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Introduction

In the context of a weakened garment-manufacturing sector, Canada is home to a
small but growing independent fashion industry. However, little is known about the composition and competitiveness of this country’s fashion industry. This paper seeks to provide a preliminary analysis of independent fashion brands in Canada. It began with the
question, what does the Canadian fashion industry look like? How do these firms compete, brand, and differentiate themselves? And why have they decided to keep their garments made in Canada? What are the implications for Canadian designers, manufacturers
and retailers?
While early in my PhD research, this paper will provide a preliminary analysis of
the Canadian fashion industry based on the first phase of my field work. As there is limited quantitative data available on the Canadian fashion industry, a qualitative approach to
understanding the Canadian fashion industry has been applied. This preliminary analysis
will also help to guide future research questions and areas of study, and will serve to
compliment subsequent methodologies.
To date, this analysis found that Canadian fashion firms brand themselves in
terms of quality and place. The vast majority of the Canadian fashion industry is made up
of small, independent fashion firms that seek to stay local in order to exert greater
amounts of control over the design, production, marketing and retailing of their products.
In particular, the majority of independent fashion firms in Canada, for reasons that will be
explored, decide to keep the manufacturing of their (increasingly) niche garments in local
domestic factories. The resulting product is not only of a higher quality, but is branded as
such, in terms also relating to the authenticity and meanings embodied in the product.
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It will be argued that these findings support a growing literature in economic geography on the cultural industries. In sectors such as art, music and fashion, individuals
and firms are competing on quality (Jansson and Waxell, 2011) and differentiation (Powers, 2010), as independent producers in the cultural industries seek to find new ways of
‘standing out in the crowd’ (Hracs et al., 2013). It will also be argued these independent
fashion firms are contributing to the place branding and the construction a Canadian
brand identity in the globalized fashion industry. The implications of the growth of a
made in Canada fashion industry, not only for the individual firm but also for the national
fashion industry, will be explored.
The structure of this paper is as follows. While section one will provide an introduction to the Canadian fashion industry, section two will provide an overview of the
academic literature exploring the structural changes impacting the fashion industry, Section three will describe the methods employed in this paper before presenting a preliminary analysis describing the composition of the Canadian fashion industry. The final section will provide concluding remarks and details as to the next steps for my research.
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Section One: Contextualizing the Canadian Fashion Industry
While the fashion industry has been the subject of extensive study, ranging from
fashion studies to business administration and economic geography, the existing literature
to date has largely overlooked the Canadian fashion industry. Coupled with a lack of industry or governing bodies with respect to the fashion industry in Canada, the outcome
has been that little is known about the composition, structure, challenges and opportunities facing the fashion industry. The exception to this rule is the book Fashion, A Canadian Perspective, released in 2004 and edited by Amanda Palmer. While the book includes
chapters on events and actors that have played key roles in the historical development of
the Canadian fashion industry, such as the prominence of the Hudson’s Bay Company,
the impact of WWII on dressing and the impact of Fashion Television on the fashion media industry, the majority of the works do not explore the fashion industry after the 1960s.
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Furthermore, taken together, the book does not provide an account of the composition of
the national domestic fashion industry, or the impact of key factors shaping the industry
with respect to the industrial restructuring and the globalization of production. My thesis
work seeks to build on this foundation and provide a current account of the Canadian
fashion industry.
In contextualizing the Canadian fashion industry at the firm level, there is limited
quantitative data available. The data that is collected by the Canadian Business Patterns
division of Statistics Canada includes designers in the category “other specialized design
services”. Within this category, data on the size of businesses by number of employees is
available. The purpose of utilizing this data is to describe the size/composition of the
Canadian design industry, of which fashion designers are included. This data will help to
provide the foundation for which my qualitative analysis will compliment.
Tables or Appendix 1 provides this data for Toronto, Montreal, Vancouver and
Canada, for the years 2000-2013. It is important to note there is a large number of firms
that are described as ‘indeterminate’ which is utilized to count establishments that do not
have an employee payroll but may have staff which includes contract workers, family
members of business owners. Due to the fact this data is not available in the Business
Register; the establishments are assigned to the indeterminate category (Statistics Canada, 2014).
When examining the data that is available, a very clear picture of the design industry in Canada is presented: 85% of the design services businesses in Canada employ
1-4 people, and 95% of these businesses employee 9 people or less. For the major Canadian cities of Toronto, Montreal and Vancouver, a similar picture emerges. In Toronto,
97% of the specialized design services industry is comprised of businesses employing
less than 9 persons, which is similar to Vancouver (95%) but smaller than Montreal
(90%). Vancouver and Toronto are each home to one firm that employs 200-249 people
(in 2009 and 2011 respectively), while the largest business in Montreal employed
150-199 people in 2009.
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With respect to the apparel industry, the data on the domestic clothing manufacturing industry (which includes clothing knitting mills, cut and sew clothing manufacturing and clothing accessories and other manufacturing), reveals the challenges facing the
sector (Industry Canada, 2013). Employment in apparel manufacturing dropped to 35 700
people in 2011, from 54 500 in 2007. Canada has held a negative trade balance throughout this time period, while domestic imports (-13.6% compound annual growth rate) and
gross domestic product (-8.5% compound annual growth rate) have also fallen substantially over this time. However, capital investment in garment manufacturing did increase
5.6% (compound annual growth rate, 2007-2011). Industry Canada (2013) in their report
recognizes the prevalence of off-shored garment production to low cost labour countries
such as China, Bangladesh and India, due to trade liberalization and also the restructuring
of fashion retailing with the advent of fast fashion. However, the report also describes the
ongoing transition of the Canadian fashion industry to niche products such as outerwear
and high end clothing. The importance of the adoption of new technologies and the need
to address skilled labour shortages are also cited as challenges facing the sector (ibid).

Section Two: Ongoing Restructuring in the Global Fashion Industry
The fashion industry has not been immune to global shifts in industrial production
and in fact, may be one of the clearest examples where industrial restructuring has had a
most profound effect. In recent years, production in the fashion industry has been characterized in recent years by outsourcing to low-wage countries and increasingly, to partially
industrialized countries (Tokatli, 2008). The Rana Plaza factory collapse in April 2013 in
Bangladesh which killed over 1100 workers serves as a stark reminder of the cost of the
current fashion production system (Manik and Yardley, 2013). After China, Bangladesh is
the world’s second-largest garment producer and exporter. Companies have flocked to the
country in recent years as a solution to rising labour costs in China. In Bangladesh, the
monthly salary for an employee of a garment factory is $37 US dollars a day (ibid).
In examining the factors that made these changes to production possible,
Bhardwaj and Fairhurst (2010) argue that since the 1980s there have been rapid changes
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to the global commodity chains producing garments in the fashion industry. Flexibility in
design, production and speed to market has radically altered the way in which clothing is
made. It is argued that during this time, several large retailers, which served to increase
competition in the sector, dominated the apparel industry. As Agins (2000) argues, rather
than design or quality being at the forefront of apparel industry, it was now about producing garments at the lowest cost.
In The End of Fashion, Agins (2000) provides an in-depth examination of the
fashion industry, from the prestigious couture houses of Paris to the rapid rise of American brands such as Ralph Lauren and Isaac Mizrahi – and the factors that led to the decline of both of these segments of the fashion industry. Agins explores the ways in which
the couture markets of Europe failed to compete with the growing offshoring of garment
manufacturing, and later traces the decline of both European and American luxury brands
in the 1970s and 1980s, which through overzealous licensing agreements and ever-expanding product lines, lost the exclusive cache that made the brands valuable commodities.
These changes are typified in the shift to outsource the production of garments to
low cost countries in the quest for efficiency. In particular, the clothing produced by these
production systems is described as fast fashion. Fast fashion, according to Segre Reinach
(2005, pp. 47), is “a generic term that covers various types of products and brands: from
simple inexpensive items of clothing sold on street-market stalls to proper brands such as
Zara, Mango and H&M, where new products are churned out every day. It is argued that
a crucial component of the success of the fast fashion, outsourced model of production is
the sophisticated supply chains that have been developed to support it (Tyler, Heeley and
Bhamra, 2006). Technological advances allowed fast fashion retailers to produce garments in low labor cost countries without compromising response times. For example
Zara, one of the world’s leading fast fashion retailers, has been credited with setting the
bar for speed in the design, production and retailing of their on-trend garments, which has
allowed them to be industry leaders (Sull and Turconi, 2008, Badía, 2009). This model
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proved to be quite successful, with increases in profit coinciding with these methods of
overseas production to rein in costs.
In recent years however, cracks in the fast fashion model have begun to appear. At
the same time, alternative models of consumption are also emerging. Similar to the “slow
food” movement which is characterized by an emphasis on supporting local, small scale
farmers and cooking with seasonal ingredients, the slow fashion industry is also based on
principles of sustainability, social responsibility and transparency in the fashion industry
(Pookulangara and Shephard, 2013).Slow fashion is defined as, “a philosophy of attentiveness which is mindful of its various stakeholders' respective needs (with “stakeholders” referring to designers, buyers, retailers, and consumers) and of the impact producing
fashion has on workers, consumers, and eco-systems” (Pookulangara and Shephard,
2013, pp. 1-2).
This includes concern for labour rights and the working conditions of garment
producers and environmental sustainability, such as accounting for the environmental impact of disposable, low quality clothing. It should also be emphasized that changing consumer preferences play an important role in encouraging change in the fashion industry.
From growing consumer interests in shopping local and supporting community
economies, to a shift away from ‘trend’ driven dressing, consumer preferences are integral to the changes in this sector. Moreover, as consumers continue to demand increased
product and supply chain transparency, we may also begin to see changes in the fast fashion industry (Pookulangara and Shepard, 2013). The next section of this paper will explore the ways in which these broader industrial shifts in the global fashion industry have
developed in the Canadian fashion industry.

!
Section Three: Methodology
This paper utilizes a mixed-method approach. The primary research method is
semi-structured interviews, complimented by a content analysis of the “About Us” page
of the websites of ten Canadian independent fashion firms. Early in my field work, this
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paper will present preliminary findings based on 26 interviews from my first round of
fieldwork in March-May 2014.
The main method of analysis is in-depth, semi-structured interviews with key
informants and independent designers. Interviewees were identified through fashion media coverage, fashion shows and the author’s previous experience studying the Canadian
fashion industry (through an analysis of independent fashion retailers, see: Brydges,
2013). Key informant networks were also leveraged in order to strengthen the snowball
approach that was employed in order to gain access to subsequent interviewees.All of the
designers interviewed were Canadian and all but one had their business headquartered in
a Canadian city. It was not required that a designer manufacture their products in Canada,
which also helped to ensure that a variety of firms of different size and development were
interviewed.
Interviews took primarily took place either in-person (at a cafe, designer studio or at
an industry event) or when meeting in person was not possible, took place over Skype.
Interviews typically lasted forty-five to ninety minutes and were digitally recorded with
permission. Recordings were then transcribed and coded by hand according by theme.
Interview results (combined with content analysis results) have informed the structure of
findings section of the paper.
This fieldwork is complemented with a content analysis. The purpose of this analysis
was to provide a background overview of the language used by independent firms in
branding material. Appendix 1 includes the coding manual, coding schedule and list of
firm’s analyzed (Bryman et al., 2012). The coding schedule begins with descriptive details to provide context for the analysis, such as the type of media that was analyzed,
place of production and the type of clothing that is made. In particular, the coding schedule was designed test if the companies are using the terms and descriptors of slow fashion
that are typically identified in the media (such as local, sustainable, and quality).

!
Section 4: Findings

!
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The Composition of the Canadian Fashion Industry
As the data in section one described, the Canadian fashion industry is typified by
the prevalence of small, independent fashion firms. In addition, the content analysis revealed the majority of these firms are newly founded, and only three of the ten firms
studied had been in operation for twenty-five years or longer, and half were founded
within the last five years (see: Appendix 2). This may also be reflective of the high levels
of volatility and turnover in fashion firms. Brands are typically clustered in the major
cities of Toronto, Montreal and Vancouver. Toronto continues to be the national hub for
the Canadian fashion industry (for an in-depth examination of the Toronto slow fashion
industry, see: Leslie and Brail, 2011; Leslie, Brail and Hunt, 2014). This factor does impact the fragmentation of the fashion industry, given the vast geographic distance between these cities. Firms typically provide the consumer with the location of both their
production and design locations. And while a firm may identify with a particular city, the
majority also represents their brand as a Canadian company as well. In fact, all but one of
the firms studied in the content analysis explicitly included the phrase "Made in Canada"
on the ‘About Us’ section of the website.
As both the content analysis and interviews support - and will be described in
more detail below - the majority of Canadian fashion firms are concentrated in specialized product niches. Independent fashion firms typically employ one of two strategies.
On the one hand, firms may decide to be a ‘traditional’ fashion firm, in terms of producing two to three full collections a year, or instead develop one niche product (such as
raincoats or leather goods). The following sections will expand on these descriptive findings. First, the decision to make the product in Canada will be explored. Second, the implications of producing in Canada, with respect to the higher quality garment that is produced will be described. Third, the way in which quality is articulated to the consumer
and connected to notions of authenticity and personal connections will be described. Finally, the implications for the Made in Canada brand, and Canadian fashion industry
more broadly, will be explored.
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Made in Canada: Exploring the Motivations of Independent Fashion Brands to Manufacture in Canada
Building on the finding that the Canadian fashion industry is comprised of small,
independent brands, it was also found that vast majority of independent Canadian firms
are producing their garments in Canada. There are few exceptions to this rule: one firm
for example decided to leverage family connections in Macau, while another decided to
enter the market in the fast fashion sector, which demands production in low-cost countries such as Bangladesh and Cambodia (interviews). However, the remaining firms interviewed have decided to keep the manufacturing of their products in domestic factories.
There were two primary rationales for doing so.
First, for some firms, the decision to make their products in Canada was a function of the size of the firm and the size of their orders. Designers openly admit that they
do not meet the minimum buys required to use overseas. As one designer described:
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“When you’re starting out, your orders are really small. You’re maybe only producing 5 or 6 pieces. And the big manufacturers have minimums, and they won’t
talk to you unless you’re making 500 or 600 of an item, or maybe 100. If I wanted
to do that volume, I’d have to make something like t-shirts, something really, really plain. But I wanted to do something really unique and beautiful and well-made.
So I found a local company. They’ll do any size order which is really great and
they just do a really good job of producing the product. It worked out really well.
I’d like to keep it in Canada. I think it’s important to support the industry
here” (Interview, designer, Vancouver).
As this quote also reveals, designers also recognize that by making the product in

Canada, there is a higher level of quality and control over the garment that is produced.
They also recognize that they are producing a more expensive product and price band.
Several designers also described other notable benefits to keeping manufacturing closeby. As this is the first business for many Canadian designers, not only are they managing
the design and creative aspects of their job, but also the business side. By keeping the
manufacturing local, interviewees repeatedly described the ease of business gained by
using local factories, rather than those overseas; they are able to operate on the same time
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zone, in the same language and if and when problems arise, they are quickly able to adapt
and adjust. As one young designer described:
“When you start out, there is a steep learning curve. There are a lot of moving
parts to manage, and you do not always get the hang of it the first round. It can be
overwhelming! Keeping everything in Canada, it helped us learn those processes.
Each season you get a little bit quicker and more efficient. It’s about learning how
to balance (your existing duties) and then learning how to take on more. It doesn’t
happen overnight” (Designer, Toronto).
On the other hand, there are designers who have at the core of their business model, the desire to produce domestically made clothing and support the local economy. Several designers also reported that as they build their own brands and company, they want
to build the local economy alongside them:
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For us, it is important to manufacture in Canada. There’s a sense that we are creation something here for the long term, and right now, there are the facilities that
are in line with what we are doing. We are making a beautiful product and we are
happy with it” (Designer, Toronto).
Manufacturing in Canada was described as being a core value of the company and

something that consumers are beginning to recognize and value as well. As this quote
also reveals, underpinning this all is the basic fact that despite considerable challenges,
manufacturing facilities continue to exist in Canada. In many similar countries, the vast
majority of garment manufacturing was off shored in the past thirty years and only skeletal factories remain. But for Canadian manufacturing, the fact that many fashion firms are
very small helps the sector:
“It’s difficult to make the garments in Canada; it is expensive to produce here.
But, we still have the capabilities and also we have a lot of designers who have
their own studios and are doing the production themselves. It depends on the
brand; where they are at and what they are doing. When you get to a higher quantity, it gets more expensive to produce here in Canada, when you get to a certain
level you may have to go overseas” (Key informant, Toronto).
As such, if the Canadian fashion industry grows and firms expand, Canadian garment manufacturers may be faced with the challenge of how to keep firms from moving
their production.
!10
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Competing on Quality
While the previous section revealed that the majority of fashion firms in Canada
produce their garments domestically, it was also found that in turn, these firms brand
themselves and their products in terms of quality. The content analysis conducted for this
study found that all but two of the ten firms include the word quality in their ‘About Us’
page. Rather than branding their product as slow fashion or in terms of sustainability (i.e.
as local or fair trade), eighty percent of firms instead present themselves as producing
high quality garments that are closely associated to place.
This is connected to the competitiveness of the Canadian fashion industry, and in
what area designers seek to compete.

!
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“I think it all depends on what you are trying to do. Where do you have expertise?
It’s all about marketing yourself and trying to find an in somewhere in the market.
Where are you going to price yourself? I think Canadian designers are generally
going to have more luck being niche players, with luxury type, better price, and
value-added products. I think to play in any other game, is going to be very, very
difficult” (Designer, Toronto).
These notions of expertise, quality and place are particularly prominent in the

branding of made in Canada outerwear. Several Canadian designers in this category describe themselves as combining unique, signature designs (for example, a made in Canada raincoat with a few distinctive styles that the entire brand is built around) with high
quality production processes. The combined effect is to communicate a niche, valueadded proposition for the brand. One key informant involved in mentoring new designers
also connected this to notions of credibility and authenticity:
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“I think one thing that makes Canadians unique is that we do experience all the
four seasons. You can see that in the way in which designers design their collections, compared to somewhere like Los Angeles, where designers don’t always
understand the practicality of the garments. Whereas Canadian designers, there
really is a practicality and credibility to the garments that they make” (Key informant).
!11
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As such, it may be that a valuable niche market may be evolving around place of
manufacturing in the clothing industry, which is opening up the potential for a revival in
the North American garment industry. As Jansson and Waxell argue, “innovation, or innovativeness, is not enough when competing on global markets, at least in certain types
of industries where performance, standards and perceptions of a product are a primary
concern” (2011, pp. 2237). The authors explore the way in which quality is utilized as a
strategy for regional competitiveness. Moreover, quality is, “understood as a process
leading to a quality promise – experienced, constructed, mediated and negotiate by systems of actors in a spatial context. The quality promise is fixed when a product meets its
expectations, be they functional, practical or aesthetic in character” (original emphasis,
ibid). In particular, the authors explore the ways in which particular industries and actors
have utilized the ‘quality promise’ in order to successfully compete in the global marketplace on the basis of offering high quality goods and services.
Jansson and Waxell (2011) also introduce the concept of projection, where a
product is positioned in relation to other products. In this process, quality is a key source
of comparison. As the authors describe, “by purchasing a product, a well-known brand of
which a consumer has a prior concept and knowledge, the consumer is buying into the
idea that he/she knows that he/she is getting. For the producer selling their product based
on the notion of quality, this kind of social contract is of utmost importance, as the reputation and honour of the producer is at stake” (pp. 2246).
As such, it would appear as though the Canadian slow fashion brands have strategically chosen the segment of the fashion industry in which they can compete on quality.
And, in the fashion industry, competing on quality is an important strategy of differentiation for high-cost countries such as Canada, which would be unable to compete in the fast
fashion industry that relies on low-cost production. However, as Jansson and Waxell
(2011) demonstrate, it is not merely enough that your product is branded on quality; it
must actually live up to these expectations.

!
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Articulating Quality to the Consumer: The Importance of Authenticity, Exclusivity and
Personal Connections
It has been argued that the Canadian fashion industry is characterized by small
firms who have, for varying reasons, decided to produce their clothing domestically,
which has been positioned as a high quality, niche garment. However, the location of
production is not enough to appeal to consumers. Canadian independent fashion firms
also rely on innovative, distinctive branding to distinguish their product from those on the
market. The content analysis of a sample of Canadian fashion firms found that ninety
percent of the firms refer to the independent nature of their business in their About Us
page, and connect their branding material to this identity.
A key way in which this value is articulated is through a firm’s brand, in terms of
authenticity and exclusivity. By describing to the independent nature of the company and
making personal connections between the designer, the product and the consumer, Canadian fashion firms seek to differentiate themselves from other segments of the fashion
industry. In addition to social media channels such as Twitter and Facebook, the “About
Us” page on a designer’s website is a valuable marketing tool where the designer pals a
prominent role as the face of the company. This is a place where the designer is able to
convey the history and meaning of the brand, and the place of garment production often
plays a prominent role.
An independent brand needs to convince you to buy their higher price, higher
quality product rather than buying a lower cost, often fast fashion equivalent. As they are
operating in a higher price brand, designers must effectively communicate their brand
message in order to influence the consumer consumption patterns and convince them to
purchase their product. While the design aesthetic of the brand is of course extremely important, designers must also tap into feelings of authenticity, pride and quality.
Figure 1 provides an example of an “About Us” page which not only describes the
history of quality and domestic production that is fundamental to the brand, but also connects to pride for a national identity. Despite being one of the larger brands in this sample, there are also notions of authenticity implicit in this description, which can be seen in
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the connections to the heritage of craftsmanship that is described as begin fundamental to
the product. While this brand clearly builds on the reputation of the Canadian winter, the
brand is increasingly urban and cool, which is an identity that many other brands also
seek to hone in on.

!
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Figure 1: About Us page for Canada Goose.
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As Power (2010) argues that in the contemporary marketplace, a firm can no
longer merely rely on traditional forms of intellectual property, such as trademarks, to
bestow competitive advantage on their cultural products. Rather, this advantage is also
conferred through positionality and product differentiation. As Power argues, “differentiation is essentially about establishing a unique position and relational status for the product (and the firm) in saturated and consumer-driven market places (2010, pp. 148). Power demonstrates the importance of differentiation in the competitive cultural marketplace,
where it is not only producers, but also consumers that play a role in shaping the economic and creative value of a product. Because a firm cannot rely on only their intellectual
property, producers in the cultural economy must carefully position their product in order
to develop a niche that is attractive, and valuable, to the consumer who purchases it.
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It is often through branding where this value is conveyed. Power and Hauge argue, “brands are the result of a branding process whereby one attempts to charge a product (or set of products) with ethereal qualities: qualities that primary function as marketing arguments. A brand’s value is thus in the way people end up thinking and feeling
about it and the product it is linked with” (2008, pp. 124). The authors utilize an institutional approach in order to account for the many economic factors that contribute to the
brand of a firm, and also argue for the important role that consumers play in the brand
construction process.

!
The Potential of Made in Canada: Branding the Canadian Fashion Industry
Finally, what are the implications of these arguments on the ‘made in Canada’
brand? On the eve of Canada’s 143rd birthday, Houpt (2010) wrote in the national newspaper, The Globe and Mail, what is Canada’s brand? In the context of the fashion industry, what does Canada as a place brand mean, and how can this be theorized with respect
to quality? Place branding, once the domain of tourism, international relations and export
promotion (Papadopoulos, 2004), has evolved to take on new meanings in the contemporary economy. While Tokatli (2012b) suggests that place-image may become less of a reliable local asset for global luxury brands, it would appear from the preliminary analysis
conducted in this study, for the independent fashion brands, the relationship between
place and brand image may be increasingly important.
Whereas Parkerson and Saunders (2005) explore the ways in which brand building is increasingly a purposefully planned exercise designed to create a city or place image, the same cannot be said to have taken place in Canada. Whereas in the literature, the
brand of the country is the often source of value for firms that are located there, in the
Canadian case it would appear that the situation has been reversed. Rather than a topdown national branding strategy, rather it is independent fashion brands that are in the
process of constructing the brand identity of Canada in the fashion industry, by shaping
the discourse and brand surrounding Canadian produced garments. Given the fact these
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small firms have international stockists and growing reputations, these small firms have
the global reach to contribute to the discourse and brand reputation of Canada. This is
reflective of similar branding practices by other creative workers such as those in music
and art who develop unique strategies in order to ‘stand out in the crowd’ (Hracs et al.,
2013).
A new project initiated by a team of creative industry professionals in Toronto entitled “Made Inland” is an example of a new form of branding for the sector. With a mandate to, ‘help elevate the profile of independent Canadian fashion industry,” their first
event is a two day fashion marketplace exclusively for independent designers who make
their clothing in Canada (Made Inland, 2014). Figure 2 is an example of their promotional material. While the economic and cultural impact of this program remains to be seen, it
supports argument that is not only tremendous economic value in the made in Canada
brand (for both independent designers and the national fashion industry), but also reflects
the bottom-up nature of the sector. The fact that the program is grassroots and intricately
linked to the designers themselves furthers the authenticity and exclusivity of the event,
in a way that a state-sponsored program potentially could not achieve.

Figure 2: An example of the promotional materials for the Inland program.

!
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Section 5: Conclusion
This paper has presented a preliminary analysis of Canadian independent fashion
firms. Based on my first round of fieldwork consisting of twenty-six interviews with key
informants and independent designers, this paper has sought to describe the composition
of the Canadian fashion industry. It has web argued that the Canadian fashion industry is
characterized by small firms engaged in local production. In turn, independent designers
brand their product in terms of quality, authenticity and exclusivity. The implications for
the branding of the Canadian fashion industry has been explored, and connected to the
literature on quality, differentiation and place branding in the economic geography literature. It would appear there is a unique niche for Canadian fashion firms, in terms highvalue added, quality products, which holds opportunity not only for independent designers, but for manufacturers and the broader promotion of the Canadian fashion industry
abroad.
The next stage of this research is to continue to interview Canadian fashion designers. While this research is based on interviews largely with emerging designers, particular emphasis will be placed on interviewing more established designers. In addition,
while this research focuses on designers at the firm level, a separate paper in my thesis
will focus explicitly on the individuals starting independent fashion firms in Canada to
examine their employment conditions and entrepreneurial motivations.

!
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Appendix 2: Content Analysis Materials
Coding Manual
Data

Coding

Type of media

01 – Website, 02 – Facebook, 03 – Twitter, 04 Tumblr

Designed for

01 – Women, 02 – Men, 03 – Unisex, 04 – Not
specified 05 – both mens and womens lines

Year established

State year

Location of design

01 – Toronto, 02 – Vancouver, 03 – Montreal, 04 –
Halifax, 05 – Edmonton, 06 – Canada

Location of production

01 – Toronto, 02 – Vancouver, 03 – Montreal, 04 –
Halifax, 05 – Edmonton, 06 – Canada

Specifiesmade in Canada

01 – Yes, 02 – No

Includes the word
sustainable

01 – Yes, 02 – No

Includes the word slow
fashion

01 – Yes, 02 – No

Includes the word
sustainable

01 – Yes, 02 – No

Includes the word quality

01 – Yes, 02 – No

Includes the word fair trade

01 – Yes, 02 – No

Includes the word
independent

01 – Yes, 02 – No
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Includes the word local

01 – Yes, 02 – No

Slogan

Text from website

Coding Schedule
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