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“As more retailers are entering the menswear market and
men are faced with greater choice of products, styles and
sizing, the sector is becoming more competitive."

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

BUY THIS
e What has been driving sales in the menswear market? RE PO RT NOW

e What are the opportunities for further growth?
e How can the sector encourage purchasing among older males?

VISIT:
The menswear market has grown by 2.8% in 2016 to reach £14.5 billion as sales of menswear rise at a sto re.m | nte| .COm
faster rate than womenswear. More retailers and brands have been tapping into the growing menswear
market in 2016 by expanding their men’s clothing offer, as well as launching stores and separate
websites. CALL:
EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Department stores linked to quality and original designs
Figure 47: Attributes associated with types of retailers, correspondence analysis, December 2016
Pureplays seen as catering for different sizes

Methodology
Figure 48: Attributes associated with types of retailers, correspondence analysis, December 2016
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Figure 51: Interest in innovations when shopping in-store and online, December 2016
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Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/792527/
mailto:reports@mintel.com

Menswear - UK - March 2017

MINTEL

Report Price: £1995.00 | $2478.79 | €2334.35

The above prices are correct at the time of publication, but are subject to

change due to currency fluctuations.

Appendix - Market Size and Forecast

Forecast methodology

Figure 54: Best and worst case forecast of UK sales of men’s outerwear, 2016-21
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