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“Men are driving growth in the underwear market, as they
take a greater interest in their appearance and are now

more inclined than women to see the latest fashion as an
important factor when buying underwear.”

– Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

• How has the underwear market performed?
• What are the opportunities for growth?
• What can retailers do to drive up spending on underwear?

Sales of underwear grew by only 2.2% in 2016 to reach £2.9 billion as the sector remains very price
sensitive. Low price remains high up the list of priorities when buying underwear and growth is held
back by high levels of replacement buying.

Men are driving growth in the underwear market, with value sales of men’s underwear growing at a
faster rate than women’s. The shift in purchasing habits is happening as men are taking greater
interest in their appearance and are now more inclined than women to see the latest fashion as an
important factor when buying underwear. Among the brands driving growth in the market is Calvin
Klein with its Justin Bieber campaign, as well as brands such as Aerie entering the men’s underwear
sector.

The athleisure trend is driving demand for sports bras and more sporty styles of underwear, with more
retailers expanding into this sector.

Consumers are most interested in underwear that feels more comfortable and innovations in softer wire
and fabrics that are odourless, seamless and moisture-wicking will help shake up the market.
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Figure 45: Purchasing of underwear for self or as a gift, by gender and age group, April 2016

Young men receive underwear as a gift
Figure 46: Consumers who have received underwear as a gift, by gender and age group, April 2016

One fifth of men do not update their underwear

Seamless bras grow in popularity
Figure 47: Types of underwear women have bought in the last 12 months, April 2016

Trend for sports bras
Figure 48: Purchases of sports bras among women, by age group, April 2016

Young women drive volume sales
Figure 49: Repertoire of types of underwear women have bought in the last 12 months, April 2016

Men favour tight-fitting pants
Figure 50: Types of underwear men have bought in the last 12 months, April 2016

Men stick to same types of underwear
Figure 51: Repertoire of types of underwear men have bought in the last 12 months, April 2016

M&S leads for underwear, but only for older women
Figure 52: Retailers where underwear was bought in-store or online in the last 12 months, April 2016

Primark grows in popularity for underwear

Men more likely than women to buy online
Figure 53: Retailers where underwear was bought in the last 12 months, split by in-store and online, April 2016

Supermarkets draw two fifths of shoppers

Specialists attract women aged under-45

Men are most loyal to one retailer in-store
Figure 54: Repertoire of retailers in-store where underwear was bought in the last 12 months, April 2016

Figure 55: Repertoire of retailers online where underwear was bought in the last 12 months, April 2016

Replacement drives purchases
Figure 56: Reasons for buying new underwear in the last 12 months, April 2016

Half of young women treat themselves
Figure 57: Reasons for buying new underwear in the last 12 months, by gender, April 2016

Men motivated by new trends

Product quality is most important
Figure 58: Most important factors when buying underwear, April 2016

Importance of fit for women

Women are drawn to own-label, while men prefer brands

Types of Underwear Women Buy

Types of Underwear Men Buy

Where Underwear is Bought

Reasons for Buying Underwear

Most Important Factors When Buying Underwear

Report Price: £1750.00 | $2834.04 | €2223.04

Underwear - UK - June 2016

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/748658/
mailto:reports@mintel.com


Focus on comfort
Figure 59: Interest in innovations when buying underwear, April 2016

Help with fit
Figure 60: Interest in innovations when buying underwear, by gender, April 2016

Smart underwear

Abbreviations

Consumer research methodology

Forecast Methodology
Figure 61: Best-and worst-case forecast of UK retail value sales of underwear, 2016-21

Interest in Innovations

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Market Size and Forecast

Report Price: £1750.00 | $2834.04 | €2223.04

Underwear - UK - June 2016

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/748658/
mailto:reports@mintel.com

	Underwear - UK - June 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Segmentation
	Market Drivers
	Key Players – What You Need to Know
	Launch Activity and Innovation
	Advertising and Marketing Activity
	Channels to Market
	Brand Research
	The Consumer – What You Need to Know
	Purchasing of Underwear
	Types of Underwear Women Buy
	Types of Underwear Men Buy
	Where Underwear is Bought
	Reasons for Buying Underwear
	Most Important Factors When Buying Underwear
	Interest in Innovations
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – Market Size and Forecast



