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“The way consumers shop for fashion is changing and their
expectations are continuing to rise. In a tougher clothing

market, it has become even more important for retailers to
focus on standing out from the competition through a

combination of better product, frequently changing
collections, interesting stores, a seamless online experience

and excellent customer service.”
– Tamara Sender Ceron, Senior Fashion Analyst

This report looks at the following areas:

• How has the clothing sector performed in 2017 and who is driving sales?
• Who are the winners and losers in clothing?
• What are the opportunities for driving sales?

Non-specialist clothing retailers have succeeded in grabbing share from specialists as they have
responded more effectively to changing consumer shopping habits, with pureplays and supermarket
chains seeing the strongest growth.
The way consumers shop for fashion is changing, with young women demanding newness as 71% of
young females aged 16-24 prefer to shop at retailers that sell frequently updated ranges.
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Figure 71: Brand personality – Micro image, February, May and August 2017

Brand analysis

Mid-market retailers: M&S, Next, and Mango

Lifestyle retailers: Joules, Fat Face, and Cos

Supermarket retailers: F&F, Tu, George, and Nutmeg

Young fashion retailers: Topshop/Topman, H&M, New Look, Boohoo, and River Island

Young men keen clothes shoppers
Figure 72: Spending habits on clothes, footwear and accessories, June 2017

Jeans on trend
Figure 73: Types of outerwear purchased in the last three months, June 2017
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Figure 74: Customer profile, by gender, July 2017
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Most buy every few months or less
Figure 81: How often consumers have bought clothes in the last 12 months, July 2017
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Affluent buy clothes less often
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High demand from under-35s for beauty services
Figure 85: Interest in additional services at retailers’ stores, by gender and age, July 2017

Attracting older women with VIP events

Young women want newness
Figure 86: Attitudes to shopping for clothes, July 2017

70% of 16-24s want more eco fashion

Women demand more diverse models
Figure 87: Clothing retailing – CHAID – Tree output, August 2017

Methodology

Over-45s like try before you buy option
Figure 88: Interest in in-store or online innovations, July 2017

Millennials keen on using visual search

Men drawn to subscription boxes

What we think

Topshop loses its appeal

Dorothy Perkins falls behind other retailers

Dealing with loss-making brands

Company background

Company performance
Figure 89: Arcadia Group: Group financial performance, 2011/12-2016/17

Figure 90: Arcadia Group: Outlet data, 2012/13-2016/17

Retail offering

What we think

Tapping into consumer demand for newness

Exclusivity differentiates the brand and gives consumers more reason to visit

M-commerce fuelling sales growth

Bolstering ethical and environmental credentials

Significantly enhancing its US proposition

Company background

Company performance
Figure 91: ASOS: Group financial performance, 2011/12-2015/16

Retail offering

What we think

Attitudes to Shopping for Clothes

Interest in Innovations

Arcadia Group

ASOS

Asda Group
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A major player in clothing retailing

Looking to become leaner

Toyou service continues to drive footfall into stores

Rumoured B&M deal would give Asda another outlet for clothing

Where now?

Company background

Company performance
Figure 92: Asda Group Ltd: Group financial performance, 2012-16

Figure 93: Asda Group Ltd: Outlet data, 2012-16

Retail offering

What we think

New strategy to lure shoppers back to its stores

Veteran designers could face the axe in own-fashion range shake-up

Extended lingerie offering

‘Mobile first’ strategy driving e-commerce sales

Innovative click-and-collect experience planned to encourage incremental business

Broadening its customer reach through third-party online partners

Company background

Company performance
Figure 94: Debenhams: Group financial performance, 2011/12-2015/16

Figure 95: Debenhams: Outlet data, 2011/12-2015/16

Retail offering

What we think

Another wave of acquisitions

On the lookout for more

Bringing a new department store to the market

Company background

Company performance
Figure 96: The Edinburgh Woollen Mill Group: Group financial performance, 2011/12-2015/16

Figure 97: The Edinburgh Woollen Mill Group: Outlet data, 2011/12-2015/16

Retail offering

What we think

Inditex retains strong position but must continue to innovate

Brand extensions
Figure 98: Stradivarius menswear collection, 2017

Debenhams

Edinburgh Woollen Mill

Grupo Inditex

Report Price: £1995.00 | $2672.70 | €2262.13

Clothing Retailing - UK - October 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
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

http://reports.mintel.com//display/store/793835/
mailto:reports@mintel.com


Figure 99: Pull&Bear beauty range, 2017

Digital innovations

Company background

Company performance
Figure 100: Grupo Inditex: Group financial performance, 2012/13-2016/17

Figure 101: Grupo Inditex: % share of sales, by retail brand, 2015/16-2016/17

Figure 102: Grupo Inditex: Sales and operating profit, by major retail brand, 2012/13-2016/17

Figure 103: Grupo Inditex: Outlet data, by region, at January 2017

Figure 104: Grupo Inditex: Store numbers, by retail brand, at January 2016 and January 2017

Figure 105: Grupo Inditex: Outlet data, 2012/13-2016/17

Retail offering

What we think

Looking beyond fast fashion

A more seamless shopping experience

New designer collection aims to appeal to fashion conscious male shoppers

New loyalty scheme with exclusive offers and brand experiences

Focusing on offering sustainable finishing processes and eco-friendly materials

Company background

Company performance
Figure 106: H&M Hennes & Mauritz: Group financial performance, 2011/12-2015/16

Figure 107: H&M Hennes & Mauritz: Outlet data, 2011/12-2015/16

Retail offering

What we think

Refreshing flagging womenswear offering

New fashion concept

Lifestyle-led in-store experiences to drive footfall and extend dwell time

£25 million upgrade of e-commerce platform to double online sales

Company background

Company performance
Figure 108: House of Fraser Plc: Group financial performance, 2012/13-2016/17

Figure 109: House of Fraser Plc: UK & Ireland outlet data, 2012/13-2016/17

Retail offering

What we think

A focus on exclusivity

Investment in experience-driven stores

H&M Hennes & Mauritz

House of Fraser

John Lewis
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Improved information to streamline the shopping experience

Company background

Company performance
Figure 110: John Lewis Plc (department store): Group financial performance, 2012/13-2016/17

Figure 111: John Lewis Plc (department store): Outlet data, 2012/13-2016/17

Retail offering

What we think

Repositioning clothing

Reshaping its stores

Online

Company background

Company performance
Figure 112: Marks & Spencer: Group financial performance, 2012/13-2016/17

Figure 113: Marks & Spencer: Outlet data, 2012/13-2016/17

Retail offering

What we think

Investment in product quality driving full-price sales

Extensive store refurbishment programme

Exploring international sales growth opportunities

Bespoke fashion and style show enhances online presence

Influencer-generated content boosts fashion credentials

Parcel pick-up service is an opportunity to drive store footfall

Company background

Company performance
Figure 114: Matalan Ltd: Group financial performance, 2012/13-2016/17

Figure 115: Matalan Ltd: Outlet data, 2012/13-2016/17

Retail offering

What we think

Focused on delivering trends to market faster

Fewer discounts and promotions

Multichannel sales potential compromised by slumping website traffic and sales

Expanded menswear proposition

Tailored ranges and domestic sourcing helps boost business in China

Recruiting social media influencers to drive brand awareness and identify trends quicker

Company background

Marks & Spencer

Matalan

New Look
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Company performance
Figure 116: New Look Group Plc: Group financial performance, 2012/13-2016/17

Figure 117: New Look Group Plc: Outlet data, 2012/13-2016/17

Retail offering

What we think

Pushing too hard for flexibility?

A bold strategy…

…which could leave it exposed

Giving customers more reason to visit stores

Devaluation impact on prices is diminishing

Where now?

Company background

Company performance
Figure 118: Next Group: Group financial performance, 2012/13-2016/17

Figure 119: Next Group: Outlet data, 2012/13-2016/17

Retail offering

What we think

Getting the product right

Competition intensifying from rivals

Brexit impact mitigated but price rises a possibility

Should Primark have a transactional website?

Where next?

Company background

Company performance
Figure 120: Primark/Penneys: Group financial performance, 2012/13-2016/17

Figure 121: Primark/Penneys: Outlet data, 2012/13-2016/17

Retail offering

What we think

Avoiding seasonal fashion marketing

Integrating influencer-generated content

Seamless cross-channel shopping experience

Customer-facing digital enhancements streamline the in-store shopping experience

Improved stock availability boosting store sales

Pushing for a bigger slice of the children’s clothing market

Cutting-edge canine fashion

Next Group

Primark

River Island
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Preparing to launch its own homewares

Company background

Company performance
Figure 122: River Island Clothing Co Ltd: Group financial performance, 2012-16

Figure 123: River Island Clothing Co Ltd: Outlet data, 2012-16

Retail offering

What we think

Leading the pack with online innovations

Making stores work harder

Where next?

Company background

Company performance
Figure 124: Tesco Plc: Group financial performance, 2012/13-2016/17

Figure 125: Tesco Plc: Outlet data, 2012/13-2016/17

Retail offering

What we think

Attracting a broad demographic

Launching Treasure

Online offers an opportunity to accelerate growth

Company background

Company performance
Figure 126: TK Maxx UK: Group sales performance, 2012/13-2016/17

Figure 127: TK Maxx UK: Outlet data, 2012/13-2016/17

Retail offering

Definitions

VAT

Sales per store, sales per sq m

Other

Abbreviations

Consumer research methodology

Forecast methodology

Tesco

TK Maxx UK

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Market Size and Forecast
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