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“While fashion is not the main priority for parents, almost
half of girls aged 7-14 worry about whether their clothes
look fashionable. Given that young girls prefer to shop with
their parents, as they get older they are likely to exert an
influence over where they shop and what clothes they buy,
providing opportunities for more fashion-led retailers that
also focus on value.”

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

BUY THIS

How has the childrenswear market performed over the last year? REPORT NOW

Which players have performed the best?
What are people’s priorities when buying children’s clothing?
What are the opportunities for growth in the sector? VISIT:

store.mintel.com

The childrenswear market has seen slower growth than the adult clothing market as the dominance of
supermarket chains and value retailers has kept prices low and held back value growth in the sector.

The specialists have been struggling to compete in such a price sensitive market and the last year has CALL
seen the main baby and children specialists including Mothercare and Mamas & Papas all face serious EMEA
problems. +44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

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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M&S and Mothercare

Figure 39: Profile of consumers who have bought children’s clothing or babywear in-store from Mothercare and M&S in the last 12
months, by age of consumer and socio-economic group, September 2014

Online buyers peak among parents of 0-3s

Specialists
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Gifting
Role of grandparents
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Figure 41: Who clothing was bought for, by retailers where consumers have purchased baby and children’s clothing in the last 12
months, September 2014
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Figure 42: Most important factors when buying babywear and childrenswear, September 2014
Quality is key
Low price remains important
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Figure 43: Who clothing was bought for by children aged 4-14, by most important factors when buying childrenswear, September 2014
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Grandparents less concerned about low price

Men look for designer brands
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Issues with sizing
Three in 10 buy children’s and adult clothes together
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Clothing sets

20% have clicked-and-collected
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Figure 46: Attitudes towards buying schoolwear, September 2014
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Specialists
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Shopping online for schoolwear
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Boys care what popular kids think
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Figure 51: Who children prefer to shop for clothes with in-store and online, September 2014
Kids like to shop with parents or siblings

Online shopping behaviour
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Children enjoy shopping for clothes
Looking online for ideas
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