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RANK

APPAREL RETAILER

Stock Price
Change YearOver-Year

Revenue
Change YearOver-Year

Profit Change
Year-OverYear

W-Score

Social
Strength

CEO Rating

Employee
Satisfaction
Rating

Total Score

1

Nike

1.2%

10.1%

21.5%

77.7

72.6%

94%

3.9

20

2

Michael Kors

16.1%

7.8%

5.6%

86.6

63.2%

82%

3.4

49

3

L Brands

21.8%

6.1%

20.2%

69.6

47.0%

92%

3.7

51

4

American Eagle Outfitters

-5.1%

7.2%

12.8%

68.9

69.8%

80%

3.6

52

5

Kate Spade

-2.0%

9.1%

10.8%

42.5

78.5%

83%

3.5

59

6

Francesca's Collections

-15.1%

16.3%

18.0%

82.1

54.6%

91%

2.9

63

7

Columbia Sportswear

-5.8%

10.7%

12.4%

74.4

20.7%

87%

3.5

68

8

Under Armour

-52.2%

28.5%

11.8%

66.9

29.3%

97%

3.8

78

9

Express

-20.4%

8.5%

20.3%

41.8

57.8%

75%

3.2

88

10

Carter's

7.2%

4.1%

6.2%

43.5

35.1%

82%

3.2

102

As mall traffic continues to slow, only those apparel retailers that are able to readjust their focus and
find new ways to connect with shoppers will stand
the test of time. In the omnichannel age the distinction between digital and physical retailing continues to blur and successful retailers — like the ones
highlighted in this ranking — must embrace this
new reality in order to maintain market share. The
members of the Top 10 were examined across seven key hard-data metrics to assess their financial
performance, social initiatives and organizational
health. For the second consecutive year Nike sits
atop the ranking thanks to top performance in every
single category.

1

Nike

For the second straight year, Nike finished in first place. In fact,
the world’s most recognizable athletic brand also took the top
position in RIS’ recently released Top 10 E-Commerce retailers
ranking. But unlike the tight finish in the e-com report, Nike
took the gold position in runaway style in this ranking. With five top
three category finishes and nothing less than a sixth place result in any
metric, Nike is proving that it is not only wildly successful, but incredibly
balanced. The apparel retailer continues to invest in its digital properties
with a focus on personalizing the shopping experience, resulting in a
30.4% increase in web sales year over year.

2

Michael Kors

The designer apparel retailer moved up four positions from last
year’s ranking to claim the second-place spot. Michael Kors finished in 10th place or better in six of the seven metrics examined, including a first place finish in the W-Score metric. The retailer is
able to routinely meet customer expectations thanks to its commitment
to shopper insight. And is currently working on elevating its CRM and
data science capabilities and investing in talent to leverage the insights it
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SPECIAL REPORT

Quarterbacks &
Brands ≠ Winning
BY GA RY A . W I L L I A M S

Just like great football teams have a star quarterback;
great apparel companies have a star brand. But quarterbacks without an offensive line, a few skill position
players and an adequate defense end up losing more
games than they win. And apparel companies that don’t
design a business framework around their brand will struggle
to “win” more growth and profits.
In our rankings of 30 publicly-traded apparel companies, virtually all of them
are well-known brands. Little difference exists between the top/bottom five or
top/bottom 10 companies when it comes to brand perception based on their ratings. Customers say they love the brands and trust them. They feel an emotional
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is gaining. One area the retailer is currently putting this data to work
is by personalizing its marketing messaging to strengthen shoppers’
connection to the brand.

3

L Brands

4

American Eagle Outfitters

The parent company of Victoria’s Secret and Bath & Body
Works finished in third place thanks to top results in five of the
seven metrics examined. The retailer’s 21.8% increase in stock
price was second best in the metric, while its CEO rating (92%)
and employee satisfaction (3.7) were good for third place. Surprisingly
the brand was near the bottom of the pack in Social Strength indicating an inability to create long-term emotional relationships with its
shoppers, at least in comparison to the other retailers examined.

connection to them. Yet the top five apparel companies generate 14.0% more
operating profit and 11.8% more net profit than the bottom five on average.
In sports, coaches have a saying: “Get out of yourself and into the team.”
This would be sage advice for most apparel company CEOs today. The key is
to think and create a business that goes far deeper than brand recognition.
The 2016 rankings point to three key areas where top apparel companies are
much stronger than others.
First is an apparel company’s authenticity. This is the “start with why”
issue made famous by author Simon Sinek. Customers today want to know
why they should buy from you. It’s the deep aspect of a loyal relationship that
connects customer and company beyond just buying a product. Apparel companies that do this well are genuine and original. Nike has done this for years
with its “Just Do It”. Under Armour has found its own in “I Will.” This isn’t
about flashy marketing or cute commercials. It’s about belief systems. And it
needs to come out in everything you do, everything you say and in every communication with customers.
The next is innovation. This is not the traditional “make my apparel a little
bit better,” but true imaginative ways to look at customer problems in a new
way. For years, Steve Jobs’ Apple was the best at this. Today, Elon Musk’s
Tesla separates himself from the crowd. Under Armour’s Kevin Plank plans to
use wearable tech to leapfrog his rivals.
The last area is about customer switching. The more integrated you can
make product lines, the less likely customers are willing to plug & play with
other brands. The goal is to keep customers vested in why they buy from you
and your vision of the future. Seamless integration across multiple product
categories keeps customers loyal to your way of doing business, which is
much stronger than liking your brand.
Gary A. Williams is founder & CEO for wRatings. For more
information go to www.ratings.com.
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American Eagle improved from its 10th place position last
fall to a fourth place finish this year. The rise in the ranking
is thanks to increases in every metric except for share price
performance — which is forgivable considering the struggles
most retailers had on Wall Street over the past year. One of the biggest improvements seen year over year was in the Social Strength
metric. AEO is able to create long-term beneficial relationships with
its primarily Millennial shoppers thanks to investments in digital
marketing and e-commerce design that has spurred digital sales. Both
new customer (17%) and core customer (6%) spending are up year
over year.

5

Kate Spade

Kate Spade came in first place in the Social Strength category
thanks to its ability to build emotional connections with consumers regardless of how or where they shop. The retailer is
focused on blurring the lines between physical and digital shopping.
Its in-store sales are increasingly influenced by digital, while its online sales are being prompted by in-store visits. In fact, the brand is
seeing online sales growth in areas that have a recently opened store.
E-commerce sales got a tremendous boost in 2015 increasing over
44% year-over-year, helping to improve overall revenue by 9.1%, the
fifth highest increase in this report.

6

Francesca’s Collections
Francesca’s Collections scored two second-place finishes to
secure the sixth spot on the ranking after failing to make the
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top 10 last year. The retailer’s 16.3% increase in revenue year over year
was second best in the category, fueled by the onboarding of 83 new
boutiques that brought the retailer’s store count to 616. Another area
where the specialty apparel retailer saw its revenue stream thicken was
in the digital space. In Q1 2016 the brand’s e-commerce sales number
increased to $5.2 million — a small figure in comparison to some of
the e-com giants on this list, but still significant as it represents at 38%
increase year over year.

7

Columbia Sportswear

Columbia Sportwear racked up top 10 finishes in five of the
seven metrics examined, and could well have landed two or
three positions higher in this ranking had it not turned in the
lowest recorded score in the Social Strength category. Building connections with shoppers in the digital age requires a meaningful presence in
all mediums including social media, an area Columbia has been unable
to fully capitalize upon as well as the leaders in the social category have.
The retailer saw .88% of its website traffic originate via social media
channels in 2015. In contrast social metric leaders Kate Spade (3.49%)
and Nike (1.79%) are enjoying far greater success.

8

Under Armour

Under Armour fell six places from its silver medal performance
last year to take the eighth position. The athletic apparel retailer
has its dead-last performance in year-over-year stock price performance to blame for the drop in ranking, but don’t read too much into it.
The retailer underwent a planned stock split in the spring that lowered

share prices but had little effect on investors’ portfolios. The global brand
continues to gain market share on rival Nike. In fact, revenue skyrocketed
28.5% over the past year and profits increased an equally impressive 11.8%.

9

Express

Express has undergone an interesting year. While revenue (8.5%)
and profit (20.3%) are both up year-over-year, the retailer’s stock
took a 20.4% nosedive. While the stock reversal is not as severe
as those endured by others on the list, it does signify a significant business trend. The share price adjustment occurred in early spring when
Express announced slowing revenue and demand, missing sales goals
with a 3% dip in comp store sales. While the retailer also announced
that earnings were up slightly (7%), that figure just barely reached projections and was not enough to keep investor confidence high.

10

Carter’s

Carter’s is just one of four members of the top 10 to score
positive marks in all three financial metrics examined, helping it secure a position in this ranking. The 4.1% revenue
increase the retailer posted last year placed it in the top half
among those examined, and is in line with the 4% increase in sales
the children’s apparel retailer posted in Q2 2016. Carter’s didn’t fare
as well in the W-Score and Social Strength categories indicating that
although the company continues to be financially sound, work needs to
be done to fully engage with its shoppers. Carter’s recently rolled out
buy online, ship to store capabilities and launched its rewards program
online late last year. RIS

To compile the Top 10 Apparel Retailers list RIS News examined the top publically-traded retailers
in the segment. Seven key metrics were used to compare the companies: stock price change yearover-year, revenue change year-over-year, profit change year-over-year, W-Score, social strength,
AP PA R EL R ETA I L ER S
Glassdoor CEO rating, and Glassdoor employee satisfaction rating. For stock price change, share
price on July 1, 2015 and July 1, 2016 were compared. For revenue and profit change the last
two full years of reported financials were examined. W-Score and social strength were compiled by our research partner
wRatings. Social strength is a company’s ability to create long-term and emotional relationships with customers while a company’s
W-Score refers to its ability to meet customer expectations. Glassdoor.com’s survey results were utilized for the CEO and
employee satisfaction ratings.
For each category, retailers were ranked from best to worst. The retailer with the best score in a category received one point. A
perfect overall score would be seven. After ranking all seven metrics the apparel retailer the lowest combined score, Nike, was
declared the winner.

Methodology
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At Aptos, we engage our customers differently with a deep
understanding of their needs as retailers, collaborative long-term
partnerships, and a direct stake in their success. We also enable
them to engage their customers differently with innovative solutions
that enable singular commerce and seamless experiences at every
touchpoint. Learn more at aptos.com and info@aptos.com.
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