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“In order to stand out in a competitive market, it is
essential for department stores to ensure that they improve

their stores, with a quarter of consumers saying a modern
looking store would encourage them to shop there more.”

– Tamara Sender, Senior Clothing Analyst

This report looks at the following areas:

• How have department stores performed over the last year and what is the outlook?
• What are department stores doing to stand out in fashion and to compete with clothing

retailers?
• To what extent have the main players been investing in their beauty offering?
• How are department stores competing in a multichannel world?
• What are the main growth opportunities for department stores?

The department store sector has maintained steady growth and Mintel estimates a rise in sales in
2013, although the market has been impacted by M&S’ continued poor performance and weaker sales
by Debenhams. We forecast that the sector will see sales reach £16.6 billion by 2018 helped by players
such as John Lewis and the premium department stores such as Selfridges and Harrods.

While consumers rate department stores overall highly for product quality, store standards and
customer service, the consumer research highlights that there is room for improvement in areas such
as in-store services for example cafés and restaurants.

Better loyalty schemes stand out as the main factor that would encourage people to shop more at a
department store. Young people aged under 35, who are the most frequent in-store and online
department store shoppers, are interested in personalised services such a personal shopper, fitting
services and clothes adjustment.

There are no hard and fast rules. But, we would expect stores to typically trade from a minimum of
1,000 sq m and stock at least half a dozen different broad product categories, with one category
unlikely to account for more than two thirds of turnover, and usually significantly less than this.

As a minimum, all department stores covered in this report sell adult and children’s apparel, lingerie,
fashion accessories, footwear, beauty products and some homewares. Larger full-line stores have a
much wider product assortment.

Some department stores retained their food halls through the 1990s and others have been re-
introducing them. The food offer is typically upscale and geared towards fine foods and delicatessen,
and therefore differentiated from the everyday supermarket.

The offer usually covers a mix of concessions and own-bought ranges, increasingly with a private label
element within the own-bought assortment. M&S differs in that virtually its entire range is own brand/
private label.
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Figure 141: Next most popular level of satisfaction with last department store purchased from – Waiting time at check-out, by
demographics, March 2014
Figure 142: Most popular level of satisfaction with last department store purchased from – Value for money, by demographics, March
2014
Figure 143: Next most popular level of satisfaction with last department store purchased from – Value for money, by demographics,
March 2014
Figure 144: Most popular level of satisfaction with last department store purchased from – Ease of use of the website, by
demographics, March 2014
Figure 145: Next most popular level of satisfaction with last department store purchased from – Ease of use of the website, by
demographics, March 2014
Figure 146: Most popular level of satisfaction with last department store purchased from – Fashionable clothing range, by
demographics, March 2014
Figure 147: Next most popular level of satisfaction with last department store purchased from – Fashionable clothing range, by
demographics, March 2014
Figure 148: Most popular level of satisfaction with last department store purchased from – In-store/online delivery options, by
demographics, March 2014
Figure 149: Next most popular level of satisfaction with last department store purchased from – In-store/online delivery options, by
demographics, March 2014
Figure 150: Most popular level of satisfaction with last department store purchased from – In-store services, by demographics, March
2014
Figure 151: Next most popular level of satisfaction with last department store purchased from – In-store services, by demographics,
March 2014
Figure 152: Most popular level of satisfaction with last department store purchased from – Buy/reserve online and collect in-store
service, by demographics, March 2014
Figure 153: Next most popular level of satisfaction with last department store purchased from – Buy/reserve online and collect in-store
service, by demographics, March 2014

Figure 154: Most popular what would encourage them to shop more at a department store, by demographics, March 2014

Figure 155: Next most popular what would encourage them to shop more at a department store, by demographics, March 2014

Figure 156: Other what would encourage them to shop more at a department store, by demographics, March 2014

Appendix – The Consumer – What Would Encourage Consumers to Shop More at Department Stores

Report Price: £1750.00 | $2834.04 | €2223.04

Department Store Retailing - UK - April 2014

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 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/679627/
mailto:oxygen@mintel.com

	Department Store Retailing - UK - April 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Application
	Economic and Demographic Context
	Consumer Spending on Department Store Categories
	Strengths and Weaknesses
	Who’s Innovating?
	Sector Size and Forecast
	Space Allocation Summary
	Retail Product Mix
	Leading Retailers
	Market Shares
	Online
	Advertising and Promotion
	Brand Research
	The Consumer – How Often They Shop
	The Consumer – Where They Shop
	The Consumer – What They Buy
	The Consumer – Levels of Satisfaction with Department Stores
	The Consumer – What Would Encourage Consumers to Shop More at Department Stores
	Beales
	Debenhams
	Fenwick
	Harrods
	Harvey Nichols
	House of Fraser
	John Lewis
	Marks & Spencer
	Selfridges
	Appendix – Sector Size and Forecast
	Appendix – Brand Research
	Appendix – The Consumer – How Often They Shop
	Appendix – The Consumer – Where They Shop
	Appendix – The Consumer – What They Buy
	Appendix – The Consumer – Levels of Satisfaction with Department Stores
	Appendix – The Consumer – What Would Encourage Consumers to Shop More at Department Stores



