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“Retailers and designer brands need to adjust to a new
reality where handbags are no longer a sure-fire revenue
generator. However, focusing on newness, unique designs
and customisable bags provides a way to encourage higher
levels of purchasing.”

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

BUY THIS

e How has the handbag market performed over the last year? RE PO RT NOW
e Which retailers and brands stand out in the sector?
e What can help drive sales in the handbag sector? VISIT
The handbag market is seeing slower rates of growth. The sector has been hit by a combination of store.m i nte| .COom
factors including a slower pace of growth at the luxury end of the market and a continuing shift away
from people spending their extra money on fashion items to spending more on leisure.

CALL:
The increasingly promotional market has also impacted people’s willingness to pay full price for EMEA
handbags, as women in particular hunt down bags on sale or special offer. +44 (0) 20 7606 4533
By focusing on unique designs and personalisation, retailers and brands can create an added incentive
for spending money on a new bag. Brazil

0800 095 9094

Americas

+1 (312) 943 5250

China
+86 (21) 6032 7300

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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Brand map
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Figure 30: Brand personality - Macro image, December 2016

Michael Kors seen as cool

Figure 31: Brand personality — Micro image, December 2016
Brand analysis
Burberry has high levels of awareness

Figure 32: User profile of Burberry, December 2016

Michael Kors seen as accessible
Figure 33: User profile of Michael Kors, December 2016

Radley is the most trusted brand
Figure 34: User profile of Radley, December 2016

Mulberry seen as not diverse enough
Figure 35: User profile of Mulberry, December 2016

Longchamp seen as a classic, but is standing still
Figure 36: User profile of Longchamp, December 2016

The Cambridge Satchel Company seen as ethical
Figure 37: User profile of The Cambridge Satchel Company, December 2016

The Consumer — What You Need to Know

Young men buy more man bags

Fewer women bought handbags in the last 12 months
A third buy handbags as a gift

Consumers buy bags more online

Women look for low prices, while men favour quality
High demand for unique designs

30% of Older Millennials buy designer bags

Young shoppers favour synthetic bags

Growing demand for personalised bags

What Fashion Items Extra Money is Spent on

Handbags most desirable accessory
Figure 38: The consumer - What fashion items extra money is spent on in the last three months, by gender, September 2016

Types of Handbags Purchased

Young men buy more man bags
Figure 39: Types of handbags/man bags purchased in the last 12 months, October 2016

Fewer women bought handbags in the last 12 months
Figure 40: Purchasing of any handbag, by women, by age, October 2014 and October 2015
Young women favour medium handbags

Most stick to one type of bag
Figure 41: Repertoire of types of handbags/man bags purchased in the last 12 months, October 2016

Who Handbags Were Purchased for
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88% of women buy bags for themselves
Figure 42: Who handbags/man bags were purchased for, October 2016

A third buy handbags as a gift

Where Handbags Were Bought

Value retailers most popular for bags

Figure 43: Where handbags were bought from in the last 12 months, in-store and online, October 2016
Department stores grow for handbags
Consumers buy bags more online

Figure 44: Where handbags were bought from in the last 12 months, in-store and online, October 2016

High-end clothing retailers boost handbag sales
Figure 45: Where handbags were bought from in the last 12 months, in-store and online, October 2014 and October 2016
Designer shoppers peak among men

Most tend to buy from one retailer
Figure 46: Repertoire of retailers where handbags were bought, in-store and online, October 2016

How People Shop for Handbags

Women look for low prices, while men favour quality
Figure 47: How people shop for handbags, October 2016

High demand for unique designs

Young favour social media for handbag style inspiration

Figure 48: Agreement with statements 'I look at magazines for style inspiration before buying a bag’ and ‘I look at social media sites
for style inspiration before buying a baq’, by age, October 2016

Attitudes towards Buying Handbags

30% of Older Millennials buy designer bags
Figure 49: Agreement with statements about buying handbags, October 2016

Women tend to buy own-brand bags
Figure 50: Agreement with statements ‘I typically buy designer bags’ and ‘I typically buy own-brand bags’, by gender, October 2016

Young shoppers favour synthetic bags

Men prefer to buy bags online

Interest in Innovations

Handbags made in Britain
Figure 51: Interest in innovations, October 2016

Growing demand for personalised bags

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Forecast Methodology
Figure 52: Best- and worst-case forecast of UK value sales of handbags, 2016-21
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