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“The men’s clothing market has been growing at a faster
rate than womenswear. Discounting has been a big issue
across the clothing sector, but menswear is likely to have
benefited from fewer men being interested in special offers
than women.”
– Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:
•
•
•

How has the menswear market performed?
What are the opportunities for growth?
What innovations can help to drive interest in the menswear market?

The men’s clothing market has grown at a faster rate than womenswear, helped by a growing interest
in men’s fashion. While young men stand out as the most fashion conscious and preoccupied by what
they wear, an interest in the latest trends is not reserved for this age group and Mintel’s research
shows that men aged 25-44 also show above-average interest in buying clothes that reflect the latest
fashion.
The majority of men are spending the same amount on clothes in the last 12 months compared with
the previous year. This is in sharp contrast to women, with a third having decreased their spend on
clothing.
Among the main opportunities for future growth in the menswear market are an ageing male
population, particularly divorced seniors who are experiencing a renewed interest in their appearance.
Rising male obesity also presents scope for more mainstream retailers to offer larger size men’s
clothing ranges.
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Figure 33: User profile of Marks & Spencer, November 2014
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Figure 35: User profile of Fat Face, January 2015
New Look can capitalise on awareness to create viable option for men
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Figure 36: User profile of New Look, January 2015
Debenhams has fashion focus but is most likely to be seen as boring or tired
Figure 37: User profile of Debenhams, November 2014
Brand headline
Figure 38: User profile of White Stuff, January 2015
Topshop/Topman scores highly among narrow group of young men
Figure 39: User profile of Topshop/Topman, January 2015
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Figure 40: Activities men have done in the last three months, January 2014 and 2015
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Figure 44: Retailers from where men bought clothing for themselves in the last 12 months, split by in-store and online, January 2015
Figure 45: Profile of men who have bought clothing for themselves in the last 12 months from Primark, M&S and Next, in-store and
online, January 2015
Next draws mainly male under-35s
M&S remains popular among older men
Fewer men buy clothes
Amazon is fourth for menswear
Figure 46: Retailers from where men bought clothing for themselves in the last 12 months, in-store and online, January 2015
Online shoppers
Young fashion retailers
Figure 47: Men who have bought clothing for themselves in the last 12 months from Topman, H&M, higher other mid-market high
street retailers and New Look, in-store or online, by age group, January 2015
Higher priced fashion stores
Tesco loses male customers
Figure 48: Men who have bought clothing for themselves in the last 12 months from Asda, Tesco and Sainsbury’s, in-store and online,
January 2015
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Department stores
Men shop at one or two retailers
Figure 49: Repertoire of in-store retailers from where men have bought clothes in the last 12 months, January 2015

The Consumer – Changes in Purchasing Behaviour
Key points
What we asked
Men spend the same, while women cut back
Figure 50: Changes in shopping behaviour for number of items of clothing bought and amount spent in the last 12 months, January
2015
Young men spend more on clothes
45-54s cut back the most
Figure 51: Changes in shopping behaviour for amount spent in the last 12 months, by age group, January 2015
25-44s spend the same as last year

The Consumer – Shopping Behaviour
Key points
What we asked
Figure 52: Male shopping behaviour when buying clothes in-store or online, January 2015
One in three men buy clothes on sale
London is new centre of men’s fashion
25-34s cut back on branded clothes
Rising trend for sporty fashion
Issues with sizing and fit
Rates of returns peak among young men
Use of mobile devices for shopping

The Consumer – Attitudes towards Innovations
Key points
What we asked
Smart fitting rooms pique male interest
Figure 53: Men’s attitudes to innovations when shopping for clothes in-store and online, January 2015
Using e-sizing technology to reduce returns
Using mobile devices to shop in-store
Men more drawn to personalisation than women
Using mobile payment technology
Style advice

Appendix – Market Size and Forecast
Figure 54: Best and worst forecast of UK sales of men's outerwear, 2014-19
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