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“While there are still opportunities for growth in the
menswear market, the sector has become much more

competitive and more challenging. Faced with greater
choice, male shoppers have become more demanding and

savvier, seeking out quality products, whilst remaining
price-conscious and aware of the large number of

discounts available.”
– Tamara Sender Ceron, Senior Fashion Analyst

This report looks at the following areas:

A lot of the increasing choice in the men’s fashion market has come from the growth of menswear
pureplays as men shop for clothes more online and young men seek out fashion recommendations on
social media.

• How to drive purchasing in a more competitive market
• Adapting to the shift towards online purchasing
• Appealing to the under-served ageing male consumer
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reports.mintel.com © 2020 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

/reports.mintel.com//display/store/988476/
mailto:reports@mintel.com


Table of Contents

What you need to know

Products covered in this Report

The market

Menswear sales slow
Figure 1: Best- and worst-case forecast for consumer spending on men’s clothing, 2014-24

Catering to an ageing population

Men are more confident than women about 2020

Companies and brands

Primark is the favourite brand, but seen as unethical
Figure 2: Attitudes towards and usage of selected brands, February 2020

Shift towards greater spend on digital ads

New players enter the market

The consumer

Rebirth of the suit
Figure 3: What clothing items men have bought in the last 3 months, December 2017 and December 2019

Big jump in online shopping
Figure 4: How men bought clothing in the last 12 months, December 2019

Online-only retailers most popular for fashion
Figure 5: Where men bought clothing in the last 12 months, September 2019 – February 2020

Price and quality drive purchasing
Figure 6: Purchase drivers when buying menswear from different types of clothing retailers, December 2019

A highly promotional market
Figure 7: What encourages men to buy new clothing for themselves, December 2019

Male 25-44s value helpful staff
Figure 8: Agreement or disagreement with attitudes towards buying menswear, December 2019

Growing interest in sustainability
Figure 9: Interest in innovations when shopping for clothes, December 2019

Older Millennials buy mix of premium and value brands
Figure 10: Shopping behaviour when buying menswear, December 2019

What we think

How to drive purchasing in a more competitive market

The facts

The implications

Overview

Executive Summary

Issues and Insights

Report Price: £1995.00 | $2693.85 | €2245.17

Menswear - UK - March 2020

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

/reports.mintel.com//display/store/988476/
mailto:reports@mintel.com


Adapting to the shift towards online purchasing

The facts

The implications

Appealing to the under-served ageing male consumer

The facts

The implications

Menswear sales slow

Catering to an ageing population

Rising male obesity

Men are more confident than women about 2020

Menswear market slows
Figure 11: Best- and worst-case forecast for consumer spending on men’s clothing, 2014-24

Sector to see big fall in 2020
Figure 12: Consumer spending on men’s clothing, at current and constant prices, 2014-24

Forecast methodology

Catering to an ageing population
Figure 13: Trends in the age structure of the male UK population, 2016-26

Rising male obesity

Menswear prices fall into deflation
Figure 14: Consumer price inflation, January 2019-January 2020

Brexit uncertainty
Figure 15: Consumer views on the impact of the EU referendum, January 2020

Men see themselves as financially healthier than women
Figure 16: “How would you generally describe your financial situation at the moment?”, by gender and age, February 2020

Men are more confident than women about 2020, but COVID-19 will have a negative impact
Figure 17: “And how do you feel about your financial situation over the next year?”, by gender, February 2020

New players enter the market

Rise in gender-fluid collections

Shift towards greater spend on digital ads

Primark is the favourite brand, but seen as unethical

River Island dedicates most space to menswear

Rise in gender-fluid collections

Shift towards more tailoring

The Market – What You Need to Know

Market Size and Forecast

Market Drivers

Companies and Brands – What You Need to Know

Launch Activity and Innovation

Report Price: £1995.00 | $2693.85 | €2245.17

Menswear - UK - March 2020

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

/reports.mintel.com//display/store/988476/
mailto:reports@mintel.com


Figure 18: ASOS Edition suit, March 2020

New players enter the market

Celebrating menswear collaborations
Figure 19: Giambattista Valli x H&M

Figure 20: Giambattista Valli x H&M

New concept stores opened

Growing focus on sustainability

Adspend rises slightly
Figure 21: Total above-the-line, online display and direct mail advertising expenditure on men’s fashion, 2015-19

Growing spend on digital
Figure 22: Total above-the-line, online display and direct mail advertising expenditure on men’s fashion, by media type, 2019

M&S launches major menswear campaign
Figure 23: Total above-the-line, online display and direct mail advertising expenditure on men’s fashion, by top companies, 2019

Figure 24: M&S menswear campaign, October 2019

Key campaigns

H&M gaming campaign

Burberry focuses on diversity

Gucci invests in avatars

Nielsen Ad Intel coverage

Brand map
Figure 25: Attitudes towards and usage of selected brands, September 2019 -February 2020

Key brand metrics
Figure 26: Key metrics for selected brands, September 2019 -February 2020

Brand attitudes: JD Sports’ investment in technology helps it be seen as innovative
Figure 27: Attitudes, by brand, September 2019 -February 2020

Brand personality: boohooMAN stands out as a fun brand
Figure 28: Brand personality – macro image, September 2019-February 2020

Ted Baker suffers from being seen as expensive
Figure 29: Brand personality – micro image, September 2019-February 2020

Brand analysis

Joules and Seasalt have low usage but growing awareness

Joules
Figure 30: User profile of Joules, February 2020

Seasalt
Figure 31: User profile of Seasalt, February 2020

Ted Baker perceived as overrated
Figure 32: User profile of Ted Baker, February 2020

Advertising and Marketing Activity

Brand Research

Report Price: £1995.00 | $2693.85 | €2245.17

Menswear - UK - March 2020

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

/reports.mintel.com//display/store/988476/
mailto:reports@mintel.com


JD Sports seen as innovative
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Figure 45: Number of clothing items bought on last shopping trip, by gender, December 2019
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Figure 61: Interest in innovations when shopping for clothes, by generation, December 2019

Older Millennials buy a mix of premium and value brands
Figure 62: Shopping behaviour when buying menswear, December 2019
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Figure 63: Menswear – CHAID – Tree output, January 2020
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