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“After a sustained period of strong growth, the UK
menswear market is slowing and the outlook is more
challenging, particularly as competition has continued to
rise. To succeed, retailers need to have a clear
understanding of their menswear customer and be able to
offer them a compelling and differentiated product mix.”
— Samantha Dover, Senior Retail Analyst

This report looks at the following areas:
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o Online fuelling growth in the UK menswear market RE PO RT NOW
e A competitive environment for premium brands
e Changing the menswear marketing message
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retailers can leverage to succeed. Mirroring the wider clothing market, differentiation is key and this is
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Luxury menswear heads in a new direction
Pop-ups tap into demand for experiences and scarcity
Figure 21: Louis Vuitton Men’s Pop-Up, London 2018
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Figure 22: Private White VC Pricing Manifesto Homepage, March 2019
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TK Maxx’s value proposition sets it apart from other retailers

Space Allocation

Methodology
TK Maxx dedicates most space to menswear

Figure 34: Men’s, women’s and childrenswear space allocation overview, October 2018

M&S thought to be the market leader
Figure 35: Leading clothing retailers, estimated sales, by product, 2017

The Consumer - What You Need to Know

Most men are active clothing buyers

Most still shop in-store, but online also important

A tendency to trade up for special occasions

Strong demand for tall and plus-size clothing

Ongoing frustration with clothing fit and sizing

Stock checkers and self-checkouts most likely to appeal

Men still prioritise quality over quantity

What They Buy

Most men are active clothing buyers
Figure 36: Men who have bought clothing in the last 12 months, by demographics, December 2018

Clothing and footwear remain fashion priorities
Figure 37: What fashion items men have bought in the last 3 months, January 2019

Casual clothing most frequently purchased
Figure 38: What clothing items men bought in the last 3 months, January 2019

Men tend to bulk buy clothing ...
Figure 39: Number of clothing items bought on last shopping trip, by gender, January 2019

... and they spend more per shopping trip
Figure 40: Amount spent on clothing items on last shopping trip, by gender, January 2019
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Stores remain important
Figure 41: How men bought clothing in the last 12 months, December 2018

Online purchasing peaks amongst 25-34s
Figure 42: How men bought clothing in the last 12 months, by age, December 2018

Brand Preferences

Men show greater affinity with branded goods
Figure 43: Menswear brand preferences, net of responses, December 2018

High-street brands most favoured
Figure 44: Menswear brand preferences, December 2018

Young are more experimental with brands
Figure 45: Menswear brand preferences, by age, December 2018
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Menswear Sizing

One in ten buy plus-size clothing
Figure 46: Clothing sizes worn by menswear consumers, December 2018

Age and size intrinsically linked
Figure 47: Clothing sizes worn by menswear consumers, by age, December 2018

Almost a quarter typically buy two different sizes
Figure 48: Repertoire of clothing sizes worn by menswear consumers, December 2018

One in five are classed as tall
Figure 49: Height of menswear consumers, December 2018

Attitudes towards Buying Clothing

Frustration with size differentiation
Figure 50: Attitudes towards buying clothing, December 2018

Young shoppers struggle with online size guides
Figure 51: Attitudes towards buying clothing, by age, December 2018

In-store fitting room experience important to high earners
Figure 52: Attitudes towards buying clothing, by income, December 2018

Larger men struggle to find clothing that fits well
Figure 53: Attitudes towards buying clothing, by clothing size worn, December 2018

Value brands need to improve fit
Figure 54: Attitudes towards buying clothing, by brand preferences, December 2018

Interest in Innovations

Strong demand to know what'’s available in-store
Figure 55: Interest in innovation, December 2018

Young crave more in-store tech
Figure 56: Interest in innovation, by age, December 2018

Premium and luxury brand buyers want more too
Figure 57: Interest in innovation, by brand preferences, December 2018

Clothing Buying Behaviour

Slow fashion continues to gain momentum
Figure 58: Clothing buying behaviour, December 2018

Young are particularly savvy shoppers
Figure 59: Clothing buying behaviour - discounting, by age, December 2018

The social media influence on clothing consumption
Figure 60: Clothing buying behaviour - Social media, December 2018

Value shoppers still want quality
Figure 61: Clothing buying behaviour, by brand preferences, December 2018
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Methodology
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Mass-market brands have eroded their price integrity
Figure 62: Menswear - CHAID - Tree output, January 2019

Figure 63: Menswear — CHAID - Table output, January 2019

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Best and worst case forecast
Figure 64: Consumer spending on men’s clothing, best and worst case forecast, 2013-23

Forecast 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/920540/
mailto:reports@mintel.com

	Menswear - UK - March 2019
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Drivers
	Companies and Brands – What You Need to Know
	Launch Activity and Innovation
	Advertising and Marketing Activity
	Brand Research
	Space Allocation
	The Consumer – What You Need to Know
	What They Buy
	How They Shop
	Brand Preferences
	Menswear Sizing
	Attitudes towards Buying Clothing
	Interest in Innovations
	Clothing Buying Behaviour
	CHAID Analysis
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – Market Size and Forecast



