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“Most men'’s clothing purchases are made as replacements
for old or worn-out items, as well as to update wardrobes.
Retailers can encourage greater frequency of shopping for

men’s clothing by focusing on in-store services as well as
showcasing clothing items in various styles to appeal to
different tastes.”

— Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

BUY THIS

= How will the growing Hispanic male population impact the men’s clothing market? REPORT NOW
= What is the impact of online and mobile shopping in the men’s clothing market?
= What would encourage men to shop for clothing more often?

VISIT:
Total retail sales of men’s clothing reached $62.1 billion in 2013 and are expected to grow in 2014. store. minte| .Ccom
Sales are project to rise between 2013 and 2018. Many factors are likely to contribute to this growth
including the growing Hispanic male population in the US, the rise of online and mobile shopping, and
improved consumer confidence as a result of the growing economy. CALL

EMEA

This report builds on the analysis presented in Mintel's Men’s Attitudes Toward Clothes Shopping — US, +44 (O) 20 7606 4533
March 2012.
The purpose of this report is to identify the shopping behaviors and preferences among male shoppers Brazil
when shopping for clothing. Clothing included in this report covers the following categories: jeans, 0800 095 9094

pants/slacks, t-shirts, polo shirts, button-down shirts, sweaters, sport coats, suits, outerwear, shorts,
workout clothes (shorts and shirts).
Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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Spouse/significant others influence and purchase men’s clothing
Figure 43: Who shops for and influences men's clothing purchases, by household income, February 2014

Men’s Clothing Purchases

Key points
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T-shirts and jeans most acquired men’s clothing items
Figure 44: Clothing bought for self, February 2014

Incidence of dress and casual clothes decreases as age increases

Figure 45: Clothing bought for self — dress clothes, by age, February 2014

Figure 46: Clothing bought for self — casual clothes, by age, February 2014
Higher-income men more likely to buy dress clothes

Figure 47: Clothing bought for self — dress clothes, by household income, February 2014

Figure 48: Clothing bought for self — casual clothes, by household income, February 2014

Retailers Shopped for Men’s Clothing

Key points
In-store shopping more common than online for men’s clothing

Figure 49: Retailers shopped for men’s clothing, February 2014

Older men least likely to shop at upscale department and specialty stores
Figure 50: Retailers shopped in-store, by age, February 2014

Middle-income men shop across a variety of retailers
Figure 51: Retailers shopped in-store, by household income, February 2014

Men’s Reasons for Buying Clothing

Key points
Most men buy clothing to replace old/worn-out items

Figure 52: Men's reasons for buying clothing, February 2014

Younger men buying for special occasions, new jobs
Figure 53: Men's reasons for buying clothing, by age, February 2014

Higher-income men influenced by price
Figure 54: Men's reasons for buying clothing, by household income, February 2014

Attitudes toward Men’s Clothing

Key points
Most men loyal to retailers, dress for comfort
Shopping behaviors
Figure 55: Men's shopping behaviors, February 2014

Attitudes toward style
Figure 56: Men's attitudes toward clothing and style, February 2014

Sources of ideas/inspiration
Figure 57: Where men get ideas/inspiration about clothing and style, February 2014

Younger men more engaged in clothes shopping compared to older men
Figure 58: Men's attitudes toward clothing and style, by age, February 2014

Regardless of household income level, men dress for comfort
Figure 59: Men's attitudes toward clothing and style, by household income, February 2014

18-24 year-old men likely to be trendsetters
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Figure 60: Men's attitudes/opinions about apparel, by age, November 2012-December 2013

Innovations/Improvements Desired When Shopping for Men’s Clothing

Key points
Men seek styles they like, ease of finding merchandise

Figure 61: Innovations/Improvements desired when shopping for men's clothing, February 2014

Younger men more likely than older men to be positively influenced
Figure 62: Innovations/Improvements desired when shopping for men's clothing, by age, February 2014

Finding styles they like would appeal to men of all income levels
Figure 63: Innovations/Improvements desired when shopping for men's clothing, by household income, February 2014

Race and Hispanic Origin

Key points
Hispanic women likely to buy for spouse/significant other and children

Figure 64: Women’s purchases of men’s clothing, by race/Hispanic origin, February 2014

Hispanic women are likely to buy men’s clothing on sale
Figure 65: Women's reasons for buying men's clothing, by race/Hispanic origin, February 2014

Nearly three quarters or more of men shop for clothing for themselves
Figure 66: How men's clothing was acquired, by race/Hispanic origin, February 2014

Hispanic men are more likely than non-Hispanics to have others shop for them
Figure 67: Who shops for and influences men's clothing purchases, by race/Hispanic origin, February 2014

Hispanic men shopping across a variety of retail channels
Figure 68: Retailers shopped in-store, by race/Hispanic origin, February 2014

Non-Hispanics buy clothing to replace old/worn-out items
Figure 69: Men's reasons for buying clothing, by race/Hispanic origin, February 2014

Hispanic men shop at more stores, interested in style
Figure 70: Men's attitudes toward clothing and style, by race/Hispanic origin, February 2014

Blacks and Hispanics seek fashion over comfort
Figure 71: Men's attitudes/opinions about apparel, by race/Hispanic origin, November 2012-December 2013

Hispanics seek more in-store services
Figure 72: Innovations/Improvements desired when shopping for men's clothing, by race/Hispanic origin, February 2014

Appendix — Other Useful Consumer Tables

Women'’s purchases of men’s clothing
Figure 73: Men's clothing purchases by females, by marital/relationship status, February 2014

Figure 74: Men's clothing purchases by females, by household size, February 2014
Figure 75: Men's clothing purchases by females, by generations, February 2014
Women'’s reasons for purchasing men'’s clothing
Figure 76: Women's reasons for buying men'’s clothing, by marital/relationship status, February 2014
Figure 77: Women's reasons for buying men's clothing, by household size, February 2014

Figure 78: Women's reasons for buying men's clothing, by generations, February 2014
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How men'’s clothing is acquired
Figure 79: How men's clothing was acquired, by marital/relationship status, February 2014

Figure 80: How men's clothing was acquired, by household size, February 2014
Figure 81: How men's clothing was acquired, by generations, February 2014
Who shops for and influences men’s clothing purchases
Figure 82: Who shops for and influences men's clothing purchases, by marital/relationship status, February 2014
Figure 83: Who shops for and influences men's clothing purchases, by household size, February 2014
Figure 84: Who shops for and influences men's clothing purchases, by presence of children in household, February 2014
Figure 85: Who shops for and influences men's clothing purchases, by employment, February 2014
Figure 86: Who shops for and influences men's clothing purchases, by generations, February 2014
Retailers shopped for men’s clothing — in-store
Figure 87: Retailers shopped in-store, by marital/relationship status, February 2014
Figure 88: Retailers shopped in-store, by household size, February 2014
Figure 89: Retailers shopped in-store, by presence of children in household, February 2014
Figure 90: Retailers shopped in-store, by employment, February 2014
Figure 91: Retailers shopped in-store, by generations, February 2014
Retailers shopped for men’s clothing — online
Figure 92: Retailers shopped online, by age, February 2014
Figure 93: Retailers shopped online, by household income, February 2014
Figure 94: Retailers shopped online, by race/Hispanic origin, February 2014
Figure 95: Retailers shopped online, by marital/relationship status, February 2014
Figure 96: Retailers shopped online, by household size, February 2014
Figure 97: Retailers shopped online by presence of children in household, February 2014
Figure 98: Retailers shopped online, by employment, February 2014
Figure 99: Retailers shopped online, by generations, February 2014
Men’s reasons for buying clothing
Figure 100: Men's reasons for buying clothing, by marital/relationship status, February 2014
Figure 101: Men's reasons for buying clothing, by household size, February 2014
Figure 102: Men's reasons for buying clothing, by presence of children in household, February 2014
Figure 103: Men's reasons for buying clothing, by employment, February 2014
Figure 104: Men's reasons for buying clothing, by generations, February 2014
Attitudes toward men’s clothing
Figure 105: Men's attitudes toward clothing and style, by marital/relationship status, February 2014
Figure 106: Men's attitudes toward clothing and style, by household size, February 2014
Figure 107: Men's attitudes toward clothing and style, by presence of children in household, February 2014
Figure 108: Men's attitudes toward clothing and style, by employment, February 2014
Figure 109: Men's attitudes toward clothing and style, by generations, February 2014
Figure 110: Men's attitudes/opinions about apparel, by household income, November 2012-December 2013

Figure 111: Men's attitudes/opinions about apparel, by marital status, November 2012-December 2013
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Innovations/improvements desired when shopping for men’s clothing
Figure 112: Innovations/Improvements desired when shopping for men's clothing, by marital/relationship status, February 2014

Figure 113: Innovations/Improvements desired when shopping for men's clothing, by household size, February 2014
Figure 114: Innovations/Improvements desired when shopping for men's clothing, by presence of children in household, February 2014
Figure 115: Innovations/Improvements desired when shopping for men's clothing, by employment, February 2014

Figure 116: Innovations/Improvements desired when shopping for men's clothing, by generations, February 2014

Appendix — Trade Associations
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