
This report looks at the following areas:

•• The impact of COVID-19 on consumer behavior and the clothing market
•• The recovering economy’s role in consumers’ willingness to spend on new

clothing
•• Consumers’ changing fashion needs and sensibilities, and the impact this

has on when and what they buy
•• How external factors are playing a larger role in where conscious

consumers shop

The US men’s and women’s clothing market has been profoundly impacted by
COVID-19, experiencing a steep 9.5% sales decline in 2020 as consumers
deprioritized discretionary spending and had fewer reasons to shop for new
clothes, given pandemic restrictions.

In 2021, the market is seeing renewed momentum and making its way back to
stabilization, meaning positive sales territory, but is currently facing headwinds
including inflation and increasing threats from new COVID-19 variants that
could impact sales for the balance of the year and possibly into next year.

Changing lifestyles have caused consumers’ attitudes toward clothing and their
fashion sensibilities and styles to shift. Nearly three in 10 shoppers are less
interested in buying new clothes than they used to be, and more than a quarter
say they are reusing more clothes rather than buying new. When consumers do
buy clothing, they are prioritizing comfortable, casual and affordable basics,
especially activewear, over dressier items. Luxury fashion houses and specialty
retailers offering a high proportion of traditional workwear or formalwear will
need to modify approaches to accommodate shoppers’ current style
preferences and wallets. This also presents opportunities for retailers to
advance efforts and offerings in the circular economy by way of rentals and/or
resale and around sustainability practices.
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“Consumers aren’t
abandoning their love for
clothes, but they are losing
some enthusiasm as the
pandemic has made them
realize there are more
important aspects of their
lives to prioritize over material
possessions. They’re a little
less likely to buy new and a
little more likely to hold on to
old items longer or buy
preowned or rent items
instead. ”
- Diana Smith, Associate
Director – Retail &
eCommerce

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

© 2021 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

/reports.mintel.com//display/store/1045291/


What’s more, there is and always will be an emotional component to clothes
shopping. As consumers yearn for normalcy and actively try to destress from
pandemic and financial strife, apparel retailers and brands are in a prime
position to promote the benefits that new clothing purchases can have on the
betterment of one’s personal wellbeing.
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• Opportunities and challenges
• Practicality is what’s in fashion
• Get comfortable getting casual
• Create links to wellbeing
• Embrace inclusivity and diversity
• Hone and highlight sustainability practices

• Sales in the black again in 2021 as consumers adjust to
pandemic

• Market braces itself as COVID-19 rages back with a
vengeance

• Inflation, supply chain issues add more headwinds
• Obesity remains a nationwide problem, necessitating

retailers to offer extended sizes
• Gender-neutrality continues to shape fashion’s future

• Despite pandemic volatility, recovery is underway
Figure 3: Total US retail sales and fan chart forecast of men’s
and women’s clothing, at current prices, 2016-26
Figure 4: Total US retail sales and forecast of men’s and
women’s clothing, at current prices, 2016-26

• Impact of COVID-19 on men’s & women’s clothing
Figure 5: Impact of COVID-19 on men’s and women’s clothing
sales
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Figure 6: Attitudes toward clothing, by gender and age, 2021

• Women’s sector continues to drive total market, but men’s
sector gains ground
Figure 7: Total US retail sales of men’s and women’s clothing,
by segment, at current prices, 2019 and 2021
Figure 8: Average household spending on men’s and women’s
clothing, 2016-21

• Quicker stabilization for men’s clothing
Figure 9: Total US retail sales and fan chart forecast of men’s
clothing, by segment, at current prices, 2016-26
Figure 10: Total US retail sales and fan chart forecast of
women’s clothing, by segment, at current prices, 2016-26
Figure 11: Total US retail sales and forecast of men’s and
women’s clothing, by segment, at current prices, 2016-26

• COVID-19 Delta variant and rising case counts put
pandemic progress on hold
Figure 12: Attitudes toward COVID-19, 2021

• Macroeconomic indicators overall suggest positivity but
Americans still very much in transition
Figure 13: Consumer Sentiment Index, 2020-21
Figure 14: Unemployment, 2020-21

• Inflation is surging
Figure 15: Apparel CPI for US city average, 2020-21

• Obesity rates continue to climb
Figure 16: Prevalence of obesity among US adults aged 20
and over, by gender and age and gender and race and
Hispanic origin, 2017-18

• Demand grows for gender-fluid clothing options
Figure 17: Attitudes toward gender in products and marketing,
by gender and select generation, 2020
Figure 18: Abercrombie & Fitch 2021 Pride Collection
Figure 19: Saks Off 5th launches gender-neutral clothing line
Figure 20: Girlfriend Collective launches men’s line

• Pandemic exposes vulnerabilities; forces brands to
reevaluate strategies

• Comfort and wellness are en vogue
• Retail is changing, and so are shoppers’ clothing

preferences

SEGMENT PERFORMANCE

MARKET FACTORS

COMPANIES AND BRANDS – KEY TAKEAWAYS
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• Brands get creative about how to connect with younger
shoppers

• Connecting through emerging digital touchpoints
Figure 21: Brands test NFTs

• Connecting through new clothing lines, influencers and
designers
Figure 22: Macy’s launches And Now This line for men and
women under 40
Figure 23: Yeezy Gap launches with YZY Round Jacket

• Connecting through flexible payment options
• Comfort and wellness join forces

Figure 24: The North Face Reset Your Normal Initiative
Figure 25: Vans promotes Checkerboard Day

• Changing retail landscape means new opportunities to
connect with customers
Figure 26: Shifts in shopping behavior, by gender and age,
2021
Figure 27: Shifts in shopping behavior, by parental status by
gender, 2021

• Explore tapping into booming circular retail
Figure 28: Yoox Net-a-porter’s Infinity Product Guide
Figure 29: Levi’s launched Levi’s Secondhand in Q4 2020

• Extend value through added services
Figure 30: Nordstrom promotes service offerings

• Talk about sustainability practices
Figure 31: Girlfriend Collective educates customers about
sustainability
Figure 32: Motivating reasons to buy eco-friendly products
Figure 33: Steamery Stockholm educates consumers on
extending the life of their clothing

• Consumers want to support brands that embody the same
beliefs
Figure 34: Attitudes toward DEI in retail, by race and Hispanic
gender, 2021
Figure 35: Brands commit to Fifteen Percent Pledge

• Pandemic disrupts seasonality of clothes shopping
• Most shoppers prioritize practicality and affordability
• Increased demand for casual and comfortable wears

causes shifts in preferred items and retailers

COMPETITIVE STRATEGIES

MARKET OPPORTUNITIES

THE CONSUMER – KEY TAKEAWAYS
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• eCommerce still going strong even as stores see increased
foot traffic

• Shoppers seek inspiration from social media, among other
digital sources

• Buying clothes is an emotional process

• Majority purchase clothing at least three times per year
Figure 36: Shopping frequency, by gender, 2021

• Shopping rates remain high for all ethnicities, with White
females leading the way
Figure 37: Shopping frequency, by gender and ethnicity, 2021

• Less income means less frequent purchasing
Figure 38: Shopping frequency, by household income, 2021

• Seasonally agnostic shopping increases
Figure 39: Shopping seasonality, by gender, 2021

• Practicality and affordability key drivers for majority
Figure 40: Types of shoppers, by gender, 2021

• Age influences a consumer’s approach to clothes shopping
Figure 41: Types of shoppers, by gender and age, 2021

• Multicultural shoppers have varied interests
Figure 42: Types of shoppers, by gender and ethnicity, 2021

• Majority of nearly all shoppers, regardless of income,
remain focused on affordability
Figure 43: Affordability-focused shoppers, by household
income, 2021

• Desire for accessibility reflected in where consumers shop
Figure 44: Retailers shopped, 2021

• Value-based merchants are winning share of clothing
shoppers
Figure 45: Retailers shopped, by household income, 2021

• More blending of gender lines expected from retailers
Figure 46: Retailers shopped, by gender, 2021

• Men tend to shop around, indicating lack of loyalty
Figure 47: Retailers shopped by men, by age, race and
Hispanic origin, 2021

• Women more likely to prioritize specialty clothing retailers
for trends, but price could be a barrier
Figure 48: Retailers shopped by women, by age, race and
Hispanic origin, 2021

SHOPPING FREQUENCY AND SEASONALITY

TYPES OF SHOPPERS

RETAILERS SHOPPED
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• Casual and comfy items rise to the top to the detriment of
traditional workwear

• Men’s purchases reflect varied interests
Figure 49: Items purchased by men, 2021
Figure 50: Items purchased by men – Index versus all men, by
age, 2021

• Activewear gaining ground on other types of women’s
clothing
Figure 51: Items purchased by women, 2021

• Younger women drive the category
Figure 52: Items purchased by women – Index versus all
women, by age, 2021
Figure 53: Peloton announces launch of Peloton Apparel

• Multicultural women like to step up the fashion
Figure 54: Select items purchased by women, by race and
Hispanic origin, 2021

• Brands and retailers themselves are shoppers’ biggest
source of inspiration
Figure 55: Sources of inspiration – Part one, by gender, 2021
Figure 56: Sources of inspiration – Part two, by gender, 2021

• Apparel path to purchase very digitally heavy, especially
for searching
Figure 57: Shopping method for clothing and accessories, by
gender, 2020 and 2021
Figure 58: Select sources of inspiration, by gender and age,
2021

• Drilling down to the role of social media
• Young adults consult social platforms before making big

clothing purchases
Figure 59: Social media activity, by gender and age, 2021
Figure 60: Old Navy promotes social media channels on its
Facebook page
Figure 61: Instagram’s 10+ Days of Live Shopping event
Figure 62: Outdoor Voices promotes its participation in
Instagram’s live shopping event

• Influencer strategies still have merit
Figure 63: How consumers use social media for inspiration
when shopping for clothing, by gender and age, 2021

ITEMS PURCHASED

SOURCES OF INSPIRATION
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• When it comes to clothes, change can be good for body
and mind
Figure 64: Engagement with clothes shopping, by gender and
age, 2021
Figure 65: Stitch Fix email promotes self-treating and clothing
as a mood-booster
Figure 66: ThredUp email promotes wardrobe overhaul

• Consumers want to see more extended sizes, whether they
need them or not
Figure 67: Attitudes related to extended sizes, by gender and
age, 2021
Figure 68: Attitudes related to extended sizes, by gender and
ethnicity, 2021
Figure 69: Old Navy expands extended sizing for women’s
clothing
Figure 70: Macy’s promotes Nina Parker Plus Size Collection

• Consumers are trained to withhold purchases until there is a
deal to be had
Figure 71: Approach to spending on clothing, by gender and
age, 2021

• Data sources
• Sales data
• Forecast
• Consumer survey data
• Abbreviations and terms
• Abbreviations
• Terms

Figure 72: Total US retail sales and forecast of men’s and
women’s clothing, at inflation-adjusted prices, 2016-26
Figure 73: Total US retail sales and forecast of men’s clothing,
at current prices, 2016-26
Figure 74: Total US retail sales and forecast of men’s clothing,
at inflation-adjusted prices, 2016-26
Figure 75: Total US retail sales and forecast of women’s
clothing, at current prices, 2016-26
Figure 76: Total US retail sales and forecast of women’s
clothing, at inflation-adjusted prices, 2016-26

ATTITUDES AND BEHAVIORS TOWARD CLOTHES SHOPPING

APPENDIX – DATA SOURCES AND ABBREVIATIONS

APPENDIX – THE MARKET

Men’s & Women’s Clothing - US - 2021

Report Price: £3254.83 | $4395.00 | €3662.99

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2021 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1045291/


About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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