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This report looks at the following areas:

The impact of COVID-19 and the second national lockdown on the clothing
market.

How consumers’ clothes shopping behaviours and attitudes have changed
since COVID-19.

Where people have bought clothes in the last 12 months in-store and
online.

How consumers have reacted to the reopening of fashion stores following
the lockdown.

The clothing industry has made a steady recovery in the affermath of the
COVID-19 pandemic, and the subsequent store closures. Consumer confidence
is starting to make a return, but the way consumers are shopping has changed
significantly over the last 18 months. Retailers have continued to adapt to the
increasing online demand, such as Marks and Spencer offering limited same-
day delivery, and Next further expanding their online Total platform. There is
also an increasing surge in re-wearing, recycling, and renting clothing in a bid
fo move away from fast fashion, with retailers increasingly highlighting their
sustainability initiatives in response to consumer demand for more transparency
within supply chains and a call for more sustainable practises.

The COVID-19 pandemic has highlighted fo consumers what kind of purchases
they can forgo — fashion purchases became more needs- rather than want-
driven. Sustainability is an important part of the mix, and there is an
acceleration in resale and upcycling, with 39% of consumers saying they would
like to see clothing retailers provide better quality items, and 34% of consumers
are wearing older items in their wardrobe than they were prior to the
pandemic. The COVID-19 pandemic has widened the gap between the best
and the poor-performing retailers. While this serves as a threat to those who
can't keep up, it is also an opportunity for the big players to pick up these
brands and grow their market share, such as boohoo with Debenhams, or Asos
with Topshop.
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“The clothing market remains
under pressure, but it is
starting to see a gradual
recovery in 2021 as pent-up
demand by consumers looking
to update their wardrobes for
socialising, events and going
back to the office drives
growth.”

— Tamara Sender Ceron,
Senior Fashion Analyst

Buy this report now

Visit store.mintel.com
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

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1049069/

Clothing Retailing - UK - 2021

Report Price: £2195 | $2995 | €2600

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

Supply chain problems, increasing costs and warehouse labour and driver
shortages are among the new challenges facing retailers; value retailers and
those who run on low margins are most vulnerable, but this new crisis brought
on by the aftermath of COVID-19 and Brexit, is also affecting the big online
players; Asos have warned their profits for the 2021 financial year will be lower
as a result, and while Next has seen a strong 2021 performance, they also
warned that any increase in sales will be outweighed by increasing costs.

There has been a rise in hybrid shopping — consumers increasingly buying
across multiple platforms - and ecommerce is continuously evolving. Three fifths
of Baby Boomers visit stores less to try on clothes compared to before the
pandemic, compared with over half of Generation X There is an opportunity
here for brands to attract the older generations back info stores; consumers
value safety and security even after lockdown measures are long gone. Brands
such as Uniglo and Zara have already implemented self-checkouts, reducing
face-to-face contact in-store, and Amazon confinues to apply Just Walk Out
payment fo its physical spaces. Zarag, too, has its Store Mode within the Zara
app, by which users can shop an individual stores” inventory, smoothing out the
click and collect service. The emphasis on retailers to become omnichannel is
ever present in order for them to reach out to and provide for customers no
maftter where they are or how they choose to shop.
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Figure 32: Leading specialist retailers compound annual
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Marks and Spencer pledges to be net zero by the year 2040
&amp; Other Stories launch recycling scheme

ReBoot scheme by Hunter

Rental, second-hand fashion and ‘recommerce’

The Vampire's Wife teams up with clothing rental site Hurr
Childrenswear available to rent at Arket

Rent a menswear suit at H&amp;M

Marks and Spencer trials rental service

Fashion technology

Ralph Lauren launches virtual fashion collection with
Zepeto

Zara launches Store Mode for its app and ecommerce
platform

Ted Baker releases AW2] collection on Nintendo’s Animal
Crossing

Figure 39: Ted Baker and Nintendo’s Animal Crossing,
October 2021

BRAND RESEARCH

Brand map

Figure 40: Attitudes towards and usage of selected brands,
2021

Key brand metrics

Figure 41: Key metrics for selected brands, 2021

Brand attitudes: Zara and Uniqlo seen as innovative

Figure 42: Attitudes, by brand, 2021

Brand personality: Next perceived as accessible, but boring
Figure 43: Brand personality — macro image, 2021

Asos viewed as an authoritative brand

Figure 44: Brand personality — micro image, 2021

Brand analysis

Zara seen as innovative but somewhat overrated, alongside
River Island

M&amp;S a trusted brand, while Ted Baker seen as more
exclusive

Uniglo ranks highly for being ethical as well as stylish
Low-cost retailers remain easily accessible

ASOS holds high brand awareness, while Next offers good

online service

WHAT THEY BUY

Revived appetite for fashion
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Figure 45: Fashion items purchased in the last three months,
March 2020 — October 2021

Demand for denim rises

Figure 46: Outerwear items purchased in the last three
months, September 2020-October 2021

HOW THEY SHOP

Online still the preference for consumers
Figure 47: How consumers have bought clothes for themselves
in the last 12 months, 2021

* Women still shopping online, while men return to stores

Figure 48: People who have bought clothes for themselves in-
store and/or online or have not bought clothes in the last 12
months by gender and age, August 2021

Younger generations returning to stores

Figure 49: How consumers have bought clothes for themselves
in the last 12 months, by generation, 2021

WHERE THEY SHOP

Amazon drop behind Marks and Spencer

Figure 50: Retailers used fo purchase clothing in the last 12
months (NET of retailers used to purchase in-store and/or
online), 2021

Primark and Amazon hold onto their popularity

Figure 51: Retailers used to purchase clothing in the last 12
months, by channel, 2021

Consumers looking to fewer retailers

Figure 52: Repertoire of retailers used to purchase clothing in
the last 12 months, by channel, 2021

CHANGES TO BEHAVIOUR SINCE COVID-19

Consumers become thriftier

Figure 53: Changes to clothes shopping behaviour compared
with pre-COVID-19, 2021

Casualisation of fashion

Half of Gen X visit stores less to try on clothes

Figure 54: Agreement with changes to visiting sfores fo try on
clothes compared with pre-COVID-19, 2021

MOTIVATIONS FOR BUYING NEW CLOTHES

Holidays and events key drivers for purchasing
Figure 55: Motivations for buying new clothing, 2021
Change in clothes size results in new purchases
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Figure 56: Motivations for buying new clothing, by
generations, 2021

IMPROVEMENTS WANTED AT RETAILERS

» Huge demand for better quality items

Figure 57: Main improvements consumers want from retailers/

brands they buy clothes from, 2021

* Gen Z want unique designs

Figure 58: Main improvements consumers want from retailers/

brands they buy clothes from, by generations, 2021

CURRENT AND FUTURE CLOTHES SHOPPING BEHAVIOURS

* Huge interest in sustainability

Figure 59: Current shopping behaviours and future interest in

them, 2021
Figure 60: Current and future interest in buying homeware

from a fashion retailer, by generations, 2021

APPENDIX - DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

+ Abbreviations

» Consumer research methodology

APPENDIX - MARKET/SECTOR SIZE AND FORECAST

* Forecast methodology
Figure 61 Forecast for consumer spending on clothing and
accessories, 2021-26
Figure 62: forecast for retail sales of specialist clothing
retailers, 2021-26
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