting to identify the fash10n~e1ement in inereesed apparel

© - purchases proved unsuecessful. One approach measurlng the

dlfference 1n the trend line over the long term (19&9—1971), with.

the perlod 1967 to 1971 and ascrlblng it by general ev1dence to

the_fash10n.exp10s1on»was dlscounted because’ of statlstlcal’

* Mack, R.P. "Factors Influencing Consumption: An Experimental
Analysis of Shoe Buying"; -page 68. -
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deflclencles (the standard error was too hlgh compared to the
"equatlon presented below) The tang1ble~res1due from miles

.Of calculatlons‘was the following formnla,.which suggests that based
on historical evidence and statistical analysis, clothing'expendf .
itures should reach $3.75 billion by 1975 (and footwear expenditures
- $600 million) with a najor but unknown fraction due to fashion

demand.

In ¥ = 10.65 - 0.40 1n X + 0.06 &

with Y deflated clothing expenditnres (1961 dollars)

X = deflated personal d1sposable income (l96l dollars)
t o= tlme (1949 =1, 1971 = 23)

5. . Whereas it appears poss1ble to ascertaln the fashlon element in
broad apparel categories, it cannot be statlstlcally 1dent1f1ed

for 1nd1v1dual products.

Not all apparel sectors benefltted from the fashlon exploslon.

The leather footwear 1ndustry in l968 and 1969, ‘the women's
“cloak and sult 1ndustry in 1970 and the men' E sult 1ndustry in

1971 dld not The decllne in the. leather footwear 1ndustry was -

, subgect to government analys1s, 1n the case of Canada, the

Antl—Dumplng Trlbunal and in the United States, by the Presidential

Task Force on the U.S. Non Rubber Footwear Industry. Both reports

© came out strongly in~identifying deficiencies in styling as’
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C e

undermining their competitive position against imports. The U.S,
study added some comments about the fashion'exPlosibn:

- "Changing availabilities and changing consumer
preferences for footwear, enhanced by rising
income also culminated in a new era of greater
emphasis upon fashion and styling ... Some trade
estimates indicate, for exemple, that if fashion
were no longer a consideration in consumer buying,
total U,S, consumption would be little more than
half of its present level. The divergent acceptance
between the styles introduced in 1968 and those of
. 1969 testify to the force of thls prop051tlon.” *

MRS I

- - _ ¥ Pres1dent1al Task Force on the U.S, Non«Rubber Footwear Industry,

. o o "Report" -June 1970 page 10
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-~ .. MARKET ANALYSIS OF APPAREL EXPENDITURES

~Verification of the importance of fashion would be market research

on .consumer behaviour towards purchasing apparel.

In a study® done by Dupont of Canada on the "Girls' Apparel Market",
(ages 13-2l), a sector which accOuhts for 25% of total apparel sales,-
it concluded::

""The three factors uppermost in young girls' minds
vhen buying clothes are: style, good quality and
fabriec or fibre., Style is 1mportant in all seg~
ments of the youth market - ..." :

"In an effort to determine where the female youth
derive their fashlon ideas, they were asked
) . o ‘questions .about the’ 1mportance of various .sources
e ) of fashion knowledge, whom. they thought were the
: fashion leaders of their group‘and how long it
takes for a new fashion to catch on: ' :

 MAIN FINDINGS:

. 1. "The most important sources of new styles
‘ in clothing are: . window. shopping, style
‘and fashion maga21nes, friends, and’ ads
on TV and radlo. :

2. - "The concept'of a style leader seems to be -
: fairly constant for all segments of the
female market She is. generally from the
upper income group and has all-important
p01se and self-confldence requlred to be-
seen in a new style.

3. "New styles seem to catch on fairly quickly.
~ Over one half -of the sampllng stated it -
took one month or less

. * Report M,R, 66~Th. R.P. Gordon and S.B. Stewart - Marketing Research, :

' - Dupont of Canada. "Youth Market, A Study of Single Canadian Girls 13~°h"
SR ‘November 1966 . 'The survey was a random sample with 601 respondents. The

reference from the Report are pages 4 & 5 for the 1st quote, and page 80 for -

the second, with the exception of point 2, which is substituted from page 3.
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' The results. of a more recent study of marketing in the Canadian~
footwear industry indicated that of the 182 randomly sampled retail
firms across Canada, the,follow1ng ranked highest in 1nfluenc1ng

o . . "X
purchasing decisions:

1. Style. . - : . 8. Sales representatives
2. Delivery o S ) 1A9. freighticosts
3.‘_Quality - | o H ©10.. Speoialvdiscounts:
L, Lead'timé - - il 11, Credit terms
. 5. Price . o le, Merchandising‘support
:‘6; Comfort;andﬁfit I Alé. Brand nane
T, Availabiiityfof' | 1k, !Advertising sﬁpport'

. in-stock back-up.

The results of the survey of dpparel manufacturers and retailers
undertaken for this analysis indioated thatvthe following Were.the

critical market faotorsﬁ’ 

. 1.. Fashion _ S Service
2, Price o 5. Advertising =

3. Quality . B . 6. Brand name

Price'is a.major,-although not an absolute marketvconstraint. The’5

apparel market allows premium prices for- more fashionable products, -

% Leetham Simpson Ltd. "A Study of Marketing in the Canadian Footwear
Industry ' January 19723 Volume l, page v-8. ' :
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and general (cost-push) pfice increases occur, but usually not out
of line with industry increases° Price COnstraints.resnlt from the

ptessu:e of_imports; Canadian retail stfucture (an oligopsony with

four major cempanies) plus the competition of many small and aggressive

manufacturers.:

.The questlon of 1mport competltlon has two aspects. >In"terms of

volume and prlce, sources from low wage countrles are most slgnlflcantOV
In terms of fashlon, several European countries are important with

retailers‘utilizing'this merchandise for theirvimage development,

'purchasing their volume from Canadian suppliersa

The foilowing_'apparel purchasing patterns were note'd during this study:

- Women's apparel expendltures approx1mate 50% of
. total expenditures, with men's 35%, and chlldren's
15%.% .

- Women's apparel is purchased more for fashion

". . than is children's or men's, where price"and
quality is important as well as washablllty in
children's wear. ~ :

— With declines in income, or the spectre of
" rising unemployment, men's apparel expenditures,
especially for men's suits, are postponed, with
expenditures for women's and children's apparel
contlnulng to a stronger degree._

L= W;th 1ncreases in 1ncome and economic activity,
»expenditUres in women's'apparel rise first.

~ The proportlon of income spent on apparel
© increases (to a limit) with increases in income
bit over time the percentage share declines.

& The percentage will vary over time reflecting demographic changes.,

At present expendltures on chlldren's wear are apparel 19% and
women's 4/m. :
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. APPAREL MANUFACTURTNG

.Approximately TSVpercent of all firms in the clothing and footwear
industries employ less thanVSO people, These industries are fragmented,
_under capltallzed hlghly competitive, Wlth the success of the firm

~usually plvotal upon one man, the owner/manager. Apparel manufacturlng

has been descrlbed by the late Stanley Capelln as follows:

”To start the industry is a hlghly volatile one
greatly affected by the vagarles of fashlon weather
and price. It -operates under str;ngent deadllnes
tuned to-coincide with sales, promotional and budget

' schedules. of retailers. It is a labor intensive
industry, thus placing an extraordinary dependence
upon personnel and their skills, Tt is a business
which allows individuals to enter it with:little
“capital - so long as personal. sacrlflce 1s Substltuted.
And it places maximam empha51s upon ‘sales competence -
cvirtually to the point of 1gnor1ng all other business
requlrements. The risks, sensitivity, intensive
competition and general under capitalization thus
combine to create a volatile environment and extreme

. state of vulnerabillty. In turn, these conditions
place a high premium upon opportunlsm_— the effect

of which becomes very 51gn1f1cant For one thing,

it causes a state of 1ndustr1al myopia, the
manifestations ‘of which may be paraphrased by the
expression "take care of today and tomorrow will
‘take care of itself", For a second, it overemphasizes
'talent in such areas as design, sales, quallty - vhile
»paylng llttle attention to how anythlng is achleved "ox

These characteristics aptly describe the clcthing and footwear‘firms:.

- 'I.have visited. - Manufacturers work enormous hours, operate on the
. razor's edge between marketing and production crises, with orientation

almost totally upon-sales. -

¥ Capelin, S. I"Management Revolutlon Southern Garment Manufacturer; .
_ August 1970; page 56 S ’ "
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As a result;'they have been quick to respond to the fashion explosion,

as weil‘as o the growing expért*opportunities;A The small avérége
size of firms iﬁ>the indﬁétrj;hasjcdmplemented the merchandising
orientation into a flexible éperation able to‘reaét qﬁickly to fashion
chénées. The preésure of imports in:the:low end of the méiket also.
has been a_méjor ihflﬁence in attré&ting firms to the remaining |

(fashion) opportunities.

It should be noted that sales increases have beén achieved more'by the

skill than the,sophistication.of apparél management, As a vice

. president of the largest apparel consulting firm has noted:

"Among the major consumer industries (autos, .cosmetics,

~ appliances, packaged goods) apparel probably makes the

" least use of analytical marketing techniques and modern
organization. It is the only major industry where
intuition and seat-of-~the-pants management still
receives major credit for a marketing success." ¥

,Apparel manufacturers generally produce in(énticipétion"of receiving'

“orders., They manufacture ﬁheir fall merchandise during the spring

and early summer, and vice-versa, Traditionaliy,thefe have been

two major production seasons: spring (and summer), and the more

impdrtant,.falll(and,winter); - Interspersed have been lines for resort

- and cruise wear and specials (back to school, retail promotions, etc.).

To illustrate, during the week of August 20, 1972, th.e‘ folloving

* Ross, R.."Analytical Marketing: Apparel's Last Frontier" Perspective

for Apparel Management No, 5 - August 1971; page 1.
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>maJor act1v1ty occurred within the apparel 1ndustry for

manufacturers of women's: apparel

»Coats and Sults

Tadies Footwear .

Textiles

.- Leather

Product Activitx
Dresses .Openlng of hollday llnes, plus repeats:
: Sportswear ‘of fall llnes

Fﬂqumms

Hoslery _Hollday peak buying, plus fall and
Wlnter repeats
Lingerie Holiday peak buying plus’
fall and winter repeats
Innerfashions’ ; Fall and winter peak«buying :
- Accessories Fall repeats and peak hollday buylng
' ~Ski Wear - ‘ Prellmlnary buylng
Swimwear

- Opening cruise line

" Fall and winter repeats and

preparing spring 1973 samples

Sampling of spring 1973 fabrics

-".Springpl973 repeats

'Over a longer tlme perlod and 1ncorporat1ng suppllers manufacturers,
and retallers into the analysnf;the current sequence of events in the

apparel 1ndustrres would approx1mate the follow1ng:_ (see chart next page)



' THE TIMING OF APPAREL SEASONS

sio[Npls{FM AlM[J 1 diAls!0IN|D]JFiM|AIMII|J|A

1 Preparing of :
new collection | b ot o

-2 | Selecticn of -
cloth and
ordering of
sample material

3 | Cloth buik
orders placed

4 | Collection
presented tof

retailers -
5 | Retail orders - Pre-season orders PLei season.ordars
placed RN bt : '

In-season ordars

6. | Cloth deliverics

7 | Production

'8 | Finished
- | garments ‘
into warehouse .

<=

Distribution

{ spring—summer

auturnn-winter

NOTE: The. above is applicable, with minor variances, to manufact—

urers of men's pants, women's outerwear and children's wear.
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IMPLICATIONS OF FASHION"ON‘THE APPAREL INDUSTRIES S B

"The apparel 1ndustry today has entered a, new . phase of its
-existence.’ One no longer. exclaims over six seasons a year; o
one no longer talks about the men's fashion revolution. Both - .

are accepted as part of the accelerated beat of the times - '

a. staccato rhythm that continues to pound at the apparel world, .

forcing it to provide a steady flow of new and stimulating items , .
for the 1nsat1able consumer. However, this does not mean that S
fashion can now be jerked around at will, for recent history has. - . |
demonstrated that clothing trends must loglcally evolve with the .
llfe-style of the natlon."k '

. The fashlon_revolutlon appears to be,,for the foreseeablelfuture, a permanent

.feature of the apparel market. . Its characteristic,;the.shortllife span of

the product, is'not"unlgue;to this'industry,.but refiégtive:of an increasing
numher, including the:pharmaceutical*.fUrniture, and.electronic~industries; ‘
Wlth technology breedlng technology, comblned with the 1ncreas1ng affluence ; |
of the’ populatlon, needs have become:more 1maglned less real, and thus more ' l

vulnerable to the 1nfluence of fashlon.

To the apparel 1ndustry, fashlon represents -an opportunlty to obtaln an

.1ncreas1ng share of the consumer,dollar. It alSO presents challenges

'to management unforeseen several years ago.- As an~illustration,'assume

the sltuatlon of a shlrt manufacturer who .untll recently, mas produclng
Just whlte sh1rts.‘ He could buy large volumes of raw materlal and |

plan hlS productlon over the year, Today he must produce his sh1rts

in permutatlons of colour, fabrlc, collars, f1t, pockets, in 1ncreas1ng
shorter productlon-runs. In 1ndustry vernacular, this. manufacturer has .‘\.

undergone a metamorphosis from a 'staple' to a 'style"shop. .

‘ _The'implications of- this. are considerable,'and‘are‘assessed fromfthe

) o

1. -company‘structure;‘
2. industry structure;

3. apparel retailers and suppliers.

& "Clothes" June 15, 1972; page 29
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1. IMPLICATIONS OF FASHION ON.COMPANY STRUCTURE

With accelerating changes in fashion, a company must organize itself

to maximize its flexibility. ~Very quickly, conflict arises between

merchandising and production_— merchandising requiring more varied
stylesfin:shorter runs?_prodnetion breferring Qne(style_er long runs3 
Timing is critical'«:earlyfconmitﬁentato‘produce a st&le‘has prednction
benefits; but the‘risk increases‘in-mannfactnring en item not in tune

with.the cnrrent»fashiontvogne{ ‘Too late a cemmitment can mean that

-productlon eff1c1ency will: suffer, costly overtlme w1ll be necessary,
_ and dellvery will probably be late, An 1mportant aslde is that the

“fashlon revolutlon created deflnlte advantages for the smaller,

1nherently more flexible apparel flrm. However, th1si1s quickly ending,

. with large firms applylng.doses of management techiques and computer

. technology to reduce their merchandising - manufaeturing cycle time

to a point competitive with the smaller firms, A more detailed

‘assessment of -the differences between style and staple manufacturing

‘ 1s presented on the follow1ng table, 1llustrat1ng the plnsmatlc effect

“of the fashlon explos1on_:on,most~aspects of an apparel company's

operatlons;.

Other things being eqﬁal, the fashien.effect on an apparel company

is to increase cost and reduce productivity, - If not corrected, this

:would further ireduce this industry's ability to remain COmpetitive .

‘with. imports.




-
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‘10.
11. -
12.

13.

MAJOR DIFFERENCES BETWEEN MANUFACTURING STAPLE AND STYLE PRODUCTS :

Production Factors

. Management Concerns

Time

. ,Inventory Control

. -Product Contlnuvty

Capital Equlpment

jCosting.T

Work Scheduling'

Engineering'

Production

'Financial Management - -

Factory supervision ..

Incentive'systems ’

'Design department

Key ObJectlves

Staple Manufacturers

Price,of garment
Quality of garment:

Relatlvely plenty

Comfortable

s Yesh

‘PnrchaSed on basis of benefits

- to price or quality
Once the cost of a basic’garment
is determined, -minor adjust-
ments are made year by year

Large work 1n—process helps to _
schedule work

Reduce costs'

‘Ablllty to work on long runs at

accelerated pace

‘Major cost varlables are

predlctable

.Emphas1s on making production _
- workers operate at high speeds = -

Piece rates determlned by tune
study .

Patternmmaker

Key ObJectlves
© Style Manufacturers

‘Merchandising (design; marketing)

Manufacturing cycle speed plus
fleX1b111ty

Scarce‘

No,cushion‘available

- No -

'Purchased on basls of redueing in process
manufacturlng time and costs :

With no product . continuity, no ready comparison

with previous garments_afeach'mnst be costed

Major problem to maximize use of labour and
. machinery with frequent changes

. Reduce in-process manufacturing time and increase

fleXibility as well‘as reduce costs

Ablllty to adgust to new product runs. and maintain .

speed

value of inventory
Emphasis_on work scheduling and work transfer
‘Piece rates computed by standard data or time
rate

Designer, patternmaker

" In addltlon, Lanj ‘items now have to be marked and cut 1nd1v1dually instead of in dupllcates, there is increased ,

inventory of labels packaglng, trim, more complicated billing and inventory controls, and most 1mportant, greater

need to mar Ec

work 1n process

- Critical 1mportance in costlng garnent and assessing

‘62 ‘ o8eg
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The Seventh"Anriu'a_l '.Reiriew of the Economic Council of Canada noted’
that, over the past decade, the'apparel industries'had the lowest

;o

rate of productivity increase of all manufacturing‘sectors. With‘

- the 1ncrease in fashlon, I suspect that the s1tuatlon has deterlorated

:further. I am gulded in part by a U.S. study on "The Effect of Style

Variation Upon Apparel Manufacturlng Cogts" which concluded:

"The design department -~ relatively non-existent
in a staple shop, becomes an important factor in
a style shop. Its contribution to total manufac-—
. .turing cost can range as high as 3% for experi-
. -mental and sample garments."

"The cuttlng department -~ integral to manufacturlng,_

 can increase costs in terms of man~hour variations
by as much as 300%. in spreading, 200% in cutting,
300% in ‘shading, and -50% in bundling., Material
costs are more difficult to- pin-point, but style
variation has an ever greater dollars-and—cents
impact here." . :

" "The sewing room -—- generates, costs mainly in un-
earned pay increments. We have seen that this can
~vary from an average of 7% in a staple shop to. 11%
in a semi-style shop, and up to 17 5% 1n a style-
-operatlon." X ’ :

& Report of the Technical Advisory Committee, American Apparel

Manufacturers Assoclation ~~ "The Effect of Style Variation
Upon Manufacturlng Costs;" JUne 1965, page 29. '
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2, IMPLICATIONS OF FASHION ON INDUSTRY STRUCTURE

,The dominance of fashlon 1n the Canadlan apparel industry is

con31derable5 1f not complete. ThlS can be 111ustrated by 1dent1fy1ng' 

the major characterlstlcs of the industry . from the fashion perspectlve.
For purposes of brev1ty, the analys1s is conflned to the clothing
1ndustry. A comparable footwear ahaly31s would produee dlfferences

in detail, not substance.

(a) _Geographie Location

The elothing industry is concentrated_ﬁotally.in the mejer Cahadian
consume? maﬁketse—Monﬁreal, Toronto ahdvtb a lesser degree Winnipeg,
‘and Vahéouvehf Mahufacfurers muet be en top of the-pulse of their’
:maJor markets, although productlon fac111t1es need not necessarlly be
located in these urban areas. Furthermore, the 1ndustry must locate.
at least showroom fac111t1es in the pr1nc1pal retall markets , that 1s
the geographlc areas where maJor retall buyers purchase thelr requlre—
ments. In Cahadal:thls 1stoverwhe1m1ngly Montreal, and to a 1esser

degree, Toronto.

(b)::Amount of Capital Inves?menf_

Al

_Fashion in the small Cahadian'market hecessitates shbrt'and varied
productlon runs and thereby prohlblts the eff1c1ent adoptlon of
capltal equipment normally deslgned for volume productlon runs, The

‘greater the fash;on.element in productlon, other things belng equal, -
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“the lower the capital;rgquirementsL

" (c¢) Rate of Business Mortality

The gyrations of the fashion cycle create both boom and bust conditidns.,

In a 1950 study of the New York clothing industry, the largest in

'NbrthiAmerica, oﬁly 13% of the firms in the women's and children's

outerwear sector had been in business for more than 20 years. No

similaf study has been made in Canada, but the resulté'would‘appéér

"Eo be roughly compérable (as anyone experienced in preparihg mailing

lists in fhis'industny would testify).  Business mortality is

principally the_product of low equity in a firm combined with the

'-requirehents for high levels of wOrking capital in critical periods

_of the year. To illustrate, aggregate working capital (the sum of

cash requirements for:the receivables and inventbry, less payables) méy

1

turnover on the average, 4 to 6 times a year in the women's sector -

~and 3 times a year in men's-clothihg., During each turhover, the -

firm may devélop a liquidity probiem, and if suffiéienfly criﬁical,.

will become insolvent. . .

' {d) Industry Structure

The uncertainty surrounding consumer acceptance of a particular fashion

en?durages small scale units, The larger the unit, the more inventory.

a firm must carry in semi-finished and finished goods, and thus the -

more susceptible it is to fashion changes. The average size clothing
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.compény in Canada has about 60 employees, while in the more fashion~ -

‘proﬁe women's sector, it is 43 employees pér establishment.

(e) Merchandiéing S£ré£e§y

- Fashlon is a major competitive:device used by apparel manufacfurers
to;differentiafekfheir:producté, not'only'ffoﬁ fival*firms; but élso
from their own pfévioué éfferings; Thé resuit is that<¢bmpetiﬁioﬁ is
éonééptfated more on design:and quality énd'igss.qn price, aliowing

a small ciothiﬁg manufacturer who has a pértiéularly successful item, .
some degree ofsmarket power in the'sﬁortptErm.k. Sincé Style>pir§ting
‘isﬂcqmmdnplace, manﬁfacturers_cannét maintaiﬁ thei£ edgé for iong.‘;

'Théir successful nﬁmbers.are'rapidly faced With priceAcémpetition

- from both domestic and fofeign soﬁrces,_and as-a tesult3_£hey must

- move into newer fashions.

C(£) - Seasonalitx

The clothing industry is,highly.seasonal;,as'prbduCtibn swings:with

' the”climétiC~reduirements of spring, summer, fall and winter. The

tWO'major’peruction'seasons are fall and spring, with Canadian

manufacturers enjoying an international reputation in fall merCHandise,

. % .In economic parlance the demand curve for his product .shifts upward
and to the right for a product currently in fashion. :
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and partlcularly outerwear. This creates employment swings and in
the Canadian clothlng 1ndustry for 1970, there was a 6, 57 varlatlon
between hlgh and low employment leVels, 1th the varlatlon 13.2% 1n

the women’s sector 10, 57 in the chlldren s and 4,2% in men's

component, For Canadien manufacturlng as .a Whole,.the variation was

5.3%{f This seasonality also encouragee.the'industry to. locate in
large urban eentres~whereeadequate reserves"of skilled labour can be

obtained on short notice,

»(g) 'Distribution Channels

The primaey_of fashion necessitates rapid delivery of finiehed‘goods:
to retailers, and‘piece goods from textile mille to the manufaeturerL
The comblnatlon of time constralnts, light Welght and low bulk per
unlt.value merchandlse force the use of relatlvely hlgh cost trans«
portatlon‘methods such as.alr frelght. Structurally,hthls has mearnt
virtuﬁlAelimination of wholesalers and distributons, Withvmenufaeturers

shipping direetly to the retailer, and ‘with major chains? directly

to the particuler store,
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3. IMPLICATIONS OF FASHION ON APPAREL RETAILERS AND SUPPLIERS

(a) Retailing

Significantly,. the number of seasons héS'inCTe&Sedp while the length

of each season has decreased, as both the retailer and manufacturer
attempt“to‘cushiontthe4risks from fashion uncertainty, Instead of the.
tradltlonal four seasons, many - firms have six, . Even then, there are

‘S0 many early or late speclals in addltlon t0 the regular offerlngs

* that the seasonal concept has blurredvinto one blg‘season._

The Volatilefnature of the fashion.market-hasumade it difficnlt to
anticipate trends. aRetailers, notvwishing:to-be cauéht with surplus

E merchandlse that suddenly could become commerclally obsolete, have
resorted to taklng smaller openlng pOSltlonS w1th manufacturers._ When

the style starts ’runnlng’- the.request comes for’large repeat orders,

- Whlch a manufacturer must 1ncreas1ngly serv1ce from h1s stock. This

.means that the responslblllty of correctly forecastlng fashlon demand
:_has been shlfted almost totally upon the manufacturer, as a result of
the decllnes in pre—season order posltlons.- This has lead to.two‘>
1mportant merchandlslng developments in the Canadlan apparel 1ndustry'
Wlth 3, OOO apparel flrms in Canada and the grow1ng need for assured
delrvery and style capablllty, maJor retailers have recently completed.
a program of 1dent1fy1ng key suppllers. They are recognlzed as- hav1ng a
>favourable hlstory of dellVery, style, quallty, and commerc1al success,

with the stores expres31ng their intent to deal w1th them on a preferred
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basis. Increasing numbers of these manufacturers , particularly brand

name, adyeftised merchandiee, significantly have taken the liberty of

‘shipping limited initial orders to theee stores, Withbut ﬁhe retaller

having seen the merchandiee. This reduqes the appafel'merchandising
cycle time even further for those fayoured manufacturers,
Of some interest is the trend for apparel'manufacturersvto open small

retail establishments, often on their own premisessto sell seconds,

samples, odd sizes and generally items declining in feshien appeal.

.(b) Suppliers -

Clothing finms purchase (hopefﬁily.on.an exclusive basis to their,

company) fabrlc from textile mills and leathers from tanners. Suppliers

'are 1nterested 1n as large an early. commltment (pos1tlon) as possible,

while the apparel ;ndustry prefers one that 1s'smell and late as a
hedge against fashion changes, To anticipate-the demand from the

apparel 1ndustry, suppllers have to watch consumer - trends closely,

" The general 81tuatlon is presented by the follow1ngexcerptfrom the 1972

Annual Report of the Chalrman Canadlan Textlles Instltute.f

"Fashlon has always been synonymous Wlth change;
accelerated pace makes changes more obvious.

Primary producers are the beginning of the fashion
chain, the principals in a two-way flow of information
from mlll to consumer and back, so they get early"
indications of market changes. Knitters partlcularly
must play very close to-the consumer market

"The extent of speededwup fundamental-change is best
exemplified by one of Canada's. largest textile.firms
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which in the past five years hag seen h07 of its -
apparel fabrlc llnes change!" ¥

Kﬁitted as against woven fabrics have grown rapidly‘in ?opularitj.

Apart from their. own fashion appeal, they do preseﬁt mari'y"ben_efits to
» d clothing manufactﬁrer-Wishing to react hore»quiékly to a fashion |
change. .The'iead ﬁime required to_obtgiﬁ‘kéitted~fabriés is 1/3 of
. that requifed_for woven fabriés:(é_mohths:as against 6 months). _Iﬁ

addition, relatively smaller orders are economical.

¥ Picard, J.H, C, T I, Chairman's Annual Report « Canadlan Textile
Journal November 19723 page 15. - ’
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CONCLUSTION

Fashion is by ﬁétﬁre transitory, although not in terms of ‘its
impbrtdnqe to the'appgrelfindustry ahd the'Canadian coﬁéun@r, To
appérel mahufactﬁrefs,‘fashion presents. the opportunity‘to compefe
égainst lowféost imporﬁs.and obtain a beftér Priée‘for thelr
merchandisé.:cfor‘tﬁe consumer"morehﬁaried'énd'excitihg_appérel is
poésible; offéfing greater oppdrtunify fé ekpresé one's indiﬁiduality.
Siﬁc§‘1967 thé faéhibn teﬁpo has'inéreased. This, i suspécf? has led
to a detérioratiép inén:alreaiyloﬁ 1evel'of industry,ﬁrodﬁctivit&.
‘It has also increased the xeguirementgkfor fashion désién in the

apparel industry, the subject ‘of the next.chapter,.
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CHAPTER 11 -

AN .ANALYSIS OF FASHION DESIGN IN THE CANADIAN AITAREL INDUSTRY

'The 1ncreased requirements for fashion necess1tate correspondingly greater
‘amounts of fashion des1gn Thls may vary from copying to: originallty

. It may - require a firm to retain the serVices of a fashlon des1gner If
more des1gners are requlred, are existing educational facilities training .

sufficient numbers? These points are the subJect of this chapter

A DESTGNER

The appareInmanufacturing:process starts with;the\designfof‘tne new product.

Tn. the Iarger firm, this‘responsibility is the designer's. Thefdesigner‘
”_blends ‘the art and science of apparel manufacturing into a saleable product

. Des1gn creation is. an art form, manufacturing is a science. Des1gn creativ1ty

' must operate within the market and production constraints of the manufacturer,
and be in harmony With current fashion trends Market constraints generally
refer to the price range at which a company is amning 1ts product on. the retail
.,level 'i $10 95 - $l9 95 boy's . pants) : The de31gns also must be compatible,
‘w1th the company s machinery A des1gn should not be 80 radical that in produ01ng
100 units of it, the company could have manufactured 1 OOO units of another style
‘(at approx1mately the same prlce) Machines cannot normalLy be purchased for
one des1gn, nor can such 1tems be. produced that call for pockets over’ seams,

Without caus1ng considerable havoc.

_ Acgood des1gn is both functional and aesthetically pleas1ng The latter is a
principal concern, the former is generally assumed It is a commercially
acceptable blend of artrelements and»des1gn principals. Art elements reflect

questions of line,-form,;colour, and texture. Design principles pertain'to-
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balance, proportion, dominance and rhythm.

Design‘inspiration freqnenfly sfartS-with the fabnic._ Furtner stimnlation.'
comes:fron what beopleAarefweariné "on the. sfreet", and the trends in ofhen'
products or geographlc areas as reported prlmarlly by fashlon magazines .

A good- des1gner fllters these ideas through a developed fashion sense, i.e.
a sen31t1v1ty of the»readlness or reluctance of a-partlcular group of con -~
sumers to accept a glven look or 1dea A.second fllter repeated for
emph381s, is that deslgn must also conform Wlth the productlon and.marketlng'

'jconstralnts of an apparel manufacturer.

A de31gner s respons1b111t1es vary accordlng to the smze and requlrements
, .of a company, and the Sklll of" the 1nd1v1dual “The key elements 1nclude

the follow1ng

DESIGNER JOB DESCRIPTION

-~ maintains continuous exposure to style influences, .
/fashion magazines, and the media;

- reviews des1gn requlrements with the owner/manager
or merchandise manager ;

-~ prepares des1gn sketches;

‘- develops an orlglnal sample makes an orlglnal
‘ pattern and -cuts the sample;

- superv1ses the assembly of the.Sémple;

- makes. modlflcatlons as reqnlred to take 1nto account
‘productlon and market restralnts, :

- 1nterprets the de31gn for the patternmakeré

- upcrv1seq the work of the patternmaker
(mnd possibly the grader)
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"The de51gner's craft 1s to mold-a flat surface to flt.a curved shape.
ThlS 1s done through patternmaklng, by the flat pattern technlque, or
by the less popular method of draplng. The former involves drafting
pattern p1eces on paper. All varlatlons of a standard S1ze pattern
- can be la;d out flat.t‘Thus‘the'nameyof the‘technique andvits advantage.
Draping_is generally restricted to high priced women's'clothing, and ~
involves pinning-a‘fabric to_a dress form, and trimming‘it.into shaped:
pieces. o |
-After a sample 1s made up, there is usually con81derable "give and take"
"between the de81gner and the manufacturer, or those respons1ble for
merchandlslng and productlon. Frequently there is too much "overklll"
in the des1gn that makes it elther too expen51ve to sell or difficult
. to produce, and meetlngs.are held in an attempt to work Out these
constraints.~ A few outstandlng firms. have the de51gner submlt each
sample-to the plant englneer or productlon manager, where an estlmated
1retall prlce/gross margln is establlshed. The des1gner learns the basis
of these estlmates and thereby guldes hlmSelf accordlngly in preparlng

Ades1gns for each prlce polnt along the product range. B

PATTERNMAKER JOB DESCRIPTION

recelves 1nstructlons from de51gner,'

makes and cuts sample pattern,’

reviews sample pattern-w1th-designer;

.l.

grades patterns 1nto sizes (dependlng on- volume thls could
‘be a full tlme job). :
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In the smaller firm the duﬁies of a designer and/or\paﬁterhmaker are ‘combined,

or assumed by the senibr'manager/owﬁer. Iﬁ addition, .they may includs the

V'lbuying of_fabrics> trim, belts, buckles, findings, as well as commenting upon

proposed machinery acquisitions.
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SURVEY OF FASHION DESIGN

To asqerfaiﬁ the level of original fashion'deéign in Caﬁada,
and the supply énd:deﬁandlsiFﬁafidn for féshioﬁ deéigners, a.
coﬁpany inﬁerview'ﬁrog%am was initiated. Persopalrinterviews
Aﬁefe-héia with senior management and;residént désigﬁers in all
majorAindﬁéfryAsec#drsfand geogréphic areas. Thisstotélied
178 firms in.thg clothiﬁg.industry, and,52 in»the‘foofwéér_
industry. Disédssiohs‘were‘alsq held ﬁith:rétéilefs,
.edﬁcatibnaliofficials,.aséociation diféctoré and government
‘officialé.  The'géﬁera1‘§roc§dure Was.to.mgétIWith_an.execﬁfiQe‘
direéfor, and.ﬁa§e him‘identify a cross secti&n'of‘ﬁis
membérship.incérp§réting the major indusffy chargqté?iétics

- Small,‘médium,-large; high style, stapie; high price,

medium price; manufacturers of stock or to order. A description

of the areéé_and industries surveyed is provided on the table .

.on the followihg'page.

5



Geogréphic‘Areas

No. Visited

TOTAL

b

City Percent
Vancbuver 16 7
Edmonton/-

" Calgary 11 5.
~ Winnipeg 501;' 13,
Toronto/ : o
‘Hamilton 88 . . 38
Montreal 62 27
Quebec City : :
' & Region 23 .10
230+ . 100

ANATYSTS OF SURVEY COVERAGE

. ) . : ﬂ
Industry Sectors

- Clothing - No. Visited Percént
‘Men's | 66 | ' 57:
deen’s': _'Sh | 31
Children's :2u>~ 13

N
.Fpundation:_ l;f _;é_
TOTAL 178’ 100

Fooﬁ#ear' L
Men's 25 148
Women's 19 37
@ﬁl&en% 8 15
TOﬁAL | 52‘ - 100

i‘ Aggafé; ’
| Ciching ‘ 178 77
’Foqtﬁéar v_;jgi_ 23
TOTAT, 230 100 .

Product Groups

Fine Clothing

Coat and Suit

Dress and Sportswear

Outerweaf )

Uniform

Bhirt

Swimwear/Skiwear

*'FooﬁWear

men's

women;s 
children's.
bodtsjand shoes

‘sllppers

vy obeg

With wide and.multlple product ranges, gudgement was requlred in allocating companies- to these categorles
and prevnnted a meanlngful statistical analysis of "Product Groups " (Columm 3) - :



R

<

:fage hS.

Apparel manufacturers have-stated their desire to'hire pattern=

makers in response to questlons on thelr requirements for

fashion des1gners in llght of 1ncreased des1gn act1v1ty=

They'prefer‘tophandle the design creation aspect~themse1ves,

‘1n1tlally delegatlng the more techn1ca1 aspects to the new

employee, and eventually transferrlng mostxof the responslbllrty,
once assured of the'employee's ability,-loyalty and knowledge.

of hrs market and production constra1nts. This is understandable
in that designs must, above all, be sold . Designers therefore |
require knowiedge of their company's price”points, major>
customer preferences,'competitors, as well as manufacturing B

'(machinery).capability..

The major constraints to more original fashion design in the .

_Canadian apparel industries are not the quality or quantity

of-fashion designers, or conservatism in consumer/retailer

4buy1ng hablts. The key is thaththere are too many;'too small

companles that cannot support (at attractlve wages) the
services:of aidesigner, and equally 1mportant,<promote their‘

name or work. Of the 3 000 apparel flrms, approx1mate1y 400

' have annual sales in excess of one m11110n dollars. Most

firms start requlrlng des1gn personnel at the. annual sales

» range of $750 000 to $850 000 -at a p01nt where a company can

afford the overhead and when the pressures have become
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-excessiveufor the owner/manager_to continue alone with.the design
function. Avfirm_should be in the $2.5 to $4 million range before

it could support original design promotion. ‘Less than‘five percent
of.Canadian apparel.firms have reached or exceededvthat levele A
major exception;is manufacturers of high priced women's‘wear,VWho
'--haye both sufflcient price_flexibility~and>strong competitive pressures
to ineur these expenditures at lower sales levels. The dictumvthat only -
large.flrms can support deslgners has been substantlated to a degree

"5 by the Leetham Slmpson Study ‘of the Canadlan footWear 1ndustry.

.My general observatlons on the.fashlon deslgn sltuatlon are as follows:
:a) Addltlonal design has been produced prlmarlly “through increased .
'efforts»of the owner/manager. l A p - L : ;

h) There has'been a reluetance to hire designers'inismall companies
hecause they areunot as‘familiar with the‘major customers; production
and,marketiné Constraints and competition:from other‘manufacturers.-u
With mueh'of the limited capital of the firm tied Up in stock and raw
material. to-produce on the basls of‘theVWhims of a designer:is a risk
the smaller company cannot afford, A good deslgner can also be a

: problem to a flrm in another way, as Gordon Cohen, ohe of the leadlng
‘men's deslgners.has noted;

"The designer's creativity can be a problem, not

¥ Leetham Simpson —-A Study of Marketing in the Canadian Footwear
Industry; January 1972; Volume 1; page V-23,
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because it does not fit the system, but because

it ignorés it. . The creative individual achieves
* his heightened awareness of some aspects of his-

life by ignoring other aspects. And since the

aspects he ignorés are often precisely those routine

matters on which the system lavishes loving attention,

he  can hardly be characterized as the 1deal organlzatlon

"oy

man : Lo

(c) The volume and prlce p01nts under which most manufacturers operate
do not nece551tate the degree of orlglnallty that the high prlce p01nts
'requlre. The magor orlglnallty comes in the choice of the fabrlc or
. -leather, where~the.attempt is made to acquire raw materials on an
exclusive basis to their company . New‘design forvmany firms consists -
of changlng the fabrlc of a few good selllng ‘new. numbers’ from a
prev1ous season and modlfylng the flare of the pant or w1dth of the-

lapel, or the addltlon of a belt.or buckle,to take into account major

.-fashlonochanges. o

‘A few numbers are frequently_added into the line to give it some
"pizzazz', but generally the manufacturer has no intention of producing -

© or promoting theseé more original-numbers.

(a) In'the apparel:market, manufacturers‘ere quick to spot trends. .They
are ready'to "knock“off" desiéns originsting from other sources.. Thisv
>81tuet10n has been stablllzed to a large degree by volume reta1lers
selectlng preferred accounts who have a hlstory of fashlon sense;

qual;ty manufacture‘plus good serv1ce,'over~other manufadturers who

® Cohen5 G. nA De31gner Looks at the Exp1051on in the Needle Trade
Industry." Address to the N.T. M. Ay October 20, l970, page 1.
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can, in time, provide similar merchandise at lower pricese.

(e) Particularly*in'the-more volatile fashion areas of women's'

apparel, tie-ups, primarily with U.S.*companies, are common.‘ For

a few thousand dollars, a manufacturer can receive the benefit of design '
_studios haVing budgets of thousands of dollars. Depending upon the

arrangement he can obtain the deSired patterns'or lasts, and'most

Significantly and often overlooked he can purchase from the U. S.
company materials and trimmings that have been obtained on an excluSive

and volume basis. However, during the survey, the trend to withdraw

from- licence arrangements was noted‘particularly in the women's dress

and sportswear sector, because:
- licence costs are rising;
- major retailers go‘directly to U;S.'sources;

- U.S design does not adequately meet Canadian
consumer preferences..

(£) Original:design‘involves-the‘combined:effortsvof'the designer!s
skill, the manufacturer's resources, and'the support‘of the retaiier/

consumers, Its success necessitates investment by a grow1ng number of

\retailers and manufacturers in the medium to better priced product

categories, A retailer must_invest a‘portion of his: window space/floor.

space_to a‘new-look,.so that the consumerfcan adjust to; and hopefully
accept; the new offering. A manufacturer must be prepared to adVertise,

‘promote, perhaps do some market‘research,fand even lose (occasionally).

Original fashion design is to the apparel industry what research and
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‘develophent is to the‘hard'goods iﬁdustry. Oneiinvests in'origiﬁal
design as one‘éxfghds tﬁe-fashioh-markét into neﬁer, hopefully, more
artistic horizoné,» Cénada has much to gaiﬁ through encouraging more
firms toareéch tﬁis pléteéu, both in.ferms of a more compe£itive i#dustry
providing incréased employment‘opportﬁnifiés fbr ouf cregtive talent;

as well és édding to our na%ional identity through a more distinctive

world fashion image,.
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. | " GENERAL OBSERVATTIONS
| oN

FASHION DESTIGN

The following general observations were conveyed to me relating to the
-pace of fashlon deSign:

-« the greatest receptivity-to'new design is in
‘Montreal, followed increasingly more closely
by most other cities, with some exceptions;

- _it is highest in the women's industry, followed
by the men's, children's, foundation and fur
1ndustr1es, '

- it is most evident in the dress industry,
significant in most products, strong in
outerwear, relatively limited in men's pants
(essentially fabric change) and uniforms
(although 'career apparel' is 1mprov1ng)

~ there is more design in export orders than the
‘average domestlc order,

. r"lt is ‘more. 1mportant in the hlgher prlce ranges,
- 1% 1s'greater 1n‘urban than 1n rural areas-
-~ Wwithin the retall structure, the upward progre551on
- of design is as follows:

o discount stores, department store base-
ments , department.stores,"independent
and’specialty stores, boutiques, -couturiers.

‘The major conclusion is that Montreal is ‘the key ta the Canadian fashion
design picture, Tt leads in terms of consumer design acceptance (as
well as having. the length and strength of the apparel industry within

its confines), As a result, most apparel manufacturers across Canada
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keep ‘a close eye onvbonSumer-trends in Montreal as a possible leading .

indicator of fashion design acceptance elsewhere. .

The progresSion of fashipn-design, with,chpanieS‘and industry sectors

~can be classified as follows:

- THE DESIGN HIERARCHY

DesCriEtion ’ & Design Staff

Level One ' Independent Creation ® Designer, Patternmaker

~ Design Consultants.
— Couturiers

TLevel Two " Creates by adapting. ‘ _ Designer, Patternmaker .
C - fads or fashions & - - B

Level Three . Buys samples and i : . Patternmaker
: copies; plus ‘ o
carryovers
Lével Four . . Licence part of line, | : Patternmakef_'

coples, carryover
with new fabrics .’

' Level Five -  Licence total with " Usually done by the .
' ' some special lines ~ owner/manager

& Varying with the size of companies,_,

& & There may be a definitional problem with the word "independent
: creation.”" No fashion can truly be independent, fashion being.
like a cork in a stream. This refers to whether the major
design. stimulus - for a company is internal and innovativea
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‘_It would be.simplistiC»toiqualify fashion.design in Canada in any one .
of the. aforementioned categories because: . | | |
| - Tt varies Widely between product groups, industry |
| sectors,.geographic areas, and price ranges;d
- It varies according to market‘conditions, with the -
.current.bullish market situation favorable to more
‘creativity; |
- Within the product line of most~companies, portions may
be ascribed'tovseVeral:categoriese o |
However, one can conclude‘that very few companies are at Level One,
Level Five, total 1icencing; is 5n the decline for reasons~mentioned;
Despite these difflculties, quantiflable standards should be established,
‘It has been prev1ously suggested that more original des1gn in the apparel
‘industry is like research and development in the hard goods industry It
L is cons1dered an in.vestment° Good companies allocate 5% of sales to.
research and deVelopment (the figure varies). A Similar percentage is
_ recommended for indiv.tdual:apparel-firms° The estimated industry average“

is 20% of that level, with a higher ratio forlargerfirmso

.Wlth the high inC1dence of smaller firms in the apparel Andustry (85% of
the total) the industry lacks the economic clout to support or sustain
more original fashion designoi-The implications to the footwear industry
have been, in part‘ an alarming increase in importsot'After examining the
operations of 41 Canadian footwear manufacturers, the Leetham Simpson Report
»recently observed:
"The problem with style is that most manufacturers'

"knock-~off" other people's style ideas. This means that
the copier is relegated to a "second coming", lower



profltabillty role geared to a smaller order requirement.
 The company which does well is the one which by good luck
or good planning, is able to come up with "hot" style.
innovations at frequent intervals, -This company is in
. step with the fashions, not running a season or two behind
and in consequence has a full order book, longer production
runs, and. better customer acceptance. How.can the
Canadian manufacturer get into this happy position?

"It is'apparent from the field survey'that:

1. "The footWear business has become hlghly fashlon
Co orlented

2. Styles are‘faster and the traditional two-season
' approach is giving way to a four-season or more approach.
Some companies are talklng of one continuous season,
. others say that- footwear is becomlng an item business.

3. At thls p01nt in time, most new style 1deas orlglnate
“in Europe.

4, In small or medium sized Canadian firms, styling and
design are carried out by the proprietor, president, the
marketing manager or' somebody who has other responsibilities
than style alone.™ :

“"For Canadlan firms to narrow the gap relatlve to’ 1mports,
they must be able to relate to the fashion pulse and adapt
”Axapldly to changing styles. They must be able to introduce

‘new ideas ahead of or not later than importers."

"In a few years' tlme, it may be possible to deve10p a Canadian
style which will gain international recognition. . This is-

_a long-range programme to be undertaken by the industry in
collaboration with other industries.in the- apparel field -

“to .develop a ”Canadlan Looko" & : '

& Leetham Simpson Ltd.. "A Study- of Marketlng in the Canadlan Footwear
Industry"- The Canadian Market — Volume 1, Page VI - 19,
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ANALYSIS OF THE SUPPLY AND DEMAND FOR FASHION DESIGNERS

The demand (need) for designers is based (derived) initially on the
market requiremehts for more fashion and specifically on the company
requirements for more original fashion design. Up to this time, the
increased requirements for fashion design, resulting from the fashion
explosion, have been largely met by the additional efforts on the part
of the owner/manager. Nonetheless, the requirements for fashion

designers have increased, and are expected to continue to do so.

A large, but declining proportion, of the designers' positions have
been filled by recent immigrants. I would estimate that between

40-50 percent of the resident designers interviewed have been in

Canada less than 10 to 15 years. These designers have obtained their
training/experience largely in England, Germany, Italy and the United
States. Employers favour recent immigrants over Canadian students
because, in general terms, they are experienced, better trained in
patternmaking, and less prone to leave the company. Recent graduates
from Canadian design schools are, in comparison, younger, inexperienced,
and have less technical skills. Salaries requested by both groups are

comparable.
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v

REQUIREMENTS FOR FASHION DESIGNERS

The annual requirements for‘fashion‘designers is estimated to be as
follows, reflectihg.both'increased industry need plus replacement

big
. from turnover:

Total

Clothing Footwear Apparel
Quebec 45 . 10 55
Ontario . 20 : 4 ' 24
Other . 5 : - 5
7 . 14 . 84

' This demand is expected to_he filled from the following sources:

" 70% ¢ = . Canadian Schools of Design

20% = TImmigrants

10% - 'Bursary " students returnlng from Internatlonal
‘ :Schools of Deslgn '

Thus the-total_énnual'reqpitementAfor designers from Canadian design
‘schools ishGO. _Assuming tutnoue: Within'schools, the desired,level
_of'stuoents graduating anhually is 85, |

It 1s dlfflcult to’ ascertain the(numher of fashion deslgners enterlng

the labour market annually from comhunlty colleges, 1ndependent colleges;
«unlvers1ty.home economlc facultles, agrlcultural colleges and prlvate
o or commerc1al collegeso. The estlmate Would be 300 "deslgners" with an

" equal. number of'merchandls;ng graduates-who have had some_deSlgn-trainlhgc
. Accordlng to a spec1al analysis of the. l96l Census requested by thlS
“author, the stock of Canadian apparel designers was estimated at 1,130,

~with turnover from the industry (not 1nd1v1dual firms) assumed for the
analysis to be 1% per annum,
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SCHOOLS OF FASHION DESIGN

During the course of this analys1s, I v1s1ted most of the educatlonal

fac1llt1es in Canada offerlng courses or programs in fashion design. I

feel ‘that it would be 1mproper to make a quallty assessment of any

1

partlcular school. I was 1mpressed with the ablllty and zeal of many

of the teachers, and in the case of Ontario, with the laV1sh premlses.

I.expected and therefore was not surprised that most schools were receiving

~little industry cooperation in terms~of.serving on advisory committeesi

or allowing plant visits.

I had the opportunity of 1nspect1ng four design schools 1n New York,

1nclud1ng the Fashion Instltute of Technology, Parsons, Traphagen and

Pratt I cons1der the Fashlon Instltute of Technology the flnest school

of its kind. It meets most of the follow1ng requlrements which I feel

a deslgn program should have. :

1. Admission Requirements - Too many students are allowed entry into

design courses without having discernable creative abilities, although .

- they meet educational reqnirements.r~The argument is‘shallow that because
a person is a taxpayer he is entitled to attend any course. lt is further .

‘compllcated by the fact that with a per caplta grant scheme, there is an

1ncent1ve for schools not to turn away students. A selectlon procedure,

" should be establlshed, 1nvolv1ng local manufacturers, where talent is

assessed, and the probable employment opportunltles and worklng conditionS»

conveyed.
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2. Course content' - I beliere that~public'courses should'be ofga'.
threeryear duration following high school‘graduation or equivalent;

The flrst year of the course should be a comblned fashlon design, fashlon
merchandlslng program. with the two programs separated in the second year.
In year two, 1ntens1ve tra1n1ng in patternmaklng is recommended

Durlng the final year, a portlon of the flrst semester should be allocated

to tra1n1ng—1n—1ndustry (see Recommendation Four). The second semester_

should be case work, where students are offered practlcal de31gn a551gnments

reflectlng a varlety of industry. and ploduct secLors, w1th 1ndustry
vrepresentatlves comlng each second Frlday‘to comment upon whether - the

~ designs are marketable, or manufactureable. '

3. Specialization - Almost .all schools of design are oriented towards
the women's wear lndustry. Some schools should deVelop a specialization

in men's wear, children's wear and footwear.,

4. Expenditures - It.is somewhat wasteful for each public school to
have abundant supplles of comparable equipment. Schools seem well endowed

with a varlety of textlle testing machinery which, but for one example,

could be purchased by one college for use by all in the area. Suggesting

that publlc colleges cooperate, I recognlze borders on the naive, but

the point, I feel, should be made.

Another‘comment,I feel warranted is that the:schools‘in.a province should

"'jointly finance a .competition for graduatingbdesign students, during_
which time, manufacturers would be invited to attend and hopefully hire

. some of the graduates (see Recommendation Three).
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CANADIAN SCHOOLS OF FASHION DESIGN

ATLBERTA -

UNIVERSITY OF NORTHERN ALBERTA,
Department of Home: Economics,
Edmonton, Alberta.‘, T6G 2E1

OLDS AGRICULTURAL & VOCATIONAL COLLEGE

'P.0..Box 760,

Olds, Alberta. TOM 1BO -

BRITISH COLUMBIA

A, B C. DRESS DESIGNING SCHOOL,
409 Cambie Street,
Vancouver9 Brltlsh Columbia.

BRITISH COLUMBIA INSTITUTE OF %

TECHNOLOGY

- 3700 Wllllngdon,

Burnaby, British Columbla

LYDIA LAWRENCE FASHION'INSTITUTE;
97h Broadway Street,
Vancouver, B. C

ROYAL ROADS CANADIAN SERVICES COLLEGE

Department of Textiles,
Vietoria, British Columbia.~

MANITOBA

. UNIVERSITY OF MANITOBA; ' %

Faculty of Home Economics,
Winnipeg,*Manitoba R3T 2N2

NATIONAL SCHOOL OF DRESS DESIGNING,
633 Flemming Street,
R2K 1V2

NEW BRUNSWICK

MOUNT ALLISON UNIVERSITY
Department of Home Economlcs,
Saskv1lle, N.B.

Winnipeg, Manitoba.

" UNIVERSITY OF BRITISH COLUMBIA

Department of Home Economics,
Vancouver, British Columbia.

VANCOUVER CITY COLLEGE

1595 W. 10th Avenue,

Vancouver, British Columbia.

‘VANCOUVER SCHOOL OF ART,

2L9 Dunsmuir Avenue,

Vancouver, British Columbia.

BRITISH COLUMBIA'ACADEMY‘OF FASHION DESIGN,

470 Granville Street, Rogers Building,

" Vancouver 2, British Columbia.

RED RIVER COMMUNITY COLLEGE,
2055 Notie Dame Avenue,
R3H 0J9
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' P.0. Box 1015, Station "B" :
Toronto 2B, Ontario. -

NOVA SCOTIA

' ACADIA UNIVERSITY,

Department of Home Economics,
Wolfville, Nova Scotia.

~ MOUNT ST. BERNARD UNIVERSITY,

Department of Home Economics,
Antigonish, Nova Scotia.

ONTARTO

- CANADORE COLLEGE OF APPLIED ARTS, ¥

Home Economics Department,

P.0. Box 5001,

North Bay, Ontario. P1B 8K9.

- CENTENNTAL COLLEGE OF APPLIED o

ARTS AND TECHNOLOGY,
651 Warden Avenue, ‘ .
Scarborough, Ontarlo. "ML 326

| GALASSO SCHOOL OF FASHION DESICN, . . *

452 Danforth Street,
Toronto, Ontario.

GEORGE BROWN COLLEGE OF APPLIED
ARTS AND. TECHNOLOGY,

HUMBER COLLEGE OF APPLIED ARTS

AND TECHNOLOGY ,
P.0. Box 1900, Humber College Road,
Rexdale,'Ontarlo. M9W 5LT.

- NTAGARA COLLEGE OF APPLIED ARTS = *

AND TECHNOLOGY, _
Woodlawn Road, P.0. Box 248,

‘- Welland, Ontarlo. L3B 5Rk.

UNIVERSITY OF GUELPH, :
College of Family & Consumer Studies,

. MacDonald Institute Bulldlng,
. Guelph Ontarlo. N1G 2wl.

UNTVERSTTY OF WESTERN ONTARTO, %
Home Economics Department, o
London, Ontario. N6A 3KT.

LA MATSON FRANCATSE ACADEMY

OF DESIGN,

o127 Davenport Road
Toronto, Ontario. MSR 1HS8.
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MOUNT SATNT VINCENT UNTVERSITY,
Department of Home Economics,

‘Halifax, Nova Scotiag

NOVA SCOTIA COLLEGE OF ART AND DESIGN
6152 Coburg Road,
Halifax, Nova Scotia.

MOHAWK COLLEGE OF‘APPLIED ARTS AND
- TECHNOLOGY,

135 ‘Fennell Avenue West,

Hamilton, Ontario. -

RYERSON POLYTECHNICAL INSTITUTE
50 Gould Street,
Toronto, Ontarlo.;‘MBB 1E8.

ONTARIO COLLEGE OF ART,
100 McCaul Street,

‘Toronto, Ontario. -M5T 1Wl.

 ST. LAWRENCE COLLEGE OF APPLIED ARTS

~AND TECHNOTOGY,
P.0. Box 6000, Van Order Drive,

" Kingston, Ontario. KTL 546.

SENECA COLLEGE oF’ APPLIED ARTS AND
' TECHNOLOGY,
1750 Finch Avenue East,

. Wlllowdale, Ontario. M2N 5T7

SHERIDAN COLLEGE OF APPLIED ARTS AND
TECHNOLOGY

1430 Trafalgar Road, ’

Oskville, Ontario.- "L6H 2Ll..

SIR SANFORD FLEMING COLLEGE,

P.0. Box 653,_526 McConnell Street,:
Peterborough, Ontario.. K9J 7Bl

SHAW COLLEGES,

TFashion Merchandlslng Department
2536 Yonge Street,

Toronto, Ontario. M4P 2HL
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PRINCE EDWARD TSLAND
PRINCE- OF WAIES COLIEGE,

Department of Home Economlcs,
Charlottetown . Prince Edward Island

QUEBEC -

* ECOLE DE COUPE COTNOIR CAPPONI,

2135 rue Guy,
-Montreal:, Quebec.

ECOLE DE COUTURE LARIN ALYNE ENRG.,
38k est, Boul. St. Joseph,
Montreal Quebecﬁ

ECOLE DE COUPE & COUTURE FRANCE AUGER

4192, rue St. Andre,

. Montreal, Quebec.

ECOLE DE COUTURE JEANINE
6073, rue Renoir,
Montreal Quebec.

ECOLE DES METIERS COMMERCIAUX,

1097, rue Berri,.

Montreal 131, Quebec..
ECOLE THERESE GAUTHIER INC

4510, rue de-1la Roche,
Montreal, Quebec.

SASKATCHEWAN .

UNIVERSITY OF SASKATCHEWAN,
Clothing & Textiles Department,
College of Home Economics, o
Saskatoon, Saskatchewan. STN OWO.

% Textile Courses
Merchandising Courses
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ECOLE DE COUPE & COUTURE CHALIFOUR,
990k boul. St. Laurent,
Montreal Quebec.

'ECOLE DE - COUTURE GONTHIER A.
35, rue St-Jean,:

'Longueull Quebec.

"ECOLE DE COUTURE POIRIER MADELEINE-

- 8834, rue Berri,

KR

qutreal Quebec.

INSTITUT DES TEXTILES
2255 boul, Laframboise,

Saint Hyacinthe, Quebec.

LASALLE COLIEGE,

Fashion Mérchandising Department ,

2015 Drummond Street,

. Montreal 107, Quebec.
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MAJOR’SCHOOLS OoF FASHION DESIGN OUTSIDE CANADA

New'Yorkn. ‘ ‘.‘“Fashlon Institute of Technology
- Parsons School of Design
"Trephagen School of Design !
Pratt lnstitute of Technology

London | _ ‘Royal College of. Art,
l ‘London -College of Fashion
' St. Martin School of Art
' Hornsey College of Art

Paris =~ . Ecole de la Chambre Syndicale de la Couture
‘ Ecole Guefre—Lavigne
.Ecole Pratiqne'et_Modefne:‘ .

' Jeoffrin J. Byres International School of Fashion

. Rome’ : Centro di Moda Italanio

MAJOR . SCHOOLS OF FOOTWEAR DESIGHN -

_The Cordwainers'Technical College
London, England:

' ArsSutorla Instltute,'
“Mlmm,ltﬁy

Europlasches Blldungsforum des Schuhhandels
West Germany

Northampton College of Technology
Northampton England

_Pratt Instltute of Technology
New York, U S.A.
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CHAPTER ITT

_ RECOMMENDED . DESIGNER DEVELOPMENT PROGRAM

Thié répopt was cdmﬁissioned,.and recomménda£iQns'provided,on the -
assumption that_a_greatep le&el‘bf design'creatifity'cérrespondingly
impro&és the‘compétitive ability of ' the Canadian appafei industry.
The éssumptidn,.l beliéve, ié'va}ido Consumeré aré willing tbupay

premium prices for more fashionable apparel, even.in the face of

lower priced, frequéntly imported,‘merchéndise° Canadian firms are

shion trerds, and with

better prepared to capitalize upon domestic fa
. ) : ‘ . §

the higher prices received, compensate to a degree the higher costs

of doing business in Canada,

The major threat to the Canadian gpparelfinduStry'cdntipﬁes to- be
imports. At present they compriée, in value terms, 16 percent of
the clothing market and 25 percent of the (leather) footwear market,

with 1972 increases frightening.

The major vblumes«df apparel importé have geﬁerally been low priced
and inferior styled. The:problem is .that not only have the quantity

of imports continued unabated, but also their fashion content has

improved'considérably;

A positivé challenge to imports is a stréhgthéned apparel industry
ptOducing more original fashion design. Canadian firms could increase

their style capability, move into the medium to'better price categories
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‘where fashion, not price,'is the major market factor, and vacate the

low end of the market_to imports. To a_large'degreefthis~realignment -

has been achieved, but at the cost of decreased industry praductivity.

._The Canadian_fashion market, based on the results of thisAstudy, can

. absorb increased volumes of fashion apparel° specifically:

— consumers are knowledgeable about, are attracted-
to, and assuming sound management of the Canadian
economy, will continue to have the capablllty to -
‘spend more on fashlon apparel; ‘

- retallers are cquite sophlstlcated in presentlng
fashlon and enticing sales, :

- there is no shortage of creative people wishing to pursue
de51gn careers in the apparel industry, although there
are deficiencies in current training methods;

- the»fashlon-medla appears adequate 1nAtransm1tting
- the fashion message, although newspapers, magazines
. and -trade papers should be allocating more copy on
Canadian, as against European designs (and receive
more advertising from Canadian apparel manufactures);

The outstanding deficiency.lhniting original fashion design is the

‘fragmentation of the Canadian apparel industry.. There’are too many'

" small companies. 'If you define a company with less than annual.

sales of one mllllon dollars.as small then 85’ percent of the apparel

firms are included. Small firms cannot afford the de51gn overhead

and are not in a poSltlonito develop and pro'mote,more‘orlg'lnal'des;Lgn°

There are not enough large firms to take full advantage.of.the.
potential in the Canadian fashion market. ' By size, though, it is

not that'apparel‘dinosadrs are reCommended; The mostiprofitable
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apparel companieé appear to be those that’operate»uhder'a central

umbrella over several semi-independent operations. With size comes

greater:fashion-resilience (risks are Spread), increased leverage
with suppliers and;finaﬁcial institutioﬁs, abiiity(fo mount national

advertising campaigns and purchase the latest technology and in this

“matter to sﬁpport‘more original fashion design° A first priority

shoﬁld be a.potenf industrial development policy to stimulate mergers

and increased‘productivity in the\Canadién appérel indusfry;
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» - o DESIGNER DEVELOPMENT -PROGRAM RECOMMENDATIONS

Specific recommendations are offered to increase the level of
qualified fashion design talent in the Canadian apparel industry.
There are two major approaches: o

1. ‘upgrading the skills of present employees in the
Jndustry, o . ‘

; 2 increaSing the technical skills of prospective designerso

| There are also budgetary constraints which‘have been taken into.
consideration in the formulation of the follow1ng programo Specifically
they inelude the following: | |
'_l the federal government appears prepared to support

only a-modest increase in expenditures in the Fashion
Design ASSistance Program,

€

-  the provincial governments (Quebec, Ontario, Manitoba,

. British Columbia) have shown reluctance to make other
‘than modest commitments to a national fashion ‘design
assistance program,

- the apparel~industry<is fragmented, influencing the "

’ type of program and possible financial support;

- the need to increase original design i$ not top"
priority ‘among apparel industry needs, It ranks -
high, but behind the requirements for. middle managers
and ‘apparel engineerso

. The major findings of this study of fashion design are as folloms::

- the number of graduating students exceeds industry
requirements, with the disturbing feature that further
¢ . ' expansions are planned in Ontario (where the imbalance
'is the greatest)
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training offered students -should be: of longer duration, -
with some attempt at 1ndustry specialization, 1nclud1ng

men's. wear, chlldren's wear and: footwear;

ex1st1ng ‘courses in patternmaklng, as part of fashion design

. courses, should be upgraded considerably to meet 1ndustry
requirements; '

courses should include some exposure to the production

and marketing constraints facing a manufacturer, partlcularly
designing within imposed price points, and utlllzlng only
restrlcted types of machinery; .

manufacturers are not generally aware of the avallablllty _

- and quality of students. emanatlng from public schools and

collegesa

‘There'are'other Findings, which, for presentational pirposes, are

included in association with specific program recommendations.

A Designer Develbpment_Program is-reCommended7 comprising the following .

three elements:

A, Educational
"y B. -Promotional

Co"Developmental

In order of pricrity the ranking,T suggest, would be promotional, fbliowed ,

by educationalAand developmental.
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A, EDUCATIONAL

Within Canada, and particularly in Quebec, Ontario, Manitoba, Alberta

and British Columbia; thére are a variety of schools offering an

_ initial exposure to fashion_desigh. 'MényAgiffed students graduate.

~from‘thesé prbgrams'and require”further training to dévelop their

creative abilities more fully. There is no institute in Canada

-available;for pdst—graduate training in fashion -design. The major’

appafel producing countries of the world have éuch facilities, in-

cluding the United.States, Unitéd Kingdom, France, Eire, Israel-

and Japan. Such a facility could also establish accreditation

i

standards for designers, develop seminars; and provide advice to

désign_schoois across Canada. The need for such a facility has

long. been recognized by the fashion pfess, manufactures, the Leetham

Simpson Reporﬁ,:and'éducatibhal officials,' It.should be located in

»_Montreal which harbours the length, strength and fashion vibréhce of

the'Cénadian apparel industry.

RECOMMENDATION ONE: A NATIONAL SCHOOL OF FASHION DESIGN IN MONTREAL
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‘There will be a continuing.need to offer scholarships'fgr giffed
studenté{ Fésﬁion.is interna£i0nal iﬁ today's ginal village.

A studen£.éan‘leérn much by attending the tpp design schools 1ocated"
iﬁ.thé fashion Cenffes of £Hé world, inclﬁding Paris, Londoh and

New York?' At pregegti$12,500 is spent aﬁnually by the Apparel and
.TextileS_Brahch, Iﬁdustry, Trade and Commerce fof this pdrpose, withn
four students sélégtéd in.l972. My fecommendation is that the number_
of recipients be.intreésed to.six, with a‘minimum of one'scholgrship
évailéble annuall§ for é s£uden£_wishihg to quSUe a‘career inifoot—_

wear design.

RECOMMENDATION TWO:~ A SCHOLARSHIP PROGRAM
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- Industry should be infimatély involved in the designer development

:progrém. - In the edgcationalvaréa,'apart frém serving on Advisoty
Commitfeeé for»désignvschqols, it is recommended fhaf tﬁey partiéipate
in annuai provincial’dééign:comﬁéfitions. .Whaf.ié'préppsed is a
fashionushow'limifed.to the gfaduating.étudengs from design schéols

in a provinée. >Manufacfurers Qould be eanuragea to atténd énd.defray»
most of the production costs tthdgh inflafed admissioﬁichargesf. The
benefifs wéuld_véryvfrom dng extreme whére‘manufacturers wduldtbecome
more éwafe of the.agtivity‘and calibrevof desién school;, tq.thg

other extreme wﬁeré job offers would be made. To add to the event,
the designer sgiected as the most.talgnted, by a vote of aﬁtendipg
mgnufaéturers, shbuld %eceive.top'priority in considérétion ofla

design schoiarship.' For purpogeslof»equity, two should beAmadev

" available for a Quebec promotion, one for-Ontario. and one to the -

remaining provinces.

'RECOMMENDATION THREE:  ANNUAL PROVINCIAL COMPETITIONS FOR STUDENT DESIGN
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.fhere is a widening chasm betwesh the prOduct of fashion designv

ﬂseheols and the needs of the apparel industry.;.it is greatest mhen
assessing patternmaking skills° With the smaii size.of«companies;
job'responsibilities cannot he speclalized; as a consequence,'much

is requested of a designer in a typiCally‘undermanaged apparel company.

To bridée:the gap, aplimited trainingein;industry program isirecommended
for students ef-fashion design as part of their ceursevrequirementsp-

To benefit fuiiy-from.the exposure, the students should have received
at least tmo years (4 semesters) of tralnlng and preferably‘be attendlng
a: publlc des1gn school The tralnlng-ln—lndustry is proposed to

be part of the.flrst term third year,. The company selected to have

-a des1gn department with a student part1c1pat1ng in the development

o *of two lines. The period of‘ln—plant tralnlng should range from

- 10 - 15 weeks. A 11m1ted grant should be made avallable to the

manufacturer and student to defray only miscellaneous costs. It is’
recommended thatasome~restr1ct10ns be placed on the number receiving
this assistance (per'schopl and per region)»te avoid further pro-

liferation of courses.

RECOMMENDAT TON FOUR: A TRAINING-TN-INDUSTRY PROGRAM FFOR STUDENT DHS[UNHRH
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Many designers commented that they would like to attend skill
development seminars, particularly oﬁ patternmeking,;trendé in
_aufemafed‘machinery and costing techniques. The'Internetionel
Association of-Clothing Designers, the‘Fashien Group,.feronto
Club of Clofhing‘Deeignersland‘similar associations should be.
encouraged to‘preeent:such seminarson:Course.ﬁeterial eould be -
developed by the Fashion Advisor, bepartment of Industry, Trade
and‘Corﬁmerce° The cost of»presenting these seminars could be
absorbed, iﬁ large degfee, th;ough existinj,federalvgovefnment~

programs,

RECOMMENDATION FIVE: SEMINAR-PROGRAM FOR FASHION'DESIGNERS
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B. PROMOTIONAL

Since we have a valued producf - Canadian fashion design talent -

" then of equal value to developing it is bromoting it.  In Canada

this means adveftising, and with the nafure_of,this business,

attention absorbiﬁg techniques that are presented one year, are

- replaced the next.

There is an impoftaht ﬂeed.for a national fashion‘préss service
offering photos and étories on Canadian design échievements, :Such

a program~couid dp much‘to:‘ offset the almgst daily proéufe,offered
Cahadians of'Eufopean faéhion tyeﬁdé; - complement thé efforts of
manufaétuiers»éttemptiﬁg-to_prdmoté their-designers through épecial

lébels and other advertising; by example, encbprage.ménufécturers to

offer more original desigh..‘This service should be extended in time

to the international press to complement the expoft efforﬁs of apparel

manufacturers.:

’,RECOMMENDATiON‘SIX:‘ A NATTONAL FASHION'PRESS_SERVICE”
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B. DEVELOPMENTAL

- Many of the mechanisma are in place to apg:ade the level of design

‘talent in Canada. There are gaps, which, if overcome, would increase

substantially the collective effect of individual efforts.

~Computer'techhoiogy combined with nimerical control cutting and

sewing devices are the way of the futura fof-ihe apparel industry.
The FeéeralaGovernmént has.reaogﬁized.this,-and through prdposed
Productivity_and\Development_Ceﬁtres, will bé’accelerating the
adoption of this and other téghhologie_éa »A'key_eleﬁent is combuter_

pattern grading, with expectations most optimistic that facilities

‘offering this service will soon be established in Montreal and

Toronto,

The benefit to Caﬁadian fashion desigﬁers will be considerable, in

' that it will free them from the more technical aspects Of”the design
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