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“Factors such as fewer queues, better clothes displays and
nicer changing rooms, which are often overlooked by

o

‘q retailers, all stand out as being imperative to improving the

<8 shopping experience for consumers.”
i \\ — Tamara Sender, Senior Fashion Analyst
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This report looks at the following areas:

BUY THIS

How has the clothing sector performed in 20147 REPORT NOW

Who are the winners and losers in clothing?
What are the main changes in shopping behaviour?
How can retailers improve the shopping experience for customers? VISIT:

store.mintel.com

Mintel estimates that in 2014 consumers continued to prioritise spend on clothing, although sales
growth has been impacted by strong comparatives last year. Shoppers have proved consistently willing

to grow their spending on clothing in real terms in line with inflation. CALL
EMEA
The clothing specialists sector saw further declines in share in 2014 as M&S continued to underperform. +44 (O) 20 7606 4533
Pure-plays are gaining at the expense of mid-market specialists, while sports goods retailers look to
have taken share from younger fashion chains.
Brazil
Issues related to sizing stand out in the consumer research for this report, with a third of shoppers 0800 095 9094

saying that a wide selection of sizes is the reason that they shop at a particular retailer and two fifths
stating that better availability of sizes would be the factor that would most improve the shopping
experience. Americas

+1 (312) 943 5250
Mintel’s report includes extensive consumer research looking at where consumers are shopping, what
channels they use to shop, their reasons for buying from a particular retailer as well as their attitudes
and behaviours when buying clothes. APAC

+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

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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Figure 77: Leading specialist retailers: operating margins, 2009-13
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Company background

Company performance
Figure 90: Asda Group Ltd: Group financial performance, 2009-2014

Figure 91: Asda Group Ltd: Outlet data, 2009-2013

Retail offering

Debenhams

What we think

Debenhams losing market share

Refocusing promotional activity

Improving multichannel offering

Strong international performance

New concessions enlisted

Strategy going forward

Company background

Company performance
Figure 92: Debenhams: Group financial performance, 2008/09-2012/13

Figure 93: Debenhams: Outlet data, 2008/09-2012/13

Retail offering

Product mix

Figure 94: Debenhams: breakdown of sales, by brand type, 2012/13

Esprit

What we think

Sales continue to fall but profits stabilise and a new model is introduced

Focus on retail

Online to benefit from the new model

Company performance

UK
Figure 95:

Figure 96:
Figure 97:
Figure 98:

Retail offering

Esprit
Esprit
Esprit
Esprit

: Group financial performance, 2008/09-2013/14

: Turnover, by segment, 2012-14

: Outlet data, 2008/09-2013/14

: Directly managed retail stores, by country, 2010/11-2013/14

The Edinburgh Woollen Mill Group

What we think

New store format aimed at attracting a wider demographic of customer

Jane Norman unable to compete on the UK and Irish high street

Rejuvenated Peacocks

Online developments
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Snaps up intellectual property assets of Internagionale
Company background

Company performance
Figure 99: The Edinburgh Woollen Mill Group: Group financial performance, 2008/09-2013/14

Figure 100: The Edinburgh Woollen Mill Group: Estimated UK outlet data, 2008/09-2013/14

Retail offering

H&M Hennes & Mauritz

What we think

Guest-designer collaborations enhance fashion credentials
Net new 375 stores planned for 2014

Online shop expansion

Broadening product range

Taking on board ethical issues

Company background

Company performance
Figure 101: H&M Hennes & Mauritz: Percentage share of net sales by region, 2011/12 and 2012/13

Figure 102: H&M Hennes & Mauritz: Group financial performance, 2008/09-2012/13
Figure 103: H&M Hennes & Mauritz: Outlet data, 2008/09-2012/13

Retail offering

House of Fraser

What we think

International franchise store expansion on the cards
House Brands

Ongoing online improvements and enhancements
Plus-size clothing initiative

New multichannel concept

Company background

Company performance
Figure 104: House of Fraser Plc: Group financial performance, 2009/10-2013/14

Figure 105: House of Fraser Plc: UK & Republic of Ireland outlet data, 2009/10-2013/14

Retail offering

Grupo Inditex

What we think
Prospects
Company background

Company performance
Figure 106: Grupo Inditex: Group financial performance, 2009/10-2013/14

Figure 107: Grupo Inditex: Outlet data, 2009/10-2013/14
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Retail offering
Figure 108: Inditex: Sales, by brand, 2014

John Lewis (department store)

What we think
Company background

Company performance
Figure 109: John Lewis Plc (department store): Group financial performance, 2009/10-2013/14

Figure 110: John Lewis Plc (department store): Outlet data, 2009/10-2013/14

Retail offering

Marks & Spencer

What we think
A tale of two halves
The other half
Figure 111: M&S: Share of UK clothing spending, 2009/10-2013/14
Challenges
Differentiation between the sub-brands.
Younger customers
Does M&S really understand what older customers want?
Online
Where next?
Company background

Company performance
Figure 112: Marks & Spencer: Group financial performance, 2009/10-2013/14

Figure 113: Marks & Spencer: Outlet data, 2009/10-2013/14

Retail offering

Matalan

What we think

Taking on the high street
Competition intensifies
Womenswear improvements
Company background

Company performance
Figure 114: Matalan Ltd: Group financial performance, 2009/10-2013/14

Figure 115: Matalan Ltd: Outlet data, 2009/10-2013/14

Retail offering

New Look Group

What we think

A truly multichannel offer
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A clear plan for international expansion
Disposal of Mim paves way for greater focus
Company background

Company performance
Figure 116: New Look Group Plc: Group financial performance, 2008/09-2013/14

Figure 117: New Look Group Plc: Outlet data, 2008/09-2013/14

Figure 118: New Look Group: Directly operated European stores, March 2014

Retail offering

Next Group

What we think
In-house design
Multichannel
Competitors
Prospects

Company background

Company performance
Figure 119: Next Group: Group financial performance, 2009/10-2013/14

Figure 120: Next Group: Outlet data, 2009/10-2013/14

Retail offering

Otto Group (Multichannel Retail)

What we think
Company background
Company performance
Figure 121: Otto Group (Multichannel Retail): Group financial performance, 2009/10-2013/14

Retail offering

Primark/Penneys

What we think

Online offer remains absent
Ownership

Outlook

Company background

Company performance
Figure 122: Primark/Penneys: Group financial performance, 2008/09-2013/14

Figure 123: Primark/Penneys: Outlet data, 2008/09-2013/14

Retail offering

River Island Clothing Co

What we think

Profits fall following investments
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Global expansion accelerates
Collaborations boost River Island’s profile
Expanding the menswear range
Investments in multichannel

Company background

Company performance
Figure 124: River Island Clothing Co Ltd: Group financial performance, 2008/09-2012/13

Figure 125: River Island Clothing Co Ltd: Outlet data, 2008/09-2012/13

Retail offering

Tesco

What we think
Company background

Company performance
Figure 126: Tesco: UK sales performance, 2013/14 and 2014/15

Figure 127: Tesco: Estimated clothing sales, 2010/11-2013/14
Figure 128: Tesco Plc: Group financial performance, 2009/10-2013/14
Figure 129: Tesco Plc: Outlet data, 2009/10-2013/14

Retail offering

TJIX Europe (TK Maxx)

What we think
Online
Company background

Company performance
Figure 130: TJX Europe (TK Maxx): Group financial performance, 2009/10-2013/14

Figure 131: TJX Europe (TK Maxx): Outlet data, 2009/10-2013/14

Retail offering
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