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"The main players in the market recognise a need to focus
on experiential retail. They are redesigning their stores
with improved beauty services, food and drink venues and
a focus on own brands to help differentiate them from
other types of retailers. Over the longer term this should
help revive the department store sector and make it more
relevant for today’s consumer.”

— Tamara Sender Ceron, Senior Fashion Analyst

This report looks at the following areas:

e How is the role of department stores changing? RE PO RT NOW
e Who are the winners and losers in the department store sector?
e What are the main growth opportunities for department stores?
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John Lewis sets the benchmark others aspire to
Figure 44: User profile of John Lewis, December 2017

Debenhams scores well online but brand needs refresh
Figure 45: User profile of Debenhams, June 2017

Selfridges has low usage but strong brand personality
Figure 46: User profile of Selfridges, June 2017

Harrods needs to improve online presence
Figure 47: User profile of Harrods, June 2017

House of Fraser strong online but brand needs a refresh
Figure 48: User profile of House of Fraser, June 2017

The Consumer - What You Need to Know

Debenhams falls out of favour with young women

Store experience key reason for shopping

Only Gen X shop there for fashion

Millennials want more food and drink venues

Women want more updated fashion

High demand for own brands from Millennial women
Mid-market department stores stand out for customer service

Department stores competing with online-only retailers for value and convenience

Where They Shop

Debenhams falls out of favour with young women
Figure 49: Department stores purchased from in the last six months, in-store and online, May 2017

John Lewis leads online
Figure 50: Department stores purchased from in the last six months, whether in-store or online, May 2017

M&S sees big drop in women aged 45-64
Figure 51: Department stores purchased from in the last six months, whether in-store or online, February 2016 and May 2017
Figure 52: Department stores where consumers have browsed in the last six months, either in-store or online, May 2017

Repertoire
Figure 53: Repertoire of department stores purchased from in the last six months, in-store and online, May 2017

Reasons for Shopping at Department Stores

Store experience key reason for shopping
Figure 54: Reasons for shopping at department stores over other types of retailers, May 2017

Only Gen X shop there for fashion

Wide selection of products is the main differentiator

Interest in Additional Services

Millennials want more food and drink venues
Figure 55: Interest in additional services offered by department stores, May 2017

Men want furniture and technology fitting service
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Female under-45s keen on beauty services

Interest in Innovations

Women want more updated fashion
Figure 56: Interest in innovations when shopping at department stores, May 2017

High demand for own brands from Millennial women

Male under-45s interested in buying direct from social media

Attributes of Different Types of Retailers

Mid-market department stores stand out for customer service
Figure 57: Correspondence analysis, May 2017

Mid-market department stores linked to boring designs

Department stores competing with online-only retailers for value and convenience
Figure 58: Attributes associated with different types of retailers, May 2017

Methodology

Debenhams

What we think

A need to grow the online side of the business
Creating more of an experiential destination
Capitalising on ‘social shopping’

Positioning mobile as the engine of growth
Becoming more efficient

Back to basics

Reducing reliance on clothing

Brexit impact still to be felt

Where now?

Company background

Company performance
Figure 59: Debenhams: group financial performance, 2011/12-2015/16

Figure 60: Debenhams: outlet data, 2011/12-2015/16

Retail offering

Fenwick Ltd

What we think

New boss signals a new era in the family-owned retailer's 135-year history
Struggling against online competition

New concepts and attractions to encourage store visits

Data-capturing campaign to deliver a more personalised experience
Company background

Company performance
Figure 61: Fenwick Ltd: group financial performance, 2011/12-2015/16
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Figure 62: Fenwick Ltd: outlet data, 2011/12-2015/16

Retail offering

Harrods Ltd

What we think

Influential MD reverses decision to step down
Tapping into desire for advice

Scope for improving online offer

A Brexit boost?

Rates hike to hit?

Company background

Company performance
Figure 63: Harrods Ltd: group financial performance, 2011/12-2015/16

Figure 64: Harrods Ltd: Outlet data, 2011/12-2015/16

Retail offering

Harvey Nichols UK

What we think

Gross profit margins and operating profits fall
Looking ahead

Company background

Company performance
Figure 65: Harvey Nichols UK: group financial performance, 2011/12-2015/16

Figure 66: Harvey Nichols UK: outlet data, 2011/12-2015/16

Retail offering

House of Fraser Plc

What we think

Online growth is encouraging

Store performance more of a concern
Plans to make stores more experiential
Beauty identified as growth prospect
Brand overhaul

Company background

Company performance
Figure 67: House of Fraser Plc: group financial performance, 2012/13-2016/17

Figure 68: House of Fraser Plc: GTV and sales by region, 2015/16-2016/17
Figure 69: House of Fraser Plc: outlet data, 2012/13-2016/17

Retail offering

John Lewis

What we think
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A considered strategy which sees investment focus shift back towards existing estate
Still opening new stores...for now

Growing own brand and exclusives

Modest international expansion with a focus on e-commerce

Company background

Company performance

Figure 70: John Lewis (department store): group financial performance, 2012/13-2016/17

Investing in its stores
Figure 71: John Lewis (department store): outlet data, 2012/13-2016/17

Retail offering

Marks & Spencer

What we think

Tangible signs of improvements in clothing after price and product repositioning
Stepping up the pace of its fashion collections with *‘See Now Buy Now’ capsule
In-store customer service

Capitalising on the healthy eating trend

Tailored shopping experience encouraging customers to shop more frequently
Company background

Company performance
Figure 72: Marks & Spencer: group financial performance, 2012/13-2016/17

Figure 73: Marks & Spencer: outlet data, 2012/13-2016/17
Figure 74: Marks & Spencer: Store portfolio, March 2017

Retail offering

Selfridges Retail Ltd

What we think
Experiential retailing
Christmas comes early
Looking ahead
Company background

Company performance
Figure 75: Selfridges Retail Ltd: group financial performance, 2011/12-2015/16

Figure 76: Selfridges Retail Ltd: outlet data, 2011/12-2015/16

Retail offering

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix — Market Size and Forecast

Forecast methodology
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