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“The increased choice of retailers for men has made the
menswear market much more competitive and made male
shoppers more demanding and less brand loyal, meaning
retailers need to do more to stand out and differentiate
their offer.”

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:
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e Which demographics are driving sales?
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Figure 27: Total above-the-line, online display and direct mail advertising expenditure on menswear, by advertiser, 2013-17
M&S cuts adspend

Media type
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Figure 30: Topman denim campaign, February 2018
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Market share by product
Figure 39: Leading clothing retailers, estimated share of menswear market, 2017
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Brand Research

Brand map
Figure 40: Attitudes towards and usage of selected brands, January 2018
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Figure 41: Key metrics for selected brands, January 2018

Brand attitudes: Uniglo is seen as innovative
Figure 42: Attitudes, by brand, January 2018
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Figure 44: Brand personality — micro image, January 2018
Brand analysis
Online-only retailers
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The Consumer - What You Need to Know

Young men drive sportswear purchasing

Amazon is leading place to buy clothes

55% of men have bought clothes for others
Young men want more representative campaigns
52% of Millennial men wait for discounts

Men will spend more on quality than women

What Fashion Items Men Buy and How Much They Spend

Young men drive sportswear purchasing
Figure 45: Types of outerwear purchased in the last three months, by gender, December 2017

Men spend more than women on clothes
Figure 46: Amount spent on clothes on the last shopping trip, by gender, December 2017

Men aged 25-44 buy only a few new items
Figure 47: Number of items of clothing purchased on their last shop, by gender, December 2018

Where Men Buy Clothes

Men shop more at non-specialists

Figure 48: Types of retailers from which men have bought clothes for themselves in the last 12 months, by in-store and online,
January 2018

Amazon is leading place to buy clothes
Figure 49: Retailers from which men have bought clothes for themselves in the last 12 months, by in-store and online, January 2018

Next and M&S decline in popularity

Figure 50: Men who have bought clothes for themselves in the last 12 months in-store and online from Primark, Next and M&S, by
age, January 2018
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Topman loses dominance of youth market

Figure 51: Men who have bought clothes for themselves in the last 12 months in-store and online from H&M, Topman, New Look,
Other mid-market fashion retailers and higher-priced fashion stores, by age, January 2018

Men aged 16-34 main clothes shoppers
Figure 52: Repertoire of retailers from which men have bought clothes in the last 12 months, by in-store and online, January 2018

Who Men Buy Clothes For

55% of men have bought clothes for others
Figure 53: Who else men have bought clothing for in the last 12 months, January 2018
42% of women buy clothes for their partners

84% bought clothes as a gift
Figure 54: Clothing purchased for gifting, January 2018

Factors that would Encourage Men to Shop at a Retailer

Importance of product reviews
Figure 55: What would encourage men to shop for clothing from a specific retailer, January 2018

Young men want more representative campaigns

Next shoppers keen on product reviews

Figure 56: Percentage point difference from the average of factors that would encourage men to shop for clothing from a specific
retailer, by retailers from which men have bought clothes in-store and online, January 2018

Clothes Shopping Behaviour

52% of Millennial men wait for discounts
Figure 57: Agreement with clothes shopping behaviour, January 2018

Young men interested in delivery promotions
Figure 58: Agreement with statements about clothes shopping behaviour, by age, January 2018

Attitudes towards Shopping for Clothes

Men will spend more on quality than women
Figure 59: Agreement with attitudes towards buying clothes, January 2018

Half of men interested in tailored clothes

Older men aged 45+ do not enjoy shopping in-store

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Forecast methodology
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