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“Clothes maketh the man.”
2016 was a great year for menswear, with luxury and 
high street operators alike investing in the space. 
Whether it’s a reaction to the challenges faced in 
womenswear, or men’s changing attitudes to their 
appearance, menswear is now firmly in focus for 
brands targeting ambitious growth. 

Investing in dedicated offers for men was a priority 
for many in 2016, with everyone from New Look to 
Louis Vuitton creating male-only spaces. As Simon 
Smith, ex Ben Sherman CEO, so eloquently puts 
it: “women go shopping, a man needs a shirt”. 
Operators are acknowledging the need to do 
something different to satisfy these contrasting 
shopping behaviours; menswear stores require 
a ‘mission’ focus, clear lines of navigation and 
efficient service.

The same behavioural principles apply in the 
digital world. With extensive browsing a turn-off, 
speed of finding the right product and providing 
relevant information is critical to converting the 
male pound online. Online pure players are also 
tuning into this, with Boohoo.com launching 
Boohooman.com in March, offering a simplified 
aesthetic, clearer navigation and guidance 
through collections and content. 

This curation element is critical for reaching 
young millennial male shoppers, who are looking 
for guidance from retailers and brands. With the 

millennial male spending c.60% more per year on 
clothes than the average man, getting it right with this 
segment is key. Young men are more likely to look to 
store staff and displays for inspiration and c.40% take 
this a stage further by actively looking for personal 
styling. It is perhaps unsurprising then that 2016 was 
a great year for men’s styling services. 

In our interview, Thread CEO 
Kieran O’Neill explains how their 
combination of technology and 
human stylists decode fashion 
for men who want to look good, 
but don’t have the time or 
inclination to learn the ‘rules’. 
While these are exciting times for menswear, there 
are challenges in the market. Although consumers 
aren’t yet telling us that they expect to spend less 
due to Brexit, the continued uncertainty and rising 
costs will put pressure on margins and may reduce 
appetite for risking investment in the smaller male 
market. However, with mens outerwear forecast to 
grow by 4% by 2020, compared to a flat outlook for 
womenswear, this may be an opportunity brands 
can’t afford to miss. 

If you would like to discuss any of the trends or points 
raised in this report, please drop me a line at 
s.ghazi-tabatabai@pragmauk.com.

Sara Ghazi-Tabatabai 
Director, Strategy and Consumer Pragma Consulting
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By The Numbers
UK Menswear Market Key Statistics

Men’s Outerwear
Market Size 2015 (actual)

£10.3
billion2015

+4.1%-0.9%
Men’s 
Outerwear

Women’s 
Outerwear

2015-2020 Forecasted
Total Growth 

Of Millennial males are 
purchasing a greater 
quantity of clothing 

compared to 2-3 years ago   

(% stating important or very important)  

(% stating important or very important ) 

Millennial males spend more 
than the average male per year 

36%

Millennial males in focus

Millennial 

£1,276 £811
All males  Of Millennial males 

purchased fashion 
products in the last 

three months  

52%

Source: Euromonitor, 2016 Source: Euromonitor, 2016

Source: Pragmarket, Sept 2016

All sources unless stated otherwise: Pragmarket, May 2016

Research & Purchase Channels
(based on last fashion purchase)  

Research 39%

17%6%
6%

33%

Purchase 40%40%

15%5%

Online In-Store Mobile Apps
Multi-

channel

Top 5 Brands Purchased From
In The Last 3 Months

31% 25% 25% 25% 20%

Top 3 Choice Drivers 

Comfort  
82%£ Value For

Money 

79%
Design / Style
Of Product 

77%

Influencial Sources Of Information

Store sta�
(e.g. availability and / or advice)

A brand's website

Store display & environment

Personal styling services

Outfit inspiration online 
(e.g. outfits on models)

49 %

45 %

44 %

41 %

41 %

86%

23%

state that Brexit has not 
had a negative impact on their 

intention to spend on fashion

state they will be 
spending more 

Impact of Brexit

By The Numbers
UK Menswear Market Key Statistics
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Expert Interview 
Simon Smith Ex-CEO, Ben Sherman; Ex-Director, Firetrap

How has the menswear market performed 
this year?

The menswear market is always challenging. 
However, it doesn’t have the same level of fluctuation 
as womenswear, so the lows are not as low. The big 
challenge for mainstream contemporary menswear is 
to remain relevant to the customer and not alienate 
them with creativity that they do not understand, 
whereas womenswear allows for a lot more creativity 
and freedom. 

Do you think people are becoming more risk averse 
because of Brexit?

No, I think that’s a trend that’s been going on since 
the crash of 2008. Menswear is not innovating enough. 

What are you going to spend 
your money on when you’ve 
already got the pea coat, the 
v-neck sweater, the polo neck 
sweater, the white shirt? 
People have greater choice than ever when deciding 
where to spend their money, from restaurants to 
holidays to tech, all pulling on our earnings. 

We have started to see several operators launching 
dedicated menswear stores. What do you think is 
supporting this new focus?

It’s people realising they’ve got a problem with 
womenswear alone and wanting to widen their 
appeal across the genders and lifestyle to attract 
more business. Whistles, and Jigsaw for example, 
have all picked up on the fact that the womenswear 
market is tough and they need to be attracting a 
broader range of customers.

And what would you say are the main differences 
between men’s and women’s shopping 
behaviours?

Women go shopping. They will go to ten shops and 
look at ten coats, for example, and probably buy 
the first one tried on - but you want to go and check 
nine others out before you make that purchase. If a 
man needs a shirt he walks to the same shop that he 
successfully bought a shirt in last time. And he walks 
to the same space in the same store. If the shirts have 
moved, he’s in trouble.

Men hunt, and they go to where 
they had success previously. 
Does the store environment need to be different 
for men? 

Definitely. You’ve got to have an environment that 
draws them in. Men are quite targeted and are 
generally not great browsers. They are looking for a 
level of immediacy and efficiency of service. 

Are there any demographics that you would 
highlight as being particularly interesting 
for menswear brands in terms of growth 
opportunities?

Everyone is always interested in the age bracket from 
16 to 24 because they are the ones with an appetite 
for newness. The interesting challenge is how you 
keep your core customer who loves what you do, 
while bringing in a younger customer. 

This is the biggest challenge for the likes of Next 
and Marks & Spencer. Their greatest strength, that 
you can be sure of what you’re going to get, is also 
a weakness. It isn’t what younger millennials are 
looking for. The internet and social media is enabling 
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them to discover brands and elements that give them 
an individual image...and doesn’t make them look like 
their older brother, father or uncle. 

Do you think there’s anyone who is serving 
younger customers particularly well? 

I think facias like Topman do a good job. River Island 
is consistent in terms of its market. And then I think 
you break into brands which tend to be a segment 
within a segment. Superdry has the retail spread and 
online presence to maintain market credibility. Ted 
Baker, Diesel, Acne and Filippa K are all creative in 
their sectors. 

For example, Ben Sherman’s big challenge is to 
ensure that they maintain the culture of the brand 
whilst at the same time having that key element 
of innovation. Ben Sherman was seen as a ground 
breaking, innovative brand when it was founded. 
That’s a hard balance. 

How do you go about staying current but 
maintaining a rich history and heritage?

Some of it is down to understanding your market 
and what is at the creative end. Ensuring that you are 
pushing that envelope as much as you can without 
becoming irrelevant to the very core of what you are. 
And that is what happens with a lot of brands: they go 
after creativity that has no link to the brand’s core. 

What do retailers need to be aware of online for 
the male market?

I think again it’s speed of getting to the product, 
visuals on the look and the product being simple 
enough for them to understand and ‘get’ how it is 
worn and will look. 
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Expert Interview 
Simon Smith (continued)

From a retailer or brand perspective, is male 
loyalty higher?

They’re loyal as long as they get positive feedback 
on what they’ve bought. If someone says “where 
the hell did you get that from?”, that’s probably the 
end of that store and that brand for that person. The 
35-year-old plus man, he’s probably a lot more set 
in his ways. But he has established his look and he is 
comfortable in that image. It’s hard to lose loyalty but 
also, therefore, hard to bring in younger generations 
who seek newness.

Male interest in grooming is booming, but would 
you say it has crossed over into fashion?

It does because men are taking an even keener 
interest in their appearance. But the issue for 
menswear is that you have core blues, greys, whites 
and blacks. It’s not a big palette to play with. Fabric 
and fit is vital.

There has not been a lot of 
change in menswear recently 
but I think it’s coming. 
There is a feeling of change in the air as seen in recent 
political surprises. 

What do you make of the new trend for personal 
stylists?

I think men are becoming more willing to let someone 
else do it for them. It is a trend that is growing and 
I see it as something that provides confidence to 
men. Over time, I think it will grow, in the same way 
personal trainers have in gyms. 

The explosion of Instagram and having the right 
person being pictured in your outfit is so critical 
for womenswear. Is it the same for menswear?

Men have always followed brands and been loyal 
to brands like Ben Sherman, or more recently the 
Superdry, Firetrap and Full Circles of this world, which 
I used to run. I think that’s slightly changed now. 
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I think the agenda is more set by 
what are now called ‘bedroom 
brands’ - brands which are being 
promoted by personalities on 
Instagram, Facebook and other 
social media.
They have an image and people buy into that image 
and want that brand and look. 

Finally, what do you think the outlook is for 
menswear over the next couple of years?

I think the area that is going to see growth is coming 
through e-commerce sites where a selection of 
clothing is provided through personal shoppers. 
Additionally, as is already happening, new brands are 
coming from a pure social media play. But bricks and 
mortar is going to remain very relevant, just not on its 
current scale.



Dedicated Spaces

2016 saw a boom in dedicated menswear spaces. A number of luxury players have made statements with 
their standalone menswear offers, with Hermès launching its Men’s room in its London flagship, Louis 
Vuitton opening a menswear pop-up store on the ground floor in London’s Selfridges (a space traditionally 
dedicated to women’s accessories) and Michael Kors set to open its debut European standalone menswear 
store in London’s Westfield. Multi-brand players are also capitalising on the trend, with Harvey Nichols re-
launching its menswear department store with an extra 4,000 sq ft of space. 

A similar trend is observed on the high street, where competition to capture share of male spend is heating 
up. New Look has launched six standalone menswear stores in the UK, with plans to reach 20 locations this 
year. Jigsaw has similarly ambitious plans, targeting 15-20 stores in London. Whistles has also launched 
standalone men’s stores and H&M is eyeing the UK to roll-out its men’s fashion format, which is already a 
success in Germany and Sweden. Looking online, 2016 also saw Boohoo launch Boohooman.com, devoted 
to the male fashion shopper. 

Ones To Watch
Innovative Menswear Concepts
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Beyond Fashion

Retailers are also investing in lifestyle experiences that go beyond fashion. For example, Ted Baker has 
picked up on the boom in male grooming with Ted’s Grooming Room, a Turkish-style barbering concept. 
Ted’s Grooming Room launched in 2012 and has grown to eight standalone locations across London, in 
addition to being offered in several Ted Baker stores. 
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Ones To Watch
Innovative Menswear Concepts (continued)



Make it Personal 

Several start-ups have taken it upon themselves to improve the way men shop, and what better way 
than to introduce them to a personal stylist. Although, in most cases, the stylist has a helping hand 
from a clever algorithm that recommends outfits based on personal tastes, height, weight and other 
such attributes. Thread, The Chapar and Trunk Club have all entered this space, targeting men who are 
interested in looking good, but are not prepared to put in the legwork to shop around. By allowing men 
to shop multiple brands on one site and through a single delivery, convenience is as much a feature of 
these offers as the guidance and advice they provide. 



Expert Interview 
Kieran O’Neill CEO & Co-Founder, Thread

What was the inspiration behind Thread?

After selling my previous 
company, I wanted to work on 
something that solved a problem 
I had myself: I was interested in 
dressing decently but didn’t like 
shopping. 
Going to Oxford Street on a Saturday was my idea of hell. 
On the other hand, I realised that there were people out 
there that loved clothes and fashion and are paid to do 
it: stylists. So, could you create a service that connected 
normal people with a stylist? The thing that got us 
excited was building something that was better than 
what a stylist could do alone by combining them with a 
powerful machine learning algorithm to assist them.

Who would you say is your core customer? 

Our users span mid-twenties to fifties and are 
generally people who want to look good but don’t 
particularly like shopping and who don’t read fashion 
magazines such as GQ.

What are the big trends amongst this 
customer group?

With menswear it is less about trends and more about 
the fundamental psychological truths that you are 

working with. Most guys want to dress decently but 
are not interested in a makeover. They want to be 
a great version of themselves. Note I don’t say the 
“best” version, as guys want an easy way to look 
great rather than spending a lot of time trying to 
become the absolute “best” possible version. They 
are satisfiers rather than optimisers when it comes to 
clothes. Also, they tend to want to be a little different, 
without standing out too much. 

The subtly here is key and part 
of the challenge of getting 
menswear right. 
What different roles are brands, retailers and 
services like Thread fulfilling for men?

It all depends on the mindset of the customer. For 
example, if they want to see what’s new from a 
specific brand, I believe the brand’s website is the 
best place to look, as the whole experience has been 
designed for that purpose. At the same time a lot 
of guys simply think “I need some work shirts”, and 
they don’t have a particular brand in mind. In that 
instance, it’s about solving that ‘job’ that they have. 

Thread is especially strong at solving that as we can 
look at all the work shirts out there, discard the ones 
that are too expensive, too bold or not in their size, 
and bring a small number of the ones that are perfect 
for them. If they want to try on three from three 
different brands, they can do that with one order from 
Thread. Similarly, if they want to dress a bit smart, or 
try something new, our stylists can help them explore 
different ideas to find what works best for them. 
The key to understanding the role of the different 
players in the fashion world is to come at it from the 
customer’s point of view.

Do you think browsing will soon become a thing of 
the past?

Definitely not, as there are many times when 
the customer knows exactly what they want. It’s 
something we allow on Thread (although where 
everything is fully personalised to each user) because 
it’s a common mindset. 
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Building trust with your customers must be 
critical. What are the key components for building 
and maintaining trust?

One of the foundations of Thread is having a 
human being there, who you can message with and 
ask questions. 

There’s nothing quite like talking 
to an expert.
In addition, we try to highlight the experience of 
the stylist at various stages in the experience, and 
provide tips and content from them on how to dress 
well. Another element is to design the experience 
so that you are in control. For example, if you tell us 
that you dislike something, we won’t show that to 
you again. Last but not the least, the emphasis we 
put on customer service. Our goal is to bring a mind-
blowingly great experience. If we make a mistake, we 
own it. We go the extra lengths to make sure you’re 
completely satisfied.

You clearly have a close relationship with your 
customers. What are some of the challenges they 
face when shopping online?

Men absolutely hate returning stuff. A big part of 
why buying clothes online can be a pain is because 
it is hard to get the right fit. A scarily high number of 
guys would rather just keep an item of clothing in the 
closet rather than return it. And whilst brands and 
retailers may think that this is good for them, it isn’t 
- it makes customers feel guilty, which leaves them 
with a negative brand experience.
 
What have you learnt that brands and retailers 
should be aware of?

A lot of guys really struggle with knowing what suits 
them. They sense that there are rules to this, but 
don’t really know what they are. So as much as we 
can say ‘Hey, because you have ginger hair you should 
avoid this’ or ‘Because of that this is going to really 
suit you’, they like that. The more you can speak to 
the guys in a way that feels relevant to them, the more 
you’ll be able to connect with them. 

Thinking about the role of tech going forwards, 
how should retailers and brands think about 
the future?

Technology is so hard to get 
right that I believe most retailers 
should not be trying to predict 
the future with bold, risky bets. 
Whilst there is value in being the first brand on a new 
platform, I believe that first mover advantages are 
overrated and that ultimately what wins is having the 
right customer experience. I would stay close to the 
customer, perhaps reviewing the key tech trends on 
a six-monthly cycle, and plan investments based on 
what you see materialising. 

The key is to not just jump on every tech fad, but to 
make strategic bets on what’s going to happen over 
the next few years. It’s important that you form an 
opinion of what you stand for and really commit to 
that - don’t try to be everything to everyone. 

What does the future hold for personal shopping 
services like Thread?

I think that in the future the vast majority of people 
will have an intelligent assistant in their pocket to 
help them find the right clothes. We are focused on 
making Thread the leader in that. We are in the phase 
where people who are comfortable with new online 
services are willing to give it a go, but I have seen the 
profile of guys who use Thread change. I would say 
maybe it is the end of the early adopters’ phase and 
the beginning of the early majority. 
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Market Trends 
Market Dynamics and Consumer Behaviour

The UK menswear market has shown strong growth since 2010; 
this is forecast to continue, albeit at a slower rate
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Source: Euromonitor

Source: Euromonitor

UK Outerwear Market Size: Men’s and Women’s 2010-2020F (£bn)

Top 10 Men’s Outerwear Players by Share of Market Value 2015

The UK menswear market is dominated by high street and value 
operators, with M&S being the largest player



Consumer Channel Behaviour Purchase

Men are also more likely to research items on mobile devices when 
browsing in-store, and prefer to see products in-store before buying

Men are inspired more by TV advertisements and social media 
than women

pragmauk.com Page 13

Source: Pragma research, May 2016

Q. Thinking about fashion items in particular, to what extent do you agree with the following statements? 
 % Answering ‘agree’ or ‘strongly agree’

Consumer Channel Behaviour Inspiration

Source: Pragma research, May 2016

Q. When shopping for fashion items for yourself, how important are each of the following sources of 
information in influencing your choice? 
 % Answering ‘important’ or ‘very important’



Pragma Case Study 
T.M.Lewin Commercial Due Diligence 

Context 

T.M.Lewin, founded in 1898, is a leading retailer of 
business and formalwear. It has c.100 stores in the 
UK, with additional stores across Europe, Africa 
and Asia, and in 2015 reported revenues of more 
than £100m.

T.M.Lewin was seeking external investment to 
support the next phase of the business’s growth. 
Drawn to the opportunity for the brand in the UK 
and overseas, Bain Capital engaged Pragma to 
evaluate the business’s in-store execution and its 
marketing strategy, and to gauge the sentiment of 
consumers towards the brand.

Pragma Approach

• A detailed market assessment of the historical, 
current and forecast health of the businesswear 
market in the UK

• A comprehensive programme of consumer 
research to test the strength of T.M.Lewin’s 
position in the market

• A review of in-store execution across a number 
of stores in the estate to identify opportunities 
for improvement

• A review of the impact of specific marketing 
campaigns in driving sales in the short term and 
on the overall brand in the long term

Outcome

Based on the findings from our research and 
our view of the brand’s potential, Bain Capital 
acquired the majority of the equity in the 
business, alongside management.
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Pragma Case Study 
Bench Business Planning

Context 

Bench is a casual clothing brand, established in 
the UK in 1987. Initially a small menswear brand 
with roots in skate and BMX culture, known for 
strong graphic-based tees, hoodies and sweats, it 
has evolved into a global lifestyle brand, with wide 
international distribution, especially in Germany 
and North America.

Pragma undertook commercial due diligence for a 
potential buyer. We focused on Bench’s two main 
markets: the UK and Germany. In the former, the 
brand suffered from over-distribution in secondary 
channels, whilst in Germany, Bench operated in the 
primary channel, and therefore the image of the 
brand with the consumer was superior.

We concluded that the UK business required 
significant change, whilst the German business was 
considered to have good potential.

At the time, our client decided not to proceed 
with the transaction. Since that review, market 
conditions became more challenging. Pragma was 
then asked by the company’s private equity owners 
to work with the new Chief Executive and conduct 
a strategic review to identify the best plan for 
realising value in the business.

Pragma Approach

• We undertook a comprehensive analysis of 
Bench’s main markets, providing a detailed 
review of each market and corresponding 
recommendations for the business. Our plan, 
developed with management, was approved by 
the shareholders

• We were then retained by Bench’s management 
team, working with them to implement the 
new business plan which helped to stabilise the 
business and demonstrate the potential of the 
brand to a new investor

Outcome

In February 2014 German private equity firm 
EMERAM Capital Partners acquired Americana, 
Bench’s Manchester-based owner.
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Pragma is a strategic partner for 
operators and investors
in consumer markets.

We are evidence-based and experience-led, 
enhancing growth and profitability through 
applied commercial insight and action.

With over 29 years of experience in more 
than 30 countries, we have completed over 
1,500 projects to date, successfully improving 
profitability for our clients.

Pragmauk.com
+44 (0)20 7902 6888


