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“Growth in the UK womenswear market has remained
robust, with demand being driven by new trends coming

through as women become tired of long-standing
favourites like the skinny jean. Retailers are recognising

that ranges like petite and plus-size are no longer a niche
concern, and growth in these categories has been

particularly strong.”
– Samantha Dover, Senior Retail Analyst

This report looks at the following areas:

• Merging the online and offline experience
• The big discounting challenge
• Ongoing issues with returns, sizing and fit

Mintel estimates that sales of womenswear in the UK rose 4.1% to £29.6 billion in 2018, with similarly
robust growth (+3.8%) forecast in 2019. Demand for women’s clothing has remained strong, buoyed
by favourable macroeconomic trends such as the growth in real wages and boosted further by a strong
demand for trend-led fashion products.

The continued growth, however, is not enough to offset a highly saturated womenswear market, with
more retailers than ever vying for consumer spending on women’s clothing, making it challenging for
retailers to capture growth in what is now a highly competitive market. In this kind of trading
environment, too many retailers have become reliant on discounting, which will subdue growth going
forward.
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British women shop for clothing often

Two out of three womenswear consumers shop online
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Demand for plus-size and petite fashion strong
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Merging the online and offline experience
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Figure 31: Women who have bought clothing in the last 12 months, by demographics, December 2018
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One in five buy plus-size clothing
Figure 40: Clothing sizes worn by womenswear consumers, December 2018
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Most are confident in their clothing size
Figure 42: Repertoire of clothing sizes worn by womenswear consumers, December 2018
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Figure 43: Height of womenswear consumers, December 2018
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Difficulty finding clothing that fits well
Figure 44: Attitudes towards buying clothing, December 2018

Frustration with size variation is widespread
Figure 45: Attitudes towards buying clothing, by age, December 2018

Plus-size shoppers find shopping more problematic
Figure 46: Attitudes towards buying clothing, by clothing size worn, December 2018

Premium and luxury shoppers face fewer challenges
Figure 47: Attitudes towards buying clothing, by brand preferences, December 2018
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Figure 49: Interest in innovation, by age, December 2018
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Womenswear shoppers are less critical of value fashion
Figure 51: Clothing buying behaviour, December 2018

Discounting problematic in the youth market
Figure 52: Clothing buying behaviour – discounting, by age, December 2018
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Figure 53: Clothing buying behaviour – frequency and returns, by age, December 2018

Premium brands have eroded price integrity
Figure 54: Clothing buying behaviour – frequency and returns, by brand preferences, December 2018
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Consumer research methodology

Best- and worst-case forecast
Figure 55: Consumer spending on women’s clothing, best- and worst-case forecast, 2018-23
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Appendix – Data Sources, Abbreviations and Supporting Information
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