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Chapter 1 Executive summary 

Introduction 

In this, the third (2009) edition of just-styleôs global report on the swimwear 

market, a number of themes are explored. They are: 

ƺ ageing demographics in the developed world; 

ƺ affluence in parts of the world and poverty in others; 

ƺ cultural, social and religious barriers to the acceptance of swimwear; 

ƺ polarisation of swimwear between being serious about sport, or 

serious about fashion; and 

ƺ consumer attitudinal factors. Is your swimwear a glamorous fashion 

statement, a practical and comfortable mode of dress, serious 

performance sportswear or a ósurfô attitude? 

ƺ the current troubled economic situation, and its effect upon fashion 

retailing in general and the swimwear product group in particular. 

 

Swimwear and beachwear 

just-style believes that it is invalid to segment the market rigorously into: 

ƺ swimwear and beachwear worn for leisure; 

ƺ swimwear worn for serious sport. 

 

This is because one personôs performance product is anotherôs fashion 

statement. Fundamentally there are only four swimwear product types. They 

are: 

ƺ womenôs one-piece swimsuits; 

ƺ womenôs two-piece (bikini) swimsuits; 

ƺ menôs swimming trunks; 

ƺ menôs swim/surf/beach shorts. 

 

So, regardless of whether you are pulling your body through the pool at peak 

performance, or just pulling your body slowly around the pool, retailers and 

brands are instilling in you the virtues and appeal of: 

ƺ fibres, stretch and control; 

ƺ fabrics, body shaping and aero-dynamics; 

ƺ style and cut, the look and aero-dynamics; 

ƺ the advertising offer: feel good, perform well. 
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Swimwear brands have an estimate of the number of pieces that the average 

woman will have in her wardrobe. It is quite similar for the US and for Western 

Europe. The average woman buys 0.6 swimsuits per year. That figure rises to 

one costume per year for young women. The average woman has in her 

wardrobe between four and eight outfits, some of which no longer fit, thus 

encouraging more buying, often on holiday. 

 

The current swimwear and beachwear market, 2008 

just-styleôs retail market estimate for swimwear and beachwear for the base 

year 2008 is that the market will be worth US$13.15bn. It will have grown to 

that figure from US$12.88bn in 2006 (the base year analysed in the previous 

edition of this report). This represents growth of 2.1% over a two-year period, 

roughly equivalent to 1% per year.  

 

Within world swimwear and beachwear split by age and gender: 

ƺ womenôs swimwear at retail is worth US$9.15bn, and  represents 70% 

of the world total value; 

ƺ menôs swimwear at retail is worth US$2.20bn, and represents 17% of 

the total; 

ƺ girlsô swimwear at retail is worth US$1.30bn, and represents 10% of 

the total;  

ƺ boysô swimwear at retail is worth US$0.50bn, and represents 4% of the 

total (percentages have been rounded up). 

 

Unit sales for 2008 are 1,058m pieces, a growth of 15m units from 2006. This 

is a 1.4% increase, over that period. However, this growth is by no means 

uniform. Europe and Japan/Korea experience volume declines, while volume 

growth in the rest of the world region averages a modest 2.8%, but will itself 

vary considerably from sub-region to sub-region. 

 

Overall, just-style estimates that the average world retail price for swimwear 

and beachwear in 2008 is US$12.43. This is only marginally up from the 2006 

figure of US$12.35. The swimwear market in total continues to face a world of 

no overall price inflation. The swimwear market continues to be strongly 

female oriented. It is undoubtedly even more so, were beach accessories to be 

factored into the estimates. 
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The future swimwear and beachwear market, 2012 

The next major event year for swimwear will be the London Olympics of 2012. 

The retail market for swimwear and beachwear in that year is forecast by just-

style at US$13.51bn. It will have grown to that figure from US$13.15bn in 

2008. This represents growth of 2.7% over a four-year period, which is roughly 

equivalent to 0.6% per year. 

 

Within world swimwear and beachwear split by age and gender: 

ƺ womenôs swimwear at retail will amount to US$9.30bn, and will 

represent 69% of the total; 

ƺ menôs swimwear at retail will amount to US$2.30bn, and will represent 

17% of the total;  

ƺ girlsô swimwear at retail will amount to US$1.38bn, and will represent 

10% of the total.  

ƺ boysô swimwear at retail will amount to US$0.53bn, and will represent 

4% of the total.  

 

Unit sales for 2012 will be 1,099m pieces, a growth of 41m units from 2008, 

and will represent a 3.9% increase over that period. However, neither Europe 

nor Japan/Korea will experience any volume growth, whereas volume growth 

in the rest of the world will average 5.3%, but will itself vary considerably from 

sub-region to sub-region. 

 

At the time of writing this 2009 edition, it is probably as risky as it has been for 

the last 30 years to predict costs, inflation and prices in the clothing industry, 

as a result of economic uncertainty. Dangerous factors include: 

ƺ unprecedentedly high fuel costs, and transport charges; 

ƺ volatile exchange rates between the US dollar, the euro and the UK 

pound sterling; 

ƺ labour shortages and inflationary pressures in low-cost but booming 

economies such as China and India. 

 

just-style estimates that the average world retail price for swimwear and 

beachwear in 2012 will be US$12.29. This is lower than the 2008 figure of 

US$12.43. The most expensive parts of the developed world will continue to 

be Japan and Western Europe. 

 

The estimates for 2012 are that: 
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ƺ In units the developed world will have 43% of the total market, while 

the rest of the world will have increased its share from 56% in 2008 to 

57% in 2012.  

ƺ In US dollar value, the developed world will lose a further percentage 

point of market share, and will have 67.5% of the total market, as 

against 68.65% in 2008 

ƺ In volume terms, the female market will still account for 66% of the 

total.  

ƺ However in US dollar value terms, the female market will have 79% of 

the total. Swimwear will remain a womenôs world, as far as brand 

marketing is concerned. 

 

The just-style time lines 2003-2014 

In this report just-style has extended its forecasts to 2014. Unit growth is 

expected to average around 1% per year over that period. Europe exhibits 

negative unit growth, while Japan/Korea has zero growth. The rest of the world 

has per annum growth rates that vary mostly from 1% to 2%. 

 

In US dollar value terms, world growth is lower than it is in unit terms. Europe 

and Japan/Korea have the slowest growth (Europeôs is negative by value) 

while the rest of the worldôs value growth percentage exceeds its units 

percentage significantly. This is the result of the take up by rest of the world 

countries of óWesternô brands at Western prices. 

 

In addition, an alternative scenario has been prepared on the presumption that 

the fall-out from the credit crunch will adversely affect the clothing industry for 

some time. Overall this has the effect of lowering world swimwear growth 

between 2008 and 2014 from 5.32% to 1.69% and of leaving the world market 

at retail worth US$13.25bn rather than US13.85bn.  

 

Brands, retailer own-label and anonymous merchandise 

It is one of the contentions of this report that in the swimwear product sector, 

brands remain important. There is no argument about the fact that in the 

developed world, swimwear brands retain a larger percentage of the value at 

retail of their product group than almost all other clothing product categories. 

Much of this is to do with the manner in which the consumer sees swimwear 

and swimwear brands. 
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The branded value across the world is a little over US$7bn. Of that figure 

nearly US$3bn is in Europe alone. Anonymous merchandise accounts for 

US$2.5bn but less than 20% of that is in the developed world. Sales through 

private-label retailers are dominated by a relatively few generalist or 

lingerie/swimwear specialist businesses, such as Victoriaôs Secret in the US 

and Marks & Spencer in the UK. 

 

The swimwear price-fashion matrix 

For the world in total, which has a womenôs swimwear retail market value for 

2008 of US$9,154m, units of 527m and an average price per unit of US$17.38: 

ƺ swimwear priced above US$100 has a 2% dollar share and less than 

0.5% units share; 

ƺ swimwear priced between US$81 and US$100 has a 10% dollar share 

and 2% units share; 

ƺ swimwear priced between US$61 and US$80 has a 14% dollar share 

and 4% units share; 

ƺ swimwear priced between US$41 and US$60 has a 21% dollar share 

and 8% units share; 

ƺ swimwear priced between US$21 and US$30 has a 28% dollar share 

and 22% units share; 

ƺ swimwear priced below US$20 has a 26% dollar share and a massive 

64% units share (percentages have been rounded). 

 

In order to further simplify the price analysis, a line can be drawn at a price of 

US$30. Any womenôs swimsuit above that figure can be classed as expensive 

and any below the line as mass market (cheap). The resulting analysis for the 

global womenôs swimwear market shows that: 

ƺ óexpensiveô accounts for 47% of the dollar value but only 14% of the 

swimwear units; and 

ƺ ómass marketô accounts for 53% of the dollar value but for 86% of the 

swimwear units. 

 

Defending diversity through branding in the swimwear market 

In Chapter 9, we segment the market into brands, retail own-label and 

anonymous merchandise. In the developed world, brands account for between 

60% and 70% of the value of the market, and between 38% and 43% of the 

units. That is a strong brand position when compared with the branded share 
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of most other clothing product categories. Brands are also higher priced 

wherever they are sold in the world, averaging almost US$30 per piece, 

compared with US$12 for retail own-label and less than US$5 for anonymous 

merchandise. 

 

Although, own-label and anonymous units account for three quarters of the 

pieces sold in the world, it is the variety of brands that exist, especially in 

Western Europe that contribute to the continuing diversity of the swimwear 

market. 

 

Pamela Scott, Editor of Underlines magazine, believes that, for brands in 

Western Europe, the arrival of more swimwear at medium and low prices, 

rather perversely helps the top end brands. ñWhen, as a woman,ò she asserted 

ñyou want to make a personal fashion statement through your swimwear, 

wearing something created by a European designer, and using bespoke prints 

that will only be seen on that specific brand, differentiates the wearer as well 

as the brand.ò 

 

As Scott sees it, the best commercial exploitation of the desirability of good 

brands has come from the German industry and especially from companies 

such as Maryan Beachwear Group (Maryan Mehlhorn brand) and Adolf Reidl 

(Sunflair). Both are exponents of the ócornersô system. In the corners method, 

the retailer buys the stock at wholesale prices and makes all the retail gross 

margin, but receives some financial and marketing assistance from the brand 

in order to promote the desirability of the corner.  

 

But Europe is not a growth area, although its high prices will be defended by 

the brands. One example of an emerging market is the Middle East. just-style 

asked Rita Aad why there was a swimwear market for women in the Middle 

East, given the cultural and religious barriers? 

 

Her reply was that although a conservative Arab woman wears the long black 

abaya and swims in the sea with her veil on, liberal women wear Brazilian 

bikinis. She contends that Arab women love to show off their curves and they 

are proud to wear Brazilian brands. However, sports brands are not popular. 

Speedo, Adidas and Nike are regarded as óunsexyô and óconservativeô which 

does not cater to the taste of Arabs in general and Saudis in particular. So 

when asked, if she were in the swimwear industry, where would she put her 

efforts, Rita Aad replied: ñglamour and designer name, every time.ò 
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The market and product future 

The executive summary headlines are: 

ƺ swimwear fashion in the Western world will be driven by the 

acceptance of swimming as a relaxing pastime for an ageing (but not 

psychologically old) population; 

ƺ among the younger age group, the personal and celebrity fascination 

with the body will extend the wearing of swimwear into situations away 

from the sea and the pool; 

ƺ older women will be encouraged to wear swimwear (probably more 

one-piece suits) by the continued development of figure supporting 

and enhancing fabrics; 

ƺ western swimwear habits will take hold in the developing world, 

especially China and Southeast Asia; 

ƺ new fabric chemistry will drive the sportswear market along the 

óperformance that lastsô route; 

ƺ fashion brands will continue to óthrive or at least surviveô; 

ƺ the global sports brands will continue to increase market share; 

ƺ internet sales growth will outstrip that of traditional retailing and will 

increase its market share; 

ƺ speciality womenôs swimwear (mastectomy and maternity) will be 

strong, aided by fabrics that provide, support, shaping, fit and comfort; 

ƺ there will be no natural fibres or fabrics movement. Synthetics will 

remain the óking of swimô; 

ƺ the London Olympics will create a swimwear market ósplashô in 2012, 

as an antidote to the gloom and doom forecast for 2009-2010. 

 

Note: Data in some tables may not sum, due to rounding of figures and 

percentages. 
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Chapter 2 Introduction 

Background 

This is the third edition of just-styleôs report on the swimwear and beachwear 

industry worldwide. In order to complete it, previous quantitative estimates 

were reviewed and updated. Information was obtained from a number of 

authoritative sources. Their names appear in the acknowledgements and the 

author would like to thank them for their contribution. Particular thanks go to a 

colleague, Rita Aad, who contributed to the section on the emerging swimwear 

markets in the Middle East.  

 

Report methodology and coverage 

The report follows substantially the same methodology as in previous editions, 

and the methodology is explained in Chapter 3. One important change 

requires outlining here. As the economic block of the European Union (EU) 

extends further eastwards, the value in the use of óWestern Europeô as a 

geographical area for both consumption and production has diminished. In this 

report, the whole of Europe is treated as one of the developed regions of the 

world.  

 

Chapter 3 commences with definitions of both product and market. The data 

approach and what is included and excluded from swimwear and beachwear is 

then explained in more detail. Some of the history of swimwear is reviewed in 

the context of the way it has shaped (literally) social and personal behaviour in 

the twentieth century. The contradistinction between swimwear for sporting 

performance, and swimwear for fashion display is explained. 

 

Chapters 4 through to 7 look at the swimwear and beachwear market, 

concentrating on a number of pivotal years based on previous editions and the 

considerable influence of the Olympic games on the industry. The key pivot is 

the base year of 2008 and the Beijing Olympics of August of that year. For 

2008, the swimwear industry is valued at retail consumer prices at 

US$13.15bn. The fundamental marketing issue in swimwear is the dramatic 

split between the developed and the developing world. Forecasts are made in 

Chapters 6 and 7 for swimwear and beachwear consumption for the landmark 
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event for swimming of the London Olympics of 2012, and further forward to 

2014, thus deriving a past and future span of 12 years. 

 

The effects of the financial crisis that has hit the fashion retail industry in the 

last three months cannot be ignored. An alternative scenario has been 

developed which takes account of those effects. It is given in Chapter 8 and 

lowers the base year (2008) swimwear industry dollar value at retail consumer 

prices to US$13.03bn. 

 

Moving on from the quantification of the consumption of swimwear worldwide, 

Chapter 9 addresses the market structure of the industry now and in the future. 

It is followed by a review of the importance of brands in the swimwear product 

group, in Chapter 10. This chapter contains an in-depth interview with Pamela 

Scott the editor of Underlines magazine, the trade mouthpiece for lingerie, 

hosiery and swimwear.  

 

Finally in Chapter 11, future market and product trends are considered. 

 

Themes 

The first edition (2005) of just-styleôs swimwear report addressed the world 

market, based upon a mix of macroeconomic estimates and industry 

intelligence. Two years later, just-style looked at what was still a resilient 

swimwear market, but one which had to confront the long term problems of: 

ƺ ageing demographics in the developed world; 

ƺ affluence in parts of the world and poverty in others; and 

ƺ cultural, social and religious barriers to the acceptance of swimwear. 

 

The themes of the first edition were: 

ƺ the polarisation of swimwear between being serious about sport, or 

serious about fashion; 

ƺ the consumer attitudinal factors. Is your swimwear a glamorous 

fashion statement, a practical and comfortable mode of dress, serious 

performance sportswear or a ósurfô attitude? 

 

In the second edition, the main theme was the dichotomy between an ageing 

male and female population in North America, and especially in Western 

Europe, balanced against the determination to continue to live a youthful 

lifestyle, which could embrace non-extreme water-related sports. 
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In this third edition, more and different themes are addressed. These include 

technology, fit and styling for both fashion and sporting performance. But in 

reality, the genuinely international brands are using styling and design to 

address all consumer groups because the serious sports consumer regards 

sports styles as fashion. They are also competing with some big-hitting private-

label retailers, although the brands command the higher ground of the higher 

price points. The sector is also characterised by purchases made on individual 

womenôs preferences for herself and for her family as much as on budgetary 

and cost reasons. 

 

The final theme is, inevitably, the credit crunch financial crisis and its effect on 

a luxury (avoidable) product category purchase such as swimwear.  
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Chapter 3 The nature of the 

swimwear and beachwear market 

Product and market definitions 

At first sight, swimwear would appear to be an easy clothing category to 

define. It is what we wear to swim in. But it is also what people wear to be 

seen by the beach, the pool or even in the recreation areas of hotels, spas, 

health clubs and gyms. Especially as far as women are concerned, their 

swimwear may be bought: 

ƺ to please the wearer (swimwear has regularly been proved by 

consumer studies to be a ópersonal treatô buy); 

ƺ to please someone else (the ósex buyô factor); 

ƺ to make a serious sporting statement or simply to be eye catching on 

the beach or by the pool, and to be seen as being óin fashionô. 

 

But, at the same time, function really matters in both menôs and womenôs 

swimwear. The product has to óperformô. óPerformanceô can mean a number of 

things, such as: 

ƺ how the fabric works, stretches, moulds, etc; 

ƺ how the garment fits ï fit is a big issue in swimwear; 

ƺ how the garment resists degradation from salt water or chlorine in a 

swimming pool. 

 

just-style believes that it is invalid to segment the market rigorously into 

swimwear and beachwear worn for leisure, and swimwear worn for serious 

sport. One personôs performance is anotherôs fashion statement. 

Consequently, swimwear and beachwear are looked at holistically by product 

and by geographic market. 

 

There are four swimwear and beachwear product categories. They are: 

ƺ womenôs one-piece swimsuits; 

ƺ womenôs two-piece (bikini) swimsuits; 

ƺ menôs swimming trunks; and 

ƺ menôs swim/surf/beach shorts. 
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These can then be sub-divided endlessly by styling features such as the cut of 

the leg. 

 

In addition, there are other beachwear products, including: 

ƺ robes (usually but not necessarily towelling); 

ƺ pareos; 

ƺ sarongs; and 

ƺ bandana headwear. 

 

And there are also other swimming accessories such as: 

ƺ skull caps; 

ƺ goggles; 

ƺ flippers; and 

ƺ snorkels. 

 

But, as their sales are minor in comparison with mainstream swim and 

beachwear, or are more akin to sporting equipment such as a surfboard, no 

attempt has been made to quantify them in this report. 

 

Market data and estimates 

Data on the swimwear market can be taken from a wide variety of sources. 

They include: 

ƺ consumer studies; 

ƺ retail consumption estimates; 

ƺ production statistics; 

ƺ government trade statistics; and 

ƺ information from brands. 

 

Most of these sources are available only in developed markets. In the retail 

clothing industry, consumption figures are mostly based on ópanelô studies of a 

group of willing consumers. Experience has shown that there is a tendency for 

willing consumers either genuinely to be above average spenders or to inflate 

either the volume or the prices of what they buy. In addition, there is a 

tendency for the composition of consumer panels to be skewed towards the 

purchasers of brands and away from the purchasers of retail own-label or 

anonymous offers. Consequently, industry watchers believe consumer data is 

overstated. 
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Moreover, consumer data is only collected in the developed world, where there 

is a óproperô retail market. Sales of swimwear in China, India and Africa can 

only be calculated from informed trade knowledge. Sales in places like Iran 

and the óStansô (Asian states which were formerly part of the USSR) are a 

matter for macroeconomic estimates, based on population and the propensity 

to buy, which in countries like these is low. 

 

Conversely, production and trade figures are based upon government-

collected statistics. These are likely to be understated as companies either fail 

to deliver statistics, or deliberately conceal them, if they are part of either the 

óblackô or ógreyô economies. 

 

Government figures are further complicated by the use of SIC (Standard 

Industrial Classification) codes, which may be arcane, or based around 

manufacturing technologies, or both. In swimwear, for example, production, 

imports and exports are split between: 

ƺ those made of woven textiles. 

ƺ those made of knitted or crocheted textiles. 

 

To the average consumer, this is irrelevant. 

 

The result is that none of these sources of data correlate with each other. 

There is little ójoined-upô analysis of the swimwear and beachwear market. This 

report addresses this information gap, by using data from a variety of sources. 

just-style believes that this report provides the best information available on 

the swimwear and beachwear markets worldwide.  

 

This report is published at a time of extremely volatile changes in financial 

values and in exchange rates. The rates used are those from the Financial 

Times of 15 October 2008, but figures from 31 January 2009 are also given to 

provide comparisons and contrasts. 
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Table 1: International currency exchange rates as of 15 October 2008, and at 31 January 

2009 

15 October 2008 US$ EUR GBP JPY 

US$ x 0.74 0.57 101 

EUR 1.35 x 0.77 137 

GBP 1.75 1.29 x 177 

JPY 0.009 0.007 0.005 x 

 

31 January 2009 US$ EUR GBP JPY 

US$ x 0.78 0.69 90 

EUR 1.28 x 0.88 116 

GBP 1.45 1.13 x 131 

JPY 0.011 0.009 0.008 x 

Source: Financial Times 

 

Sports swimwear and fashion swimwear 

In this turbulent situation, the approach that swimwear retailers and brands 

take to the manner in which they market their offer is important. Theoretically, 

the approach of fashion brands should be diametrically opposed to that of 

sports brands. It should be glamour versus function. In fact, both groups 

employ the same elements and tactics of: 

ƺ the advantages of fibres that stretch and control; 

ƺ fabrics that provide body shaping and aerodynamic features; 

ƺ style and cut, the look and aerodynamics again; 

ƺ the advertising offer, feel good, perform well. 

 

This is marketed to the consumer regardless of whether one is pulling oneôs 

body through the pool at peak performance, or just pulling oneôs body slowly 

around the pool. 
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Swimwearôs place in society 

Although the first recorded use of bathing apparel appeared in Greece around 

300 BC, and mosaics have been found in a villa at Piazza Armernia in Sicily 

decorated with women dressed in what clearly look like the modern-day bikini, 

for most of the 2,000 years of history since the birth of Christ, swimwear has 

not been a front-page subject. However, this all changed in 1907 when an 

Australian called Annette Kellerman was arrested in the US for appearing 

publicly in a one-piece bathing suit. 

 

Of course, by that time, swimming had become an Olympic sport. In this 

environment, it finally became acceptable for women to swim. As a result, 

womenôs bathing suits could and did develop into a órealô item of apparel. 

 

Liberated from long skirts, young women of the 1920s wore a figure-hugging 

wool jersey sleeveless tank suit. This swimming suit was ideal for the 

androgynous athletic figure that fashion suited best in the 1920s. It looked very 

similar to male swimming costumes of an earlier era. The swimsuit legs 

stopped at an unflattering point mid-thigh, and beneath the swimsuit legs were 

built-in modesty shorts. 

 

The 1930s had a new generation of designers turning out swimwear garments 

that were functional, sleek, and streamlined. The famous Bauhaus style was 

void of all decoration and left beauty up to form and function itself. The 1934 

swimsuit hugged the body and was constructed to allow shoulder straps to be 

lowered for tanning. By the end of the decade, moulded-fit suits were 

introduced, featuring the ónude lookô. Actresses such as Esther Williams and 

Dorothy Lamour posed in films featuring synchronised swimming, which 

created interest in figure hugging costumes with higher-cut legs and which 

revealed every body contour. 

 

The 1940s had bathing beauties, pin-up girls, and glamour models wearing 

high heels and jewellery to accessorise their bathing attire. The most exciting 

development of the decade was a two-piece creation call the óbikiniô. On 5 July 

1946, designer Louis Reard introduced his creation at a fashion show in Paris. 

The suit was named after a few small South Pacific islands called Bikini Atoll ï 

where the United States had established a nuclear test site. The bikini fashion 

exploded, took the world by storm, and the swimwear industry has never been 

the same. 
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But the 1960s were a time of real daring. Rudi Gernrich came out with his 

monokini (the topless swimsuit). Thin was hip and really in, and a leggy look 

was de rigueur to have at oneôs favourite swimming venue. By the mid 1960s, 

fabrics were mainly nylon or Lycra or a mix of the two materials. The all 

important factor was stretch and pull.  

 

What followed in the 1980s was fashionôs version of óplastic surgeryô. Women 

began padding their bodies with implants. Plastic surgery also lifted the bosom 

to create a younger look and, in some cases, offered breast reduction as well 

as breast enlargement. Feeling more confident about their looks, women 

started wearing more and more revealing suits. By the time Reard, the bikini 

creator, died in 1984 at the age of 87, the bikini made up almost 20% of all 

swimwear sales in the United States and Canada. That made it far and away 

the largest individual swimwear product category. 

 

Because of problems resulting from surgery and from implants that leaked, the 

women of the 1990s and the present decade have returned to suits with 

intricately engineered wires, silicone inserts and other fibre-fill push up 

devices. Creating an appealing cleavage remains a very important look. But 

the impact of the top in recent years has been nothing as radical as that of G-

string, thong and tanga bottoms. The tanga became very normal 

(unadventurous) by the 1990s among the young. G-strings and thongs 

reduced until they were hardly there at all. With them came a boom in pubic 

waxing and the Brazilian wax. The bottom of the suit has become very 

important, and there are a range of cuts, including tanga bottoms, thongs, hot 

pants, boy-shorts and V-front bottoms.  

 

But as a counterweight to this apparent youthful exhibitionism, there is an 

impact from the fact that populations in the developed world are ageing. As a 

consequence, fit, comfort and modesty are making a comeback. Many women 

now prefer a flattering swimsuit for the beach, but especially like it for 

swimming. Some body shapes, especially those of women with thicker waists, 

simply look better in a one-piece than a two-piece costume. But even those 

with slimmer figures sometimes just look much better in a one-piece and many 

say they find a one-piece more comfortable. 

 

The social impact through the modern history of swimwear has created a 

demand for a swimwear wardrobe, particularly for women. The author (male) 

has only two-pieces of swimwear and two beachwear shorts, which can (but 
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do not) get used in the water. Women are different. They need a fuller 

wardrobe. 

 

Swimwear for most women is a true fashion item, so the number of swimsuits 

needed in the womanôs wardrobe, (at least for the developed world) will be a 

factor of the need to make a splash (or certainly a fashion impression). A straw 

poll taken of the authorôs partner and her female friends and verified by the 

upmarket brand Gottex suggested that, if the venue was a hotel holiday then: 

ƺ no one swimsuit should appear on the beach or round the pool more 

than three times during the holiday; 

ƺ therefore for a 14-day holiday, a minimum of four outfits is required, 

and preferably six; 

ƺ this also facilitates washing and hanging out to dry of the swimwear. 

 

The swimwear brands have an estimate of what the average woman will have 

in her wardrobe. It is quite similar for the US and for Western Europe. The 

average woman buys 0.6 swimsuits per year. That figure rises to one per year 

for the young women. She has in her wardrobe between four and eight outfits, 

some of which no longer fit, thus encouraging more buying, often on holiday. 
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Chapter 4 Swimwear market past: 

2003 and 2006 

The market in 2003 

The first edition of just-styleôs report on swimwear and beachwear was 

produced in May 2005, and was based on market information for 2003. This 

has been reviewed in the light of new market and industry information and is 

summarised in Table 2 below. 

 

Table 2: Summary swimwear market information, 2003 

Population Population (m) 

Consumption 
per person per 

year 
Swimwear 

units (m) 
Prices 
(US$) 

Retail 
market 
values 

(US$bn) 

World 6,336 0.16 1,012 12.50 12.65 

North America 315 0.50 158 18.56 2.99 

Europe 510 0.45 232 19.34 4.54 

Japan/Korea 198 0.33 65 21.58 1.40 

Rest of the world 5,313 0.10 557 6.68 3.72 

Source: just-style 

 

All the data estimates in this report are constructed in the manner explained in 

Chapter 3 and as shown above in Table 2: 

ƺ population, swimwear units and retail market values are ópureô 

estimates; 

ƺ consumption per person per year and retail average prices are derived 

numbers. 

 

Hence: 

ƺ 1.012bn units (annual consumption) divided by a world population of 

6.336bn people gives average consumption per person per year of 

0.16 units of swimwear. 

ƺ US$12.65bn (annual market value) divided by 1.012bn units gives an 

average retail price per unit of US$12.50. 
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Market growth, 2003 to 2006 

The retail market for swimwear and beachwear in 2006 was worth 

US$12.88bn. It grew to that figure from US$12.65bn in 2003. This represented 

growth of 1.82% over a three-year period, roughly equivalent to 0.6% per year. 

This low monetary growth rate was in line with clothing in general worldwide, 

because of decreasing supply costs as a result of lower cost country sourcing. 

 

Within world swimwear and beachwear split by age and gender for 2006: 

ƺ womenôs swimwear at retail amounted to US$9.045bn, and 

represented 70.2% of the total;  

ƺ menôs swimwear at retail amounted to US$2.14bn, and represented 

16.6% of the total; 

ƺ girlsô swimwear at retail amount to US$1.23bn, and represented 9.6% 

of the total; 

ƺ boysô swimwear at retail amounted to US$0.465bn, and represented 

3.6% of the total.  

 

Unit sales for 2006 were 1.043bn pieces, a growth of 31m units from 2003. 

This is a 3.0% increase over that period, considerably more than value growth. 

However, this growth was not uniform. Europe and Japan/Korea experienced 

effectively zero growth, while volume growth in North America was 3.2% and in 

the rest of the world was 3.9% Within the rest of the world, growth varied 

considerably from sub-region to sub-region. 

 

Population, 2006 

Population figures in the main regional markets for swimwear and beachwear 

are shown in Table 3. 

 

Table 3: World population by gender and age, by major region, 2006 (m) 

 World North America Europe 
Japan and  

Korea 
Rest of the 

world 

Women 2,573 142 242 89 2,100 

Men 2,614 136 219 89 2,170 

Girls 662 23 26 11 602 

Boys 670 23 26 11 610 

Total 6,519 324 513 200 5,482 

Source: United Nations Population Census 
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As percentage shares of the world population total, they are given in the 

subsequent Table 4. 

 

Table 4: World population by gender and age, by major region, 2006 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 39.5 2.2 3.7 1.4 32.2 

Men 40.1 2.1 3.4 1.4 33.3 

Girls 10.2 0.4 0.4 0.2 9.2 

Boys 10.3 0.4 0.4 0.2 9.4 

Total 100.0 5.0 7.9 3.1 84.1 

Source: United Nations Population Census 

 

These figures are ófactualô and as such are the starting point for the 

measurement of the growth of the swimwear market from that date onwards. 

The main points to be noted from Tables 3 and 4 are: 

ƺ At 324m, North America has 5% of the worldôs population. 

ƺ But at 513m, Europe in total accounts for only 8% of the worldôs 

population. 

ƺ Japan and Korea together have a population of 200m. This figure 

represents 3% of the worldôs population. 

ƺ The rest of the world in 2006 accounted for 84% of world population, 

while the developed world in total will have only 16% of the worldôs 

population. That imbalance will develop further over the reference 

forecast period to 2014. 

 



 Page 21 Chapter 4 Swimwear market past: 2003 and 2006 

© 2009 All content copyright Aroq Ltd. All rights reserved. 

Consumption per person, 2006 

Table 5: Per annum consumption of swimwear by gender and age by major region, 2006 

(units) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 0.20 0.60 0.20 0.20 0.20 

Men 0.10 0.10 0.10 0.10 0.10 

Girls 0.25 0.25 0.25 0.25 0.25 

Boys 0.15 0.15 0.15 0.15 0.15 

Average 0.16 0.50 0.46 0.33 0.11 

Source: just-style 

 

2006 represents the starting date for this edition of the report for macro-

economic consumption figures per person per year. 

 

Consumption changes in the future will appear small. However, they have 

major implications upon both volumes and US dollar values in the swimwear 

and beachwear market. 

 

The market in units, 2006 

The total units figure, and the manner in which it is split by gender and age 

between major regions for 2006 is given in Tables 6 and 7. 

 

Table 6: Units of swimwear by gender and age by major region, 2006 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 523 85 133 36 269 

Men 254 41 55 18 141 

Girls 164 23 31 8 102 

Boys 101 14 16 4 67 

Total 1,042 163 235 66 579 

Source: just-style 
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Table 7: Units of swimwear by gender and age by major region, 2006 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 50.2 8.2 12.8 3.4 25.8 

Men 24.4 3.9 5.3 1.7 13.5 

Girls 15.8 2.2 3.0 0.7 9.8 

Boys 9.7 1.3 1.5 0.4 6.4 

Total 100.0 15.6 22.5 6.3 55.6 

Source: just-style 

 

Comparisons have been made of unit consumption and population. These 

illustrate the extremes between the óhavesô and óhave-notsô of the developed 

and developing world, namely: 

ƺ In 2006, North America had 15.6% of unit consumption, derived from 

only 5% of the worldôs population. 

ƺ Europe had 22.5% (it was 22.9% in 2003) of unit consumption, from 

just 8% of the worldôs population. 

ƺ Japan and Korea had 6% of consumption, twice its share (3%) of the 

worldôs population. 

ƺ The rest of the worldôs volume share increased by half a percentage 

point, from 55.0% in 2003 to 55.5% of unit consumption in 2006. It 

amounted to an extra 22m units of swimwear and beachwear sold in 

the developing world.  

 

When womenôs and girlsô units are aggregated, the female swimwear market in 

2006 accounts for 66% of the unit total, while the menôs and boysô percentage 

is 34%. The boyôs and menôs percentage share has grown in the developing 

world, since the first edition. The womenôs market in the developing world had 

not taken off, probably because cultural and religious constraints remain 

important in this clothing product area.  
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Prices, 2006 

Table 8 compares US dollar prices by gender and age across the worldôs 

major regions. 

 

Table 8: Prices by gender and age by major region, 2006 (US$) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 17.30 24.06 24.53 28.99 10.06 

Men 8.40 14.09 13.53 13.99 4.05 

Girls 7.50 13.00 13.43 14.03 3.96 

Boys 4.60 7.68 7.76 7.95 3.01 

Total 12.35 18.58 19.37 21.74 6.70 

Source: just-style 

 

Price deflationary changes between 2003 and 2006 were considerable. These 

were driven by the abolition of the MFA (Multi Fibre Agreement) by the WTO 

(World Trade Organisation) at the beginning of 2005, and the chaos it caused 

that year in global exports. That decision created the much reported óEuro bra 

mountainô ï a stockpile of garments which undoubtedly also applied to 

swimwear. 

 

Overall, just-style estimates that the average world retail price for swimwear 

and beachwear in 2006 was US$12.35. This is well down from the 2003 figure 

of US$12.50. As for virtually all clothing categories, the swimwear market 

faced a supply chain with no price inflation. However, the changes between 

the top end of the market (brands in the developed world) and the bottom end 

(mass market no label) were extreme. Prices for swimwear (as shown in Table 

8) in the developed world lay between US$18.58 and US$21.74. In the 

developing world, they averaged US$6.70, close to one third of the developed 

world average price. Average prices for Western Europe and Japan were 

higher still, because of the prevalence in those areas of branded merchandise 

at higher prices. 
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The market in US dollars, 2006 

Table 9: Market value of swimwear by gender and age, by major region, 2006 (US$bn)  

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 9,045 2,045 3,265 1,032 2,703 

Men 2,136 575 741 249 571 

Girls 1,231 299 419 108 405 

Boys 464 106 121 35 202 

Total 12,876 3,025 4,546 1,424 3,881 

Source: just-style 

 

As Table 9 shows, the worldwide market for swimwear and beachwear, which 

in 2008 stands at US$13.15bn, was US$12.88bn in 2006. Growth 2003 to 

2006 was only 1.8% in three years. To illustrate how much prices were 

depressed by drawing a comparison, growth between 2006 and 2008 was 

2.1% in two years.  

 

Table 9 also shows how the market value is split between womenôs, menôs, 

girlsô and boysô swimwear. Because of the different price points between the 

developed and the developing world, the percentages are very different from 

those for volume. 

 

The figures for 2006 were that: 

ƺ In units the developed world had 44.5% of the total market, while the 

rest of the world increased its share from 55.0% in 2003 to 55.5% in 

2006.  

ƺ However, in US dollar value terms, the developed world had 70% of 

the total market.  

ƺ And in US dollar value terms, the female market accounted for 80% of 

the total. 
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Chapter 5 The swimwear market in 

2008 

Headline market information for 2008 

just-styleôs original retail market estimate for swimwear and beachwear for 

2008 is that the market was worth US$13.15bn. It will have grown to that figure 

from US$12.88bn in 2006. This represents growth of 2.1% over a two-year 

period, roughly equivalent to 1% per year. This is not an optimistic value 

forecast for swimwear worldwide. During the time of writing the report an 

alternative scenario was developed to reflect the effects being experienced 

between November 2008 and January 2009 from the global credit crunch. It is 

explained in detail in Chapter 8. The top-line effect on the world swimwear 

market for 2008 is to lower the dollar value estimate from US$13.15bn to 

US$13.03bn. 

 

Within world swimwear and beachwear split by age and gender: 

ƺ womenôs swimwear at retail will amount to US$9.15bn, and will 

represent 70% of the world total value; 

ƺ menôs swimwear at retail will amount to US$2.20bn, and will represent 

17% of the total; 

ƺ girlsô swimwear at retail will amount to US$1.30bn, and will represent 

10% of the total; 

ƺ boysô swimwear at retail will amount to US$0.50bn, and will represent 

4% of the total. 

 

Unit sales for 2008 will be 1.058bn pieces. This is a growth of 15m units from 

2006, which represents a 1.4% increase over that period. However, this growth 

is by no means uniform. Europe and Japan/Korea will experience volume 

declines, while volume growth in the rest of the world region will average a 

modest 2.8%, but will itself vary considerably from sub-region to sub-region. 

 

Population, 2008 

Population figures in the main regional markets for swimwear and beachwear 

are shown in Table 10. 
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Table 10: World population by gender and age, by major region, 2008 (m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 6,674 329 514 200 5,631 

Women 2,620 144 243 89 2,144 

Men 2,663 139 219 89 2,216 

Girls 682 23 26 11 622 

Boys 709 23 26 11 649 

Source: United Nations Population Census 

 

As percentage shares of the world population total, they are given in Table 11. 

 

Table 11: World population by gender and age, by major region, 2008 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 100.0 4.9 7.7 3.0 84.4 

Women 39.3 2.2 3.6 1.3 32.1 

Men 39.9 2.1 3.3 1.3 33.2 

Girls 10.2 0.3 0.4 0.2 9.3 

Boys 10.6 0.3 0.4 0.2 9.7 

Source: United Nations Population Census 

 

The main points to be noted from the two tables are: 

ƺ At 329m, North America has 5% of the worldôs population. 

ƺ But at 514m, even the wider definition of Europe accounts for only 8% 

of the worldôs population. 

ƺ Japan and Korea together have a population of 200m. This figure 

represents 3% of the worldôs population. 

ƺ The rest of the world continues to increase its share of the worldôs 

population. In 2008, it is expected to account for 84% of world 

population. The developed world in total will have only 16% of the 

worldôs population. 
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Consumption per person, 2008 

Table 12: Per annum consumption of swimwear by gender and age by major region, 2008 

(units) 

 North America Europe Japan and Korea Rest of the world 

Women 0.600 0.540 0.390 0.128 

Men 0.300 0.250 0.200 0.065 

Girls 1.000 1.200 0.700 0.170 

Boys 0.600 0.600 0.400 0.110 

Average 0.520 0.470 0.330 0.110 

Source: just-style 

 

As the figures show, consumption rates change only very slightly from those 

for 2006. 

 

just-style believes that the adult changes in consumption in the developed 

world are the most important for the marketers of swimwear: 

ƺ In Europe, womenôs consumption is down from 0.55 to 0.54 per person 

per year. 

ƺ In North America, womenôs consumption is flat at 0.60 per person per 

year. 

ƺ In Japan/Korea, womenôs consumption is down from 0.40 to 0.39 per 

person per year. 

ƺ For men, consumption figures in the developed world are unchanged. 

 

Although these consumption changes appear small, they have serious 

implications upon both volumes and US dollar values in the vital womenôs 

swimwear and beachwear market. 

 

The market in units, 2008 

The total units figure, and the manner in which it is split by gender and age 

between major regions for 2008 is given in Tables 13 and 14. 
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Table 13: Units of swimwear by gender and age by major region, 2008 (m units) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 527 86 131 35 274 

Men 258 42 55 18 144 

Girls 168 23 31 8 106 

Boys 105 14 16 4 71 

Total 1,058 165 233 65 596 

Source: just-style 

 

Table 14: Units of swimwear by gender and age by major region, 2008 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 49.8 8.2 12.4 3.3 25.9 

Men 24.4 3.9 5.2 1.7 13.6 

Girls 15.8 2.2 2.9 0.7 10.0 

Boys 9.9 1.3 1.5 0.4 6.7 

Total 100.0 15.6 22.0 6.1 56.3 

Source: just-style 

 

Comparisons have been made of unit consumption and population. These 

highlight the extreme differences between the óhavesô and óhave-notsô of the 

developed and developing world, namely: 

ƺ In 2008, North America will have 15.6% of unit consumption, from only 

5% of the worldôs population. 

ƺ Europe will only have 22.0% (it was 22.5% in 2006) of unit 

consumption, from just 8% of the worldôs population. 

ƺ Japan and Korea will have 6% of consumption, from 3% of the worldôs 

population. 

 

The rest of the worldôs volume share for 2008 will increase by nearly 1 

percentage point from 55.6% in 2006 to 56.3%. This is a major change. It 

amounts to an extra 16m units of swimwear and beachwear in the developing 

world, and represents the entire world swimwear volume growth. 
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Looking across the worldôs major regions for 2008, the unit figures by gender 

and age are 

ƺ Women: 527m units, which is a small (2.6%) rise to almost exactly half 

of the market. 

ƺ Men: 258m units, growing very slightly to 24.4% of the market, just 

under half the size of the womenôs market by volume. 

ƺ Girls: 168m units, 16% of the market and growing because of 

consumption in the developing world. 

ƺ Boys: 105m units, 10% of the market by volume, and with the fastest 

percentage growth rate of 4%. 

 

When womenôs and girlsô units are aggregated, the female swimwear market in 

2008 accounts for 66% of the unit total, while the menôs and boysô percentage 

is 34%. The boyôs and menôs percentage share continues to grow in the 

developing world. The womenôs market in the developing world still refuses to 

take off, because cultural and religious constraints remain important in this 

clothing product area.  

 

Prices, 2008 

Table 15 compares US dollar prices by gender and age across the worldôs 

major regions. 

 

Table 15: Swimwear prices by gender and age by major region, 2008 (US$) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 17.38 23.96 24.73 29.93 10.20 

Men 8.53 14.00 13.24 14.27 4.44 

Girls 7.74 13.43 13.78 14.03 4.26 

Boys 4.72 7.75 7.82 7.95 3.25 

Total 12.43 18.62 19.43 22.23 6.92 

Source: just-style 

 

Overall, just-style estimates that the average world retail price for swimwear 

and beachwear in 2008 is US$12.43. This is up from the 2006 figure of 

US$12.35 but still lower than the figure given in the first edition of US$12.50 

for 2003. The swimwear market in total continues to face a world in which 
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there is no overall price inflation. However, the changes between the top end 

of the market (brands in the developed world) and the bottom end (mass 

market no label) are extreme. The price differential between the developed 

and the developing world remains significant. Prices for womenôs swimwear 

(as shown in Table 15) in the developed world lie between US$24 and just 

under US$30. In the developing world, they average just over US$10, only 

40% of the developed world average price. 

 

Within that overall picture, the changes from 2006 within ages and genders 

can be seen: 

ƺ Womenôs swimwear prices are virtually unchanged (US$17.37 from 

US$17.29). 

ƺ Menôs prices, at US$8.54, have risen from US$8.38, mainly as a 

consequence of more technological and expensive sports fabrics. 

ƺ Girlsô prices have risen by nearly 3% from US$7.51 to US$7.72. 

ƺ Boysô prices remain cheap, but also increase by 3%. This is partially 

due to the interest and demand for boysô swimwear in the developing 

world. 

 

The most expensive parts of the developed world are Japan/Korea and 

Western Europe. 

 

The market in US dollars, 2008 

The final table for 2008 is Table 16, which shows the US dollar market value of 

swimwear by gender and age, by major region 2008. 

 

Table 16: Market value of swimwear by gender and age, by major region, 2008 (US$m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 9,154 2,070 3,245 1,039 2,800 

Men 2,203 584 725 254 640 

Girls 1,297 309 430 108 450 

Boys 496 107 122 35 232 

Total 13,150 3,070 4,522 1,436 4,122 

Source: just-style 

 



 Page 31 Chapter 5 The swimwear market in 2008 

© 2009 All content copyright Aroq Ltd. All rights reserved. 

As Table 16 shows, in total the 2008 worldwide market for swimwear and 

beachwear is US$13.15bn and has grown from US$ 12.88bn in 2006. 

 

Table 16 also shows how this is split between womenôs, menôs, girlsô and boysô 

swimwear. Because of the different price points between the developed and 

the developing world, the percentages are quite different from those for 

volume. 

 

The estimates for 2008 are that: 

ƺ In units, the developed world will have 44% of the total market, while 

the rest of the world will have increased its share to 56%.  

ƺ In US dollar value terms, the developed world will lose nearly two 

percentage points from 2006, and will have 68.5% of the total market. 

ƺ In volume terms, the female market will still account for 66% while the 

males will have 34%.  

ƺ However in US dollar value terms, the female market will have 79.5% 

of the total. 

 

The swimwear market continues to be strongly female oriented. It is 

undoubtedly even more so, once beach accessories are factored into the 

estimates. 
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Chapter 6 Swimwear market future: 

2012 

Headline market information for 2012 

After the base year for future forecasts of 2008, and the Beijing Olympics, the 

next major event year for swimwear will be 2012, the year of the London 

Olympics. The retail market for swimwear and beachwear in that year is 

forecast by just-style to be worth US$13.51bn. It will have grown to that figure 

from US$13.15bn in 2008. This represents growth of 2.7% over a four-year 

period, which is roughly equivalent to 0.6% per year. This sluggish growth 

forecast for swimwear worldwide is predicated upon: 

ƺ the current uncertain economic situation in the developed world, where 

lack of confidence may well inhibit the swimwear market; 

ƺ long-term population stagnation and even declines in many parts of 

the developed world; 

ƺ continued óexportô of branded manufacturing to lower-cost countries. 

 

Within world swimwear and beachwear split by age and gender: 

ƺ womenôs swimwear at retail will amount to US$9.30bn, and will 

represent 69% of the total;  

ƺ menôs swimwear at retail will amount to US$2.30bn, and will represent 

17% of the total;  

ƺ girlsô swimwear at retail will amount to US$1.38bn, and will represent 

10% of the total; 

ƺ boysô swimwear at retail will amount to US$0.53bn, and will represent 

4% of the total.  

 

Unit sales for 2012 will be 1.099bn pieces, a growth of 41m units from 2008. 

This will represent a 3.9% increase over that period. However, this growth is 

not expected to be uniform. Neither Europe nor Japan/Korea will experience 

any volume growth, whereas volume growth in the rest of the world will 

average a healthy 5.0%, but will itself vary considerably from sub-region to 

sub-region. 
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Population, 2012 

Population figures in the main regional markets for swimwear and beachwear 

are shown in Table 17. 

 

Table 17: World population by gender and age, by major region, 2012 (m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 6,977 345 515 202 5,915 

Women 2,731 150 243 91 2,247 

Men 2,798 145 218 89 2,346 

Girls 719 25 27 11 656 

Boys 729 26 27 11 665 

Source: United Nations Population Census 

 

Percentage shares of the world population total are given in Table 18. 

 

Table 18: World population by gender and age, by major region, 2012 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 100.0 4.9 7.4 2.9 84.8 

Women 39.1 2.1 3.5 1.3 32.2 

Men 40.1 2.1 3.1 1.3 33.6 

Girls 10.3 0.4 0.4 0.2 9.4 

Boys 10.4 0.4 0.4 0.2 9.5 

Source: United Nations Population Census 

 

The main points to be noted from the two tables are: 

ƺ At 345m, North America will comprise 5% of the worldôs population. Its 

population will have grown by 16m (4.9%) since 2008. 

ƺ At 515m, Europe will have 7.4% of the worldôs population. Its 

population will have grown by only 1m. 

ƺ Japan and Korea together will have a population of 202m. This figure 

will represent 2.9% of the worldôs population. The population in 

Japan/Korea will experience virtually no growth. 
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ƺ The rest of the world will continue to increase its share of the worldôs 

population. By 2012, it will account for 85% of world population, as 

compared to 84% in 2008. 

ƺ The developed world in total will have only 15% of the worldôs 

population. 

 

Consumption per person, 2012 

Table 19: Per annum consumption of swimwear by gender and age by major region, 2012 

(units) 

 North America Europe Japan and Korea Rest of the world 

Women 0.600 0.540 0.390 0.128 

Men 0.300 0.250 0.200 0.065 

Girls 1.000 1.200 0.700 0.170 

Boys 0.600 0.600 0.400 0.110 

Average 0.520 0.470 0.330 0.110 

Source: just-style 

 

As the figures show, consumption rates for the world in total do not change at 

all from those of 2008. There are, however, one or two important changes in 

detail within major regions. 

 

just-style believes that there will be changes in developed world consumption, 

as the population ages, namely: 

ƺ for women in North America consumption per person will be down 

from 0.60 in 2008 to 0.59 in 2012; 

ƺ for women in Japan/Korea, consumption per person will be down from 

0.39 per person in 2008, to 0.38 in 2012. 

 

Although volumes and values in the rest of the world will increase, just-style 

sees no upward change expected in consumption per person. 

 

The market in units, 2012 

The total units figure, and the manner in which it is split by gender and age 

between major regions for 2012 is given in Tables 20 and 21. 
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Table 20: Units of swimwear by gender and age by major region, 2012 (m units) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 544 90 131 35 288 

Men 268 44 55 18 152 

Girls 177 25 32 8 112 

Boys 109 16 16 4 73 

Total 1,099 174 234 65 625 

Source: just-style 

 

Table 21: Units of swimwear by gender and age by major region, 2012 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 49.5 8.2 11.9 3.2 26.2 

Men 24.4 4.0 5.0 1.6 13.9 

Girls 16.1 2.3 2.9 0.7 10.2 

Boys 10.0 1.4 1.5 0.4 6.7 

Total 100.0 15.8 21.3 6.0 56.9 

Source: just-style 

 

In order to corroborate these forecasts, just-style makes the following 

comparisons of units with 2008.  

ƺ In 2012, North America will have 15.8% of unit consumption. This 

compares with 15.6% in 2008. This apparently small change in fact 

amounts to an increase of 9m swimwear units.  

ƺ By 2012, Europe will only have 21.3% (it was 22.0% in 2008) of unit 

consumption. Units will increase by just 1m, which is less than half a 

percent. 

ƺ Japan and Koreaôs units will total 65m in 2012, the same as in 2008. 

 

The rest of the world will account for 625m units in 2012. Its volume share will 

increase by close to a whole percentage point, from 56.2% in 2008 to 56.9% of 

unit consumption. This is not insignificant as it amounts to an extra 30m units 

of swimwear and beachwear in the developing world, a volume growth of 5%.  
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Those extra units are expected to be generated mostly in the following sub-

regions: 

ƺ China; 

ƺ Southeast Asia; 

ƺ the Indian sub-continent. 

 

In these sub-regions growth rates over the four years are likely to exceed 10%. 

 

Looking across the world for 2012, the unit figures by gender and age are: 

ƺ women: 544m units, a rise of 17m (3.2%) over 2008; 

ƺ men: 268 units, a rise of 10m (3.9%) and growing at a faster volume 

rate than the womenôs market; 

ƺ girls; 177m units, a rise of 9m (5.4%); 

ƺ boys; 109m units, a rise of 4m (3.8%); 

 

When womenôs and girlsô units are aggregated, the female swimwear market in 

2012 accounts for 66% of the unit total, exactly the same as in 2008. However 

the global age mix will have shifted to girls and younger women, and away 

from older women.  

 

Prices, 2012 

At the time of writing the third edition, it is probably as risky as it has been for 

the last 30 years to predict costs, inflation and prices in the clothing industry, 

as a result of the present severe economic uncertainty. Dangerous factors 

include: 

ƺ unprecedentedly high fuel costs, and transport charges; 

ƺ volatile exchange rates between the US dollar, the euro and the 

pound; 

ƺ labour shortages and inflationary pressures in low-cost but booming 

economies such as China and India. 

 

Table 22 compares just-style forecasts of US dollar prices by gender and age 

for 2012, across the worldôs major regions. 
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Table 22: Swimwear prices by gender and age by major region, 2012 (US$) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 17.09 23.69 24.58 29.50 10.07 

Men 8.57 13.72 13.10 14.49 4.79 

Girls 7.81 13.00 13.73 14.03 4.50 

Boys 4.85 7.05 7.53 7.95 3.58 

Average 12.30 18.17 19.23 22.14 7.03 

Source: just-style 

 

Overall, just-style estimates that the average world retail price for swimwear 

and beachwear in 2012 will be US$12.30. This is lower than the 2008 figure of 

U$12.43 and lower still than the figure used in the first edition for 2003 of 

US$12.50. The swimwear market in total is expected to continue to experience 

negative cost inflation as production continues to relocate to lower-cost 

countries. However, the changes that are expected between the top end of the 

market (brands in the developed world) and the bottom end (mass market no 

label) will be extreme. The price differential between the developed and the 

developing world will remain significant. Average prices for swimwear (as 

shown in Table 22) in the developed world will lie between US$18.17 and 

US$22.14. In the developing world, they will average only US$7, which is close 

to one-third of the developed world average price. The price dichotomy 

between rich and poor regions will grow larger. 

 

Within those overall figures, the individual changes within ages and genders 

are forecast to be that: 

ƺ womenôs swimwear prices will continue to fall from US$17.37 in 2008 

to US$17.09, as more of the womenôs market is retailed in the 

developing world; 

ƺ menôs prices at US$8.57 for 2012 are forecast to remain virtually 

unchanged; 

ƺ girlsô prices will also remain virtually unchanged at US$7.81 (they were 

US$7.74 in 2008)ô 

ƺ boysô prices will remain the cheapest age/gender segment, but will 

increase by 3% because of the interest in and demand for boysô 

swimwear in the developing world. 
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The most expensive parts of the developed world will continue to be Japan 

and Western Europe. 

 

The market in US dollars, 2012 

The final table for this forecast year is Table 23. It shows the US dollar market 

value of swimwear by gender and age, by major region for 2012. 

 

Table 23: Market value of swimwear by gender and age, by major region 2012 (US$bn) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 9,301 2,132 3,226 1,047 2,897 

Men 2,299 597 714 258 730 

Girls 1,380 325 445 108 502 

Boys 530 110 122 35 262 

Total 13,510 3,164 4,507 1,448 4,391 

Source: just-style 

 

As Table 23 shows, the worldwide market for swimwear and beachwear, which 

stood at US$13.15bn in 2008, will grow to US$13.51bn by 2012.Table 23 also 

shows how this will be split between womenôs, menôs, girlsô and boysô 

swimwear. Because of the different price points between the developed and 

the developing world, the value percentage shares are quite different from 

those for volume. 

 

The estimates for 2012 are: 

ƺ In unit terms, the developed world will have 43% of the total market, 

while the rest of the world will have increased its share from 56% in 

2008 to 57% in 2012.  

ƺ In US dollar value terms, the developed world will lose a further 

percentage point of market share, and will have 67.5% of the total 

market, as against 68.65% in 2008. 

ƺ In volume terms, the female market will still account for 66% of the 

total.  

ƺ However in US dollar value, the female market will have 79% of the 

total. Swimwear will remain a womenôs world, as far as marketing is 

concerned. 
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The market value gap between the European market and that of the rest of the 

world will close rapidly. The European market will be worth US$4.51bn 

(virtually unchanged from US$4.52bn in 2008), but this will only account for 

33.4% of the total market by 2012, as against 34.4% in 2008. The rest of the 

world market will be worth US$4.39bn (up by a considerable 6.5% from 2008) 

and will account for 32.5% of world value, 1.2% higher than in 2008. 

 

Within those figures, the Western European market will be smaller than that of 

the rest of the world by 2012. just-style regards that as a wry observation in the 

year of the London Olympics. 
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Chapter 7 Swimwear market future: 

the longer view to 2014 

The longer view 

Six years from 2008 to 2014 is a long time in the fashion industry, particularly 

in a product group such as swimwear and beachwear, which is subject to: 

ƺ swift cultural changes in fashion preferences; 

ƺ frequent styling changes in fashion product; 

ƺ technology changes in performance (sports) products. 

 

It also commences from a time of great economic uncertainty. In the last few 

weeks alone, the outlook from economists and bankers has deteriorated, while 

politicians continue to try to bolster confidence. In this context just-style has 

chosen to leave the original long term forecast to 2014, as originally written, 

but to add an extra chapter, Chapter 8, outlining an alternative and more 

gloomy scenario. 

 

In both scenarios, there are certain unchangeable underlying macroeconomic 

factors, which will impact on the world market for swimwear and beachwear in 

the longer term. just-style believes that these will be: 

ƺ the dynamic market growth of particular sections of the developing 

world; 

ƺ the demographic overall decline and ageing of the population in 

Western and Eastern Europe, and to a lesser degree in North 

America; 

ƺ changes in culture in parts of the developing world connected with the 

exposure of the body (especially the female body); 

ƺ the interest in health and fitness (and the cult of the body beautiful). 

 

All of these factors will be considered qualitatively in later chapters of this 

report. Here just-style picks up on certain key market data estimates for the 

year 2014, and relates them to the 2008 data available at the time of writing, 

and also to the longer time line from 2003 to 2014.  
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The market in US dollars in 2014 compared to 2008 

The retail market for swimwear and beachwear in 2014 will be worth 

US$13.85bn. It will have grown to that figure from US$13.15bn in 2008. This 

figure represents growth of 5.3% over a six-year period, roughly equivalent to 

0.8% per year. This is not a particularly exciting value forecast for swimwear 

worldwide, and invites the question of whether this is a good industry business 

to be in. 

 

Within the world swimwear and beachwear US dollar market value, when split 

by age and gender: 

ƺ Womenôs swimwear at retail will amount to US$9.53bn, will represent 

68.8% of the total market, and will have grown by 4.1% since 2008. 

This growth is well below that of the market in total.  

ƺ Menôs swimwear at retail will amount to US$2.36bn (17.0% of the 

total), and will have grown by 7.1%, in this case well above the market 

total.  

ƺ Girlsô swimwear at retail will amount to US$1.415bn, and will have 

grown by 9.1% since 2008, in this case far above the market total.  

ƺ Boysô swimwear at retail will amount to US$0.54bn, and will have 

grown by 9.5%, also far above the market total. 

 

The conclusion for large-scale global marketers is that after two decades of the 

dominance of womenôs swimwear, it is time to consider alternative age/gender 

segments. 

 

The market unit volume in 2014, compared to 2008 

The retail market for swimwear and beachwear in 2014 will be composed of 

1,106m units. It will have grown to that figure from 1,058m units in 2008. This 

represents growth of 4.5% over a six-year period, roughly equivalent to 0.7% 

per year. This is, as was the case for the value forecast, not a particularly 

positive estimated future for swimwear volumes worldwide, and invites the 

question whether this is a good industry business to be in. 

 

Within world swimwear and beachwear volumes, when split by age and 

gender: 

ƺ Womenôs swimwear at retail will amount to 547m units, will represent 

49% of the total market, and will have grown by 3.7%. This is below 

the growth of the market in total.  
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ƺ Menôs swimwear at retail will amount to 270m units, (24% of the total), 

and will have grown by 4.6%.  

ƺ Girlsô swimwear at retail will amount to 179m units, and will have 

grown by 6.5%, in this case considerably above the market total.  

ƺ Boysô swimwear at retail will amount to 109m units, and will have 

grown by 3.8%. 

 

In just-styleôs view, the conclusions and implications are clear. Unless you are 

in upper-end womenôs brands, it is time to turn your attention to menôs, girlsô 

and boysô swimwear. 

 

Population, 2014 

Population figures in the main regional markets for swimwear and beachwear 

are shown in Table 24. 

 

Table 24: World population by gender and age, by major region, 2014 (m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 7,095 358 514 202 6,020 

Women 2,787 154 244 92 2,297 

Men 2,838 150 220 90 2,378 

Girls 729 27 25 10 677 

Boys 741 26 27 11 677 

Source: United Nations Population Census 

 

As percentage shares of the world population total, they are given in Table 25. 
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Table 25: World population by gender and age, by major region, 2014 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Total 100.0 5.0 7.2 2.8 84.9 

Women 39.3 2.2 3.4 1.3 32.4 

Men 40.0 2.1 3.1 1.3 33.5 

Girls 10.3 0.4 0.4 0.1 9.5 

Boys 10.4 0.4 0.4 0.2 9.4 

Source: United Nations Population Census 

 

Within the developed world, only North America, according to official forecasts, 

will experience any meaningful population growth. The rest of the developed 

world will continue to record static or declining and ageing populations. By 

2014, the developed world in total will have only 15.2% of the worldôs 

population. 

 

Population experts maintain that the population in the developing world will 

continue to grow, especially in Africa. Over the period from 2008 to 2014 

almost 100m people will be added to the rest of the world population (a 6.7% 

increase). 

 

Consumption per person, 2014 

However, it is just-styleôs contention that consumption per person in the 

developing world will only increase for adult males, and then not by much. 

Meanwhile as the figures in Table 26 show, when compared with those for 

2008, consumption per person per year of swimwear will: 

ƺ be unchanged for women in North America, Europe and Japan/Korea; 

ƺ fallen for men in Europe; 

ƺ risen for girls in Europe and Japan/Korea; 

ƺ fallen for boys in Europe. 
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Table 26: Per annum consumption of swimwear by gender and age by major region, 2014 

(units) 

 North America Europe Japan and Korea Rest of the world 

Women 0.60 0.54 0.39 0.125 

Men 0.30 0.24 0.20 0.065 

Girls 1.00 1.24 0.70 0.17 

Boys 0.62 0.59 0.36 0.11 

Average 0.50 0.45 0.32 0.10 

Source: just-style 

 

The market in units, 2014 

The consequences of population and consumption changes are forecast in 

Table 27 and shown as percentage shares in Table 28 for 2014.  

 

Table 27: Units of swimwear by gender and age by major region, 2014 (m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 547 92 132 36 287 

Men 270 45 53 18 155 

Girls 179 27 31 7 114 

Boys 109 16 16 4 73 

Total 1,106 180 231 65 629 

Source: just-style 
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Table 28: Units of swimwear by gender and age by major region, 2014 (%) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 49.5 8.4 11.9 3.2 26.0 

Men 24.5 4.1 4.8 1.6 14.0 

Girls 16.2 2.4 2.8 0.6 10.3 

Boys 9.9 1.4 1.4 0.4 6.6 

Total 100.0 16.3 20.9 5.9 56.9 

Source: just-style 

 

Unit volumes will be lower in Europe than in 2008. In Japan/Korea they will be 

unchanged from that year. North American units purchased by consumers will 

be higher by 15m pieces, while units in the rest of the world will have 

increased by 34m (5.7% growth over the longer term period from 2008 to 

2014). 

 

Prices, 2014 

Table 29 compares US$ prices by gender and age across the worldôs major 

regions. 

 

Table 29: Swimwear prices by gender and age by major region, 2014 (US$) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 17.42 23.65 25.05 29.82 10.36 

Men 8.73 13.56 13.83 14.72 4.88 

Girls 7.93 12.33 14.68 15.71 4.52 

Boys 4.91 7.01 7.85 9.09 3.61 

Average 12.52 17.95 19.91 22.84 7.17 

Source: just-style 

 

By 2014, just-style believes that the long cycle of price deflation in clothing will 

have come to an end. There are signs of increases in the clothing price index 

in Europe in 2008. However, in global terms it will take a number of years for 

the effects of oversupply and ever lower manufacturing costs to be reversed. 
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Overall, just-style estimates that the average world retail price for swimwear 

and beachwear in 2014 will be US$12.52. This is up from the 2012 figure of 

US$12.30 but virtually the same as the figure of US$12.50 for 2003. The 

upswing in prices will be experienced most in womenôs swimwear, which will 

rise by an average of US$0.33 to US$17.42. 

 

The market in US dollars, 2014 

The final table for this year is Table 30. It shows the US dollar market value of 

swimwear by gender and age, by major region. 

 

Table 30: Market value of swimwear by gender and age, by major region 2014 (US$m) 

 World North America Europe 
Japan and 

Korea 
Rest of the 

world 

Women 9,530 2,185 3,300 1,070 2,975 

Men 2,360 610 730 265 755 

Girls 1,415 333 455 110 517 

Boys 543 113 125 36 269 

Total 13,848 3,241 4,610 1,481 4,516 

Source: just-style 

 

As Table 30 shows, the worldwide market for swimwear and beachwear which 

is currently (2008) US$13.15bn will grow to US$13.85bn by 2014. 

 

Table 30 also shows how this is split between womenôs, menôs, girlsô and boysô 

swimwear.  

 

The estimates for 2014 are that, in US$: 

ƺ the womenôs market will have grown by US$376m (4.1%) from 

US$9.15bn in 2008 to US$9.53bn in 2014; 

ƺ the menôs market will have grown by US$157m (7.1%) from 

US$2.20bn in 2008 to US$2.36bn in 2014; 

ƺ the girlôs market will have grown by US$118m (9.1%) from US$1.30bn 

in 2008 to US$1.415bn in 2014; 

ƺ the boyôs market will have grown by US$47m (9.5%) from US$0.50bn 

in 2008 to US$0.54bn in 2014. 
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Between 2008 and 2014: 

ƺ the North American market will grow by 5.5%; 

ƺ but Europe will only grow by 1.9%; 

ƺ Japan and Korea will grow by 3.1%; 

ƺ Whilst the rest of the world will increase by 9.6%. 
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Chapter 8 Long-term timelines and 

an alternative scenario 

The economic situation 

The 2009 edition of this report has been researched and written during a 

period of extreme turbulence in the fashion retail and clothing industries. 

Virtually every week since the middle of October has witnessed a spate of 

gloomy forecasts, profit warnings, poor trading results, and since Christmas, 

the consequent job losses. At the recent Davos economic summit, the 

International Monetary Fund (IMF) unveiled its predictions for gross domestic 

product (GDP) growth in the G8 leading industrialised nations and a few 

others. The G8 predictions varied from -1.2% to -2.8% for 2009 over 2008. 

Some other countries were considerably worse than that. For Ireland the GDP 

forecast was -4%. For Iceland, whose banks have been heavily involved in 

highly leveraged (debt based) investments in the UK fashion High Street, the 

figure from the IMF was -10%. Even China, the worldôs largest clothing 

exporter, has suggested that its growth, which was forecast at 8% for 2009 

over 2008, will in fact be less than 6%. 

 

In this unclear and volatile situation, just-style has produced two long term 

scenarios for the swimwear industry to 2014. The first is based upon 

assumptions and predictions made early autumn of 2008 and is given in the 

section immediately below. The second more pessimistic viewpoint, and titled 

alternative scenario, appears to be the more likely outcome at the moment. 

 

The just-style time lines, 2003-2014 

Long-term strategic marketers can obtain a birdôs eye view of the entire 

swimwear industry world-wide from Table 31, the time lines. 
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Table 31: Swimwear units and retail market value by region, 2003-2014 (m units, US$bn) 

Units (m) 

 2003 2004 2005 2006 2007 2008 

World 1,012 1,022 1,030 1,043 1,048 1,058 

North America 158 160 162 163 164 165 

Europe 232 233 234 235 234 233 

Japan/Korea 65 65 66 66 65 65 

Rest of the world 557 564 568 579 585 595 

 

 2009 2010 2011 2012 2013 2014 

World 1,068 1,077 1,087 1,099 1,104 1,106 

North America 165 166 168 174 174 180 

Europe 233 234 234 234 232 231 

Japan/Korea 65 65 65 65 65 65 

Rest of the world 605 612 620 625 633 629 

 

Retail market values (US$bn) 

 2003 2004 2005 2006 2007 2008 

World 12.65 12.72 12.80 12.88 12.98 13.15 

North America 2.99 3.00 3.01 3.03 3.04 3.07 

Europe 4.54 4.55 4.55 4.55 4.53 4.52 

Japan/Korea 1.40 1.40 1.41 1.42 1.43 1.44 

Rest of the world 3.72 3.77 3.83 3.88 3.98 4.12 

 

 2009 2010 2011 2012 2013 2014 

World 13.22 13.30 13.38 13.51 13.62 13.85 

North America 3.09 3.11 3.13 3.16 3.18 3.24 

Europe 4.51 4.51 4.51 4.51 4.51 4.61 

Japan/Korea 1.44 1.44 1.44 1.45 1.45 1.48 

Rest of the world 4.18 4.25 4.30 4.39 4.48 4.52 

Source: just-style 
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The time lines are shown in table form for each year from 2003 to 2014, and 

for each major region, for swimwear units (in millions) and retail dollar values 

(in billions of US dollars) 

 

These figures are also tabulated in Table 32 as year-on-year growth 

percentages for swimwear units and US dollar values. 

 

Table 32: Swimwear percentage growth in units and value per annum, by region, 2003-2014 

(%) 

Percentage growth per annum, units (%) 

 2004 2005 2006 2007 2008 2009 

World 0.99 0.78 1.26 0.48 0.95 0.95 

North America 1.27 1.25 0.62 0.61 0.61 0.00 

Europe 0.43 0.43 0.43 -0.43 -0.43 0.00 

Japan/Korea 0.00 1.54 0.00 -1.52 0.00 0.00 

Rest of the world 1.26 0.71 1.94 1.04 1.71 1.68 

 

 2010 2011 2012 2013 2014  

World 0.84 0.93 1.10 0.45 0.18  

North America 0.61 1.20 3.57 0.00 3.45  

Europe 0.43 0.00 0.00 -0.85 -0.43  

Japan/Korea 0.00 0.00 0.00 0.00 0.00  

Rest of the world 1.16 1.31 0.81 1.28 -0.63  

 

Percentage growth per annum, US$ values (%) 

 2004 2005 2006 2007 2008 2009 

World 0.55 0.63 0.63 0.78 1.31 0.53 

North America 0.33 0.33 0.66 0.33 0.99 0.65 

Europe 0.22 0.00 0.00 -0.44 -0.22 -0.22 

Japan/Korea 0.00 0.71 0.71 0.70 0.70 0.00 

Rest of the world 1.34 1.59 1.31 2.58 3.52 1.46 
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Table 32 (continued): Swimwear percentage growth in units and value per annum, by 

region, 2003-2014 (%) 

Percentage growth per annum, US$ values (%) 

 2010 2011 2012 2013 2014  

World 0.61 0.60 0.97 0.81 1.69  

North America 0.65 0.64 0.96 0.63 1.89  

Europe 0.00 0.00 0.00 0.00 2.22  

Japan/Korea 0.00 0.00 0.69 0.00 2.07  

Rest of the world 1.67 1.18 2.09 2.05 0.89  

Source: just-style 

 

As the tables show, unit growth averages less than 1% per year. Europe 

exhibits negative unit growth, whilst Japan/Korea has zero growth. The rest of 

the world has per annum growth rates that average 1%. In this original 

scenario just-style envisaged that North America would continue to be a 

swimwear volume growth industry. 

 

Over the long term from 2003 to 2014, and in US dollar value terms, world 

growth is almost the same as in unit terms. Europe has the slowest value 

growth. Japan/Koreaôs value growth outstrips its volume growth while the 

opposite is true for North America. The rest of the worldôs value growth 

percentage exceeds its units percentage significantly. This is the result of the 

take up by rest of the world countries of ówesternô brands at western prices. 

 

However, it is illuminating to break down the long-term picture into the past 

(2003 to 2008) and the future (2008 to 2014). Different patterns emerge for the 

major world regions. Taking units first: 

ƺ globally there is virtual equality between the past and future growth 

rates (4.55% for the past five years and 4.54% for the next six); 

ƺ North American views suggested a positive future; 

ƺ European views suggested a negative future; 

ƺ Japan/Korea (just as for the whole Japanese economy in the long 

term) seems to be in the grip of an endless no-growth volume 

economic situation; 

ƺ the rest of the world continues to develop and prosper. 
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In dollar value terms: 

ƺ globally swimwear grows a little more in value than in volume (3.95% 

for the past five years and 5.32% for the next six); 

ƺ North American value growth is lower than its volume growth; 

ƺ in Europe the negative dollar value growth of the past becomes a 

small positive growth percentage; 

ƺ for Japan/Korea, the future is just an extension of the past; 

ƺ in the rest of the world dollar value growth in swimwear continues to 

outstrip volume growth, as the desire for western brands raises 

average prices. 

 

The alternative scenario: the just-style time lines 2003-2014 

The economists are full of gloom and doom. The fashion retail industry is 

panicky. International brands are worried about profit erosion (or obliteration) 

caused by violent exchange rate fluctuations. One thing seems clear. The 

prevailing mood is that it will get worse before it eventually gets better. 

 

Tables 33 and 34 are constructed in exactly the same manner as Tables 31 

and 32. They consider units and dollar values. Although the final statistics for 

retail sales for 2008 are not yet available, even in the developed world, there is 

enough anecdotal evidence to suggest what has happened to fashion retail 

and the swimwear business since October 2008. 

 

The alternative scenario is based upon the following premises: 

ƺ in the last quarter of 2008, heavy discounting in the developed world, 

lowered world value growth from 1.31% (Table 32) to 0.39% (Table 

34); 

ƺ part of this dollar value loss was caused by reductions in last-quarter 

volume sales that saw volume growth effectively halve from 0.95% to 

0.48%; 

ƺ Europe, already negative in both value and volume, saw those 

negative growth figures get worse; 

ƺ North America and Japan/Korea saw smallish growth percentages turn 

to zeros; 

ƺ the rest of the world experienced the beginnings of the recessionary 

problem but not so immediately. 
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The IMF is talking about 1-3% GDP declines in the G8 developed industrial 

economies. Swimwear is a postponable or avoidable discretionary buy, 

especially if the family holiday has been cancelled. just-style believes that: 

ƺ globally 0.53% year-on-year value growth for 2009 (Table 32) will 

become a 1% decline (Table 34) 

ƺ Europe and Japan/Korea will suffer most turning in market value falls 

of 2.46% and 2.10% respectively; 

ƺ the rest of the world will experience the most sluggish year on year 

growth in both dollar value and volume since just-style first reported on 

this clothing industry sector 

 

just-style also believes that this economic malaise will persist. All major 

developed world regions will experience negative volume and value growth in 

2010. The rest of the world will also be hard hit (although remaining just 

positive) as a result of its customer export markets shrinking. In 2011 the 

swimwear market, except in Europe, will swing back into positive growth. 

However, it will take until 2014 before the world market dollar value (Table 33) 

exceeds the 2008 original scenario figure. The world will have effectively lost 

at least three years of normal growth. 

 

The alternative scenario paints a picture of the world swimwear market in 2014 

which is 

ƺ 4.5 % below the original in dollar value; 

ƺ 2.5% below the original in units; 

ƺ growth 2014 over 2008 will be shrunk from 5.32% to 1.69%. 

 

All in all, this is a very worrying situation. It is likely to lead to a considerable 

óweeding-outô of the exceptionally large number of swimwear brands. 
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Table 33: Alternative timeline: Swimwear units and retail market value by region, 2003-2014 

(m units, US$bn) 

Units (m) 

 2003 2004 2005 2006 2007 2008 

World 1,012 1,022 1,030 1,043 1,048 1,053 

North America 158 160 162 163 164 164 

Europe 232 233 234 235 234 232 

Japan/Korea 65 65 66 66 65 65 

Rest of the world 557 564 568 579 585 591 

 

 2009 2010 2011 2012 2013 2014 

World 1,046 1,039 1,041 1,053 1,065 1,079 

North America 162 160 160 162 163 164 

Europe 226 220 217 219 221 223 

Japan/Korea 64 62 62 63 63 64 

Rest of the world 595 597 602 609 618 628 

 

Retail market values (US$bn) 

 2003 2004 2005 2006 2007 2008 

World 12.65 12.72 12.80 12.88 12.98 13.03 

North America 2.99 3.00 3.01 3.03 3.04 3.04 

Europe 4.54 4.55 4.55 4.55 4.53 4.48 

Japan/Korea 1.40 1.40 1.41 1.42 1.43 1.43 

Rest of the world 3.72 3.77 3.83 3.88 3.98 4.08 

 

 2009 2010 2011 2012 2013 2014 

World 12.90 12.81 12.81 12.94 13.09 13.25 

North America 3.01 2.98 2.98 3.00 3.02 3.05 

Europe 4.37 4.31 4.26 4.29 4.32 4.35 

Japan/Korea 1.40 1.39 1.39 1.39 1.40 1.41 

Rest of the world 4.12 4.14 4.18 4.26 4.34 4.44 

Source: just-style 
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Table 34: Alternative timeline: Swimwear percentage growth in units and value per annum, 

by region, 2003-2014 (%) 

Percentage growth per annum, units (%) 

 2004 2005 2006 2007 2008 2009 

World 0.99 0.78 1.26 0.48 0.48 -0.66 

North America 1.27 1.25 0.62 0.61 0.00 -1.22 

Europe 0.43 0.43 0.43 -0.43 -0.85 -2.59 

Japan/Korea 0.00 1.54 0.00 -1.52 0.00 -1.54 

Rest of the world 1.26 0.71 1.94 1.04 1.03 0.68 

 

 2010 2011 2012 2013 2014  

World -0.67 0.19 1.15 1.14 1.31  

North America -1.23 0.00 1.25 0.62 0.61  

Europe -2.65 -1.36 0.92 0.91 0.90  

Japan/Korea -3.13 0.00 1.61 0.00 1.59  

Rest of the world 0.34 0.84 1.16 1.48 1.62  

 

Percentage growth per annum, US$ values (%) 

 2004 2005 2006 2007 2008 2009 

World 0.55 0.63 0.63 0.78 0.39 -1.00 

North America 0.33 0.33 0.66 0.33 0.00 -0.99 

Europe 0.22 0.00 0.00 -0.44 -1.10 -2.46 

Japan/Korea 0.00 0.71 0.71 0.70 0.00 -2.10 

Rest of the world 1.34 1.59 1.31 2.58 2.51 0.98 

 

 2010 2011 2012 2013 2014  

World -0.70 0.00 1.01 1.16 1.22  

North America -1.00 0.00 0.67 0.67 0.99  

Europe -1.37 -1.16 0.70 0.70 0.69  

Japan/Korea -0.71 0.00 0.00 0.72 0.71  

Rest of the world 0.49 0.97 1.91 1.88 2.30  

Source: just-style 
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Chapter 9 The structure of the 

market 

Brands, retailer own-label and anonymous merchandise 

It is one of the contentions of this report, that in the swimwear product sector, 

brands remain important. This contention will be explained further in Chapter 

10. However, there is no argument whatsoever that, in the developed world, 

swimwear brands retain a larger percentage of the value at retail of their 

product group than almost all other product categories. Much of this is to do 

with the manner in which the consumer sees swimwear and swimwear brands. 

 

Consumers buy swimwear for one of two purposes, sports function or beach 

fashion. Just occasionally, as in the case of the Speedo LZR Racer suit, what 

started as a high-tech endeavour to create the fastest performance swimwear 

ever, looks like also becoming a fashion statement. But usually, the buying 

motivation is one of either function or fashion. 

 

In the sports arena, the brand is seen as a mark of confidence. The consumer 

knows or believes that the product will perform. Brands are therefore 

important. In the fashion area, the consumer is more ambivalent. To the 

average female adult consumer, buying a swimsuit for her annual beach 

holiday in the sun, the brand is rather more background than foreground 

confidence. A rich consumer may firmly believe that she will look good in the 

Gottex or La Perla brand. A more middle-market consumer may be undecided 

whether the Jantzen brand or a well-known retailer own-label (such as 

Victoriaôs Secret) conveys her sense of fashion. In fact for many consumers 

the retail own brand is a label which conveys as much about fashionability, 

quality and reliability as the name of the brand itself. So, for the fashion 

consumer, the choice is about the name, the style the fabric pattern and the fit. 

 

Consequently, the split of the market between brands, retailersô own-labels 

and anonymous (unlabelled) merchandise is driven more by thinking about 

price, sales approach and supply chain route to market than about the 

swimwear design itself. 
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just-style has estimated the share of the three swimwear approaches across 

the major world regions for the data previously given in Chapter 4 for the 

current year of 2008.The figures are given in Table 35. 

 

Table 35: Branded, retailer own-label and anonymous merchandise, 2008 (US$ and %) 

 World 
North 

America 
Europe 

Japan and 
Korea 

Rest of the 
world 

Retail market values (US$m) 13,150 3,070 4,522 1,436 4,122 

Units (m) 1,058 165 233 65 596 

Price per unit (US$) 12.43 18.61 19.41 22.09 6.93 

Percentage by dollar value (%) 

Brand 53.4 60 65 70 30 

Retail own label 27.5 35 30 25 20 

Anonymous 19.1 5 5 5 50 

Total 100 100 100 100 100 

Retail market values (US$m) 

Brand 7,023 1,842 2,939 1,005 1,237 

Retail own label 3,615 1,075 1,357 359 824 

Anonymous 2,512 1,54 226 72 2061 

Total 13,150 3,070 4,522 1,436 4,122 

Average prices 

Brand 29.64 29.00 30.00 36.00 26.00 

Retail own label 12.34 13.50 14.00 14.50 9.00 

Anonymous 4.76 7.00 5.95 5.80 4.52 

Units (m) 

Brand 237 64 98 28 48 

Retail own label 293 80 97 25 92 

Anonymous 528 22 38 12 456 

Total 1,058 165 233 65 595 

Percentage of world total units (%) 

Brand 22.4 6.0 9.3 2.6 4.5 

Retail own label 27.7 7.5 9.2 2.3 8.7 

Anonymous 49.9 2.1 3.6 1.2 43.1 

Total 100.0 15.6 22.0 6.1 56.2 
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Table 35 (continued): Branded, retailer own-label and anonymous merchandise, 2008 (US$ 

and %) 

 World 
North 

America 
Europe 

Japan and 
Korea 

Rest of the 
world 

Percentage of units of each major region (%) 

Brand 22.4 38.5 42.1 42.9 8.0 

Retail own label 27.7 48.2 41.6 38.1 15.4 

Anonymous 49.9 13.3 16.3 19.0 76.6 

Total 100.0 100.0 100.0 100.0 100.0 

Source just-style 

 

The table is built up in the following manner. 

ƺ The three summary rows for the market in millions of US dollars, units 

in millions and prices in US dollars come directly from Tables 14, 15 

and 16 in Chapter 5. 

ƺ These figures are then broken down by estimated US dollar 

percentage shares by major region for the three merchandise 

approaches. 

ƺ This calculation derives millions of US dollars for each of the three 

merchandise types. 

ƺ The average US dollar prices from Table 15 are then sub-estimated for 

each of the three merchandise approaches. There is a lot of evidence 

available for both the percentage shares and the price estimates that 

has been obtained for the purpose of this table from knowledgeable 

and experienced industry executives. 

ƺ US dollar values and estimated prices are then used to derive and 

check back the units calculation. 

ƺ Finally this units calculation is turned into a units percentage of both 

the overall world total and of the total of each major region. 

 

There are a number of important insights from this estimate, which could be 

useful to swimwear marketers.  

 

Firstly, the branded percentage of US dollar value is holding up well in North 

America, is being defended well in Europe (including Eastern Europe) and is 

particularly strong in Japan and Korea. 
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Secondly, the anonymous US dollar value merchandise percentage is 

negligible (estimated at 5%) in the developed world, while being huge in the 

rest of the world. The consequence of this is that, overall, brands account for 

just over 50% of global US dollar value. Anonymous merchandise accounts for 

just under 20%. 

 

The branded value across the world is a little over US$7bn. Of that figure 

nearly US$3bn is in Europe alone. Anonymous merchandise accounts for 

US$2.5bn but less than 20% of that is in the developed world. Sales through 

private-label retailers are dominated by a relatively few generalist or 

lingerie/swimwear specialist businesses, such as Victoriaôs Secret in the US 

and Marks & Spencer in the UK. This has an impact on the business supply 

chain which is considered in the next section of this chapter. 

 

As can be seen from Table 35, in the developed world, branded prices are a 

bit more than twice the retailerôs own-label prices. In the rest of the world, they 

are nearly three times as much, which results in brands in the world overall 

selling at 2.5 times the retailersô own-label prices. 

 

The picture in the bottom half of Table 35 for units is completely different, and 

is worth considering in terms of the relationship between the US dollar values 

and the units: 

ƺ In the developed world branded units account for 38-43% of their total, 

whereas by US dollar value the figures are 60-70%. In the rest of the 

world, the units are less than 5% of the region total. 

ƺ In the developed world, retailer own-label units also account for a 

similar proportion (in this case 38-48%), whereas by US dollar value 

the figures are 25-35%. In the rest of the world, the units are 15% of 

the region total. 

ƺ Anonymous merchandise units in the developed world are between 

13-19% of each regionôs total. In the rest of the world they represent 

over 75% of the units sold. 

 

The supply chain, producer to consumer 

In this complex marketing environment, where merchandise is delivered to the 

consumer by any of the branded, retailer own-label or anonymous routes, it is 

essential to understand how the merchandise is delivered to the consumer 

down the supply chain. This is shown in diagram form in Figure 1. 
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Figure 1: The supply chain, producer to consumer 

 

Source: just-style 

 

The chart is colour-coded and the colours represent the activities and the 

decision making that each of the players contributes to moving the swimwear 

merchandise from producer to consumer. 

 

As was clear from the previous section of this chapter, the main supply chains 

are those of branded and retailersô own-label merchandise. They reach the 

consumer through ñorganised retailingò. Anonymous merchandise is more 

likely to reach the consumer via the opposite of organised retailing, which is 

suppliers reaching the consumer direct through markets, bazaars, on-street 

selling, and open (and dangerous) websites. The anonymous merchandise 

may simply have no label, but also may be a rip-off (copy, fake, counterfeit) of 

a known brand or retailer name. 

 

The figure may be explained as far as decision-making is concerned as 

follows. 
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The branded supply chain 

ƺ The retailer chooses which brands it intends to sell to the consumer. 

ƺ The chosen brand takes a forward purchase order (at the time of 

writing the 2009 edition, the order would be around now for 

autumn/winter 2009 delivery in June-July 2009, the quiet season for 

the Northern hemisphere). 

ƺ The brand has already developed its range (otherwise it has nothing to 

show the retailer) and has committed to the fabric that will be used and 

the garment manufacturer (external or owned) that will produce the 

swimwear. 

ƺ The aggregate sum of all the retailersô purchase orders is converted 

into fabric orders on the fabric supplier and garment orders on the 

garment manufacturer. 

ƺ Both fabrics and garments are produced over a period of time 

(probably from February 2009 to May 2009) and the resultant 

swimwear garments are delivered into the brandôs warehouse. 

ƺ The brand delivers to its retail customers. 

ƺ Retailers start to sell to the consumers (around August 2009). 

 

The retailer own-label supply chain 

ƺ The retailer develops its own range which it intends to sell to the 

consumer (probably between August 2009 through to winter cruise 

purchases). 

ƺ The retailer places forward purchase orders with the fabric supplier 

first (so as to maintain exclusivity of fabric). 

ƺ The retailer also places orders with its swimwear garment 

manufacturers, based upon sales forecasts which it has estimated 

(based upon known sales performance in autumn/winter 2008). 

ƺ Fabric suppliers deliver to the garment manufacturers (probably 

around March 2009). 

ƺ Garment manufacturers produce (probably between March 2009 and 

June 2009). 

ƺ Garment manufacturers deliver into the own-label retailerôs warehouse 

(probably in June 2009). 

ƺ The own-label retailer allocates quantities from the warehouse to its 

branches and starts to sell to its consumers (around August 2009). 

As can be seen from Figure 1, the fabric weaver/knitter could be supplying 

both brands and retail own-labels. The external garment manufacturer could 
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also be making for both brands and own-label retailers. It is possible (but less 

likely) that either the brand or the retailer own-label is being supplied by a 

wholesaler. 

 

Prices, costs and garment added value 

It is inevitable that when people who are outside this complex supply chain see 

the permutation of supply possibilities, they question where in the chain does 

the value get added to convince the consumer to pay the final price at the retail 

till. This question is addressed in Table 36 which analyses the added value of 

the swimwear supply chain. (Table has been corrected for VAT and resent 

separately The text below has been checked and corrected) 

 

Table 36: Added value in the supply chain 

 High-end brand Mid-point brand 
High point  
own-label 

Budget own-
label 

Retail (US$) 200.00 100.00 100.00 40.00 

VAT (sales tax UK 2009) % 15.00 15.00 15.00 15.00 

Retail ex VAT (US$) 173.91 86.96 86.96 34.78 

Retail margin (%) 65 55 60 55 

Retail margin (US$) 113.04 47.83 52.17 19.13 

Retail purchase (US$) 60.87 39.13 34.78 15.65 

Wholesale sale (US$) 60.87 39.13 34.78 15.65 

Wholesale profit (%) 35 25 20 15 

Wholesale profit (US$) 21.30 9.78 6.96 2.35 

Wholesale purchase price (US$) 39.57 29.35 27.83 13.30 

Manufacturer sale (US$) 39.57 29.35 27.83 13.30 

Manufacturer fabric (%) 35 40 45 50 

Fabric sales (US$) 13.85 11.74 12.52 6.65 

Fabric materials (%) 40 47 47 50 

Fabric materials (US$) 5.54 5.52 5.89 3.33 

Fibre sales (US$) 5.54 5.52 5.89 3.33 
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Table 36 (continued): Added value in the supply chain 

 High-end brand Mid-point brand 
High point  
own-label 

Budget own-
label 

Of the final retail price to the consumer: 

The wholesaler gets (%) 30 39 35 39 

The manufacturer gets (%) 20 29 28 33 

The fabric supplier gets (%) 7 12 13 17 

The fibre supplier gets (%) 3 6 6 8 

Source: just-style 

 

The table is constructed from the top (the price that the consumer pays) down 

to the bottom (the sale of fibre). It is done for swimwear one-piece swimsuits 

(two of which are branded and two of which are retailersô own-label) that sell at 

prices of between US$200 and US$40. Because every country can have a 

different rate of sales tax (levied on and paid for by the final consumer), one 

country has to be chosen for this example table. That country is the UK. The 

sales tax (UK VAT, Value Added Tax, recently changed to 15%) does not 

belong to the retailer, who is an unpaid tax collector for the government. 

Therefore the retailer usually thinks of his gross margin (the difference 

between what he buys the merchandise for, and what he sells it for) on a VAT-

exclusive basis. 

 

The two branded products sell for US$200 and US$100. The sales tax is 

removed and a margin set of 65% for the expensive one and 55% for the 

cheaper. The retailer therefore makes a gross margin of US$113.04 on the 

expensive swimsuit and US$47.83 on the cheaper branded product. The own-

label retailer sells at US$100 (the same as the cheaper branded product) and 

US$ 40 for a cheap swimsuit. It sets gross margins of 60% and 55% on its two 

swimsuits and generates gross margin money of US$52.17 and US$19.13 

respectively. 

 

These calculations set the price at which the retailer purchases from the 

wholesaler. Wholesalers selling branded product (the brand) typically make 

gross margins themselves of 25-35%. The profit margin of wholesalers selling 

to own-label retailers is usually significantly less, but they do not have the 

same product development and selling overheads. Sometimes in the own-label 

scenario, the wholesaler is the manufacturer, in which case it obtains both the 
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wholesalers and the manufacturersô profit margin. The manufacturer is selling 

the US$100 retail swimsuit at a very similar price to both the branded and own-

label retailer.  

 

Fabric and fibre added value 

In the added value calculation in Table 36, the assumption made is that the 

manufacturer purchases the fabric, and includes the cost of it in its ófully 

factoredô selling prices. There are occasions when either the brand or the own-

label retailer purchase the fabric themselves and gives it (free issue) to the 

manufacturer. In the case given in Table 36, the manufacturer spends around 

US$11-14 on fabric for swimsuits that will sell to the consumer for either 

US$200 or US$100, but only US$6.65 for the US$40 own-label swimsuit. Of 

these figures, which account for 35-50% of the manufacturerôs selling price, 

between 40% and 50% is the value of the fibre itself. 

 

In the final reckoning, it is the value of the brand name itself within the branded 

swimsuit that attracts the most added value. For the lower priced three 

products: 

ƺ the fibre supplier gets between 6% and 8% of the ultimate price paid 

by the consumer; 

ƺ the fabric supplier gets between 12% and 17%; 

ƺ the manufacturer or wholesaler gets between 28% and 39%. 

 

As the brand becomes more expensive, the share that the members of the 

supply chain obtain from the transaction diminishes, For the US$200 swimsuit, 

the fibre supplier get only 3%, the fabric supplier 7%, and the manufacturer 

20%. The brand itself (wholesaler) gets 30% of the ultimate consumer selling 

price, leaving the retailer with 70% (VAT inclusive). The nearer one gets to the 

consumer, the greater the added value becomes, which is a guiding principle 

behind the desire of brands to become their own retailers. This applies 

regardless of whether the brand is top-end fashion, like La Perla or global 

sport like Adidas or Nike. 

 

The swimwear price-fashion matrix 

In the clothing and fashion retailing industries, a common way of expressing 

the mix and balance in the added value chain is by means of a price-fashion 

matrix. A price-fashion matrix is simply a plotting of the two components of the 
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subjective opinion on fashionability and an objective review of price on a matrix 

grid. The matrix can have any number of rows and columns. For purposes of 

consistency, the grid is usually constructed for a specific garment. In this 

report, the price-fashion matrix is given as Figure 2 (on the following page), 

and has: 

ƺ six price ranges, which are not of the same range values; 

ƺ four fashionability positions, which combine sports and fashion 

merchandise. 
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Figure 2: Swimwear price-fashion matrix 

Fashion             Fashion 

              

  US$ Functional Conservative Fashionable High fashion US$   

  upper Sporty Traditional Contemporary Glamour upper   

Price lower  Practical    lower Price 

                

  200     Oceano La Perla 200   

Absolute        Gottex Gold     Absolute  

top-end     Verdissima mare Huit Moschino   top-end 

  100    Gottex Silver   100   

      DKNY Malizia Gideon Oberson     

      Calvin Klein Missoni       

  100 DKNY   Seafolly Aubade 100   

High       Cacherel D&G   High 

      Fantasie Huit Huit     

  80   Rasurel Marlies Dekkers Sunseeker 80   

                

      Maryan Mehlhorn Maryan Mehlhorn       

  80 Speedo LZR racer Cole of California Rasurel Tommy Hilfiger 80   

Upper   DKNY Nautica Tommy Hilfiger Nina   Upper 

brands   Tyr Catalina Speedo fashion     brands 

  60 Adidas Freya Kulu   60   

      Sunseeker Felina       

    Adidas Panache         

Lower 60             Speedo beach Lepel   60 Lower 

brands   Speedo pool Anita       brands 

and   Nike Lepel Victoria's Secret     and 

own- 
label 

40 Sloggi Sloggi Zara   40 
own-  
label 

      M&S         

        Victoria's Secret       

  30   C&A Zara   30   

Mass   Target Walmart       Mass 

market     Carrefour H&M     market 

Own- 
label 

20         20 
Own- 
label 

                

                

  20         20   

Low             Low 

                

  <10         <10   

                

Price           Price 

              

  US$ Functional Conservative Fashionable High fashion US$   

  upper Sporty Traditional Contemporary Glamour upper   

  lower  Practical    lower   

Fashion             Fashion 

Source: just-style 
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Within the figure, some brands and retailer own-labels appear in more than 

one matrix box. The majority however, are contained in a single box, thus 

reflecting their price-fashion offer proposition to the consumer in the 

marketplace. 

 

The swimwear price-fashion matrix illustrates the abundance of brands that 

are offered in this clothing product category. It would have been possible to 

continue this matrix almost indefinitely, in order to reflect the hundreds of 

brands showing at Europeô s largest swimwear show, Mode City, Paris in 

September 2008 for the more important spring/summer 2009 season. 

 

Prices, market volumes and market value shares 

It would be quite easy to get carried away by the sheer number of brands 

being offered, and to think that the value of each of the price-fashion matrix 

boxes was the same. That is by no means the case. Using the price-fashion 

matrix above for the average prices within each price range band, an estimate 

has been made of the percentage participation in US dollars and units of the 

merchandise within each range. 

 

It is a truism that higher priced merchandise will have a larger value than 

volume share of the total of that product group, and vice-versa for lower priced 

merchandise. Yet it is still illuminating to look at the swimwear market structure 

in the context of values and volumes in different price ranges. For the womenôs 

market of US$9,154m for 2008, the price ranges used in the price-fashion 

matrix have been quantified in terms of the percentage share of value and 

volume for the world in total and for Europe. 

 

For the world in total, which has a womenôs swimwear retail market value of 

US$9,154m, units of 527m and an average price per unit of US$17.37: 

ƺ swimwear priced above US$100 has a 2% value share and less than 

0.5% unit share; 

ƺ swimwear priced between US$81 and US$100 has a 10% value share 

and 2% unit share; 

ƺ swimwear priced between US$61 and US$80 has a 14% value share 

and 4% unit share; 

ƺ swimwear priced between US$41 and US$60 has a 21% value share 

and 8% unit share; 
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ƺ swimwear priced between US$21 and US$30 has a 28% value share 

and 22% unit share; 

ƺ swimwear priced below US$20 has a 26% value share and a massive 

64% unit share (all figures have been rounded). 

 

In order to further simplify, the price analysis, a line can be drawn at a price of 

US$30. Any womenôs swimsuit above that figure can be classed as expensive 

and any below the line as mass market (cheap). The resulting analysis for the 

global womenôs swimwear market shows: 

ƺ expensive accounts for 47% of the dollar value but only 14% of the 

swimwear units; 

ƺ mass market accounts for 53% of the dollar value but for 86% of the 

swimwear units. 

 

The same analysis can be applied to Europe which has a market value of 

US$3,245m, 131m units, and an average price of US$24.77. In Europe: 

ƺ swimwear priced above US$100 has a 2% value share and less than 

0.5% unit share; 

ƺ swimwear priced between US$81 and US$100 has a 10% value share 

and 3% unit share; 

ƺ swimwear priced between US$61 and US$80 has a 22% value share 

(the world as a whole was 14%), and 8% unit share (twice the world 

total); 

ƺ swimwear priced between US$41 and US$60 has a 26% value share 

and 15% unit share (again twice the world total); 

ƺ swimwear priced between US$21 and US$30 has a 28% value share 

and 32% unit share; 

ƺ swimwear priced below US$20 has only 12% value share (the world 

total was 26% value share) and accounts for 42% of the units whereas 

it is 64% of the units worldwide. 

 

The comparisons between the two analyses are that: 

ƺ in Europe expensive accounts for 60% of the US dollar value against 

the world figure of 47% of the dollar value; 

ƺ in Europe expensive accounts for 26% of the units against the world 

figure of 14%. 

 

As most of the óexpensiveô swimwear is branded, the continuing attraction of 

Europe as a market for brands is clear. 
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Chapter 10 Brands in the swimwear 

industry 

Defending diversity in the swimwear market 

Table 35 in Chapter 9 segmented the market into brands, retail own-label and 

anonymous merchandise. In the developed world, brands account for between 

60% and 70% of the value of the market, and between 38% and 43% of the 

units. That is a strong brand position when compared with the branded share 

of most other clothing product categories. Brands are also higher priced 

wherever they are sold in the world, averaging almost US$30 per piece, 

compared with US$12 for retail own-label and less than US$5 for anonymous 

merchandise. 

 

Although, as Table 35 shows, own-label and anonymous units account for 

three-quarters of the pieces sold in the world, it is the variety of brands that 

exist, especially in Western Europe, that contribute to the continuing diversity 

of the swimwear market. 

 

Brands continue to maintain their position in Europe 

In the 2005 edition of this report, just-style pointed out the dangers of the 

Western European demographic time bomb. The population of Western 

Europe is declining and ageing. Recent forecast figures for Germany (2007) 

suggest that its population will fall from 81m to 77m over the next 20 years. 

There were 385m people in Western Europe in 2003. In 2006 the total was still 

385m, with that figure split into 199m female and 186m male. By 2014 that 

figure will still be 385m, but will be split 201m female and 184m male. The 

female percentage of the population is growing, as female life expectancy 

outstrips that of man. Consequently, the percentage of the female population 

that are young (up to the age of 44-years-old) will be less in 2014 than it was in 

2003. Those aged 45-years-old and above will constitute a larger proportion of 

the population than they do now. The implications ought to be stark, because 

older generations consume less swimwear than the young.  

 

If the population figures are extended to cover the whole of Europe from 2006 

to 2014, the picture, if anything, deteriorates further. The European population 
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will increase by only 1m from 513m to 514m. There will be 2m fewer young (0-

44-years-old) females and 1m more aged 45 or over. As a consequence of 

slightly lower consumption per person per annum, the unit market in Europe 

will fall from 233m pieces of swimwear in 2008 to 231m by 2014.  

 

Yet, in Chapters 5 and 7, in which market volumes and values are considered 

for Europe, whereas units are predicted to fall between 2008 and 2014 by 1%, 

values actually rise. The reason is that average prices are expected not only to 

hold up in Europe but actually increase. The reason for this rise lies in the 

continuing lure of branded product. 

 

Some of the observations below have been obtained from an in-depth 

interview with Pamela Scott, the managing editor of Underlines, which is part 

of the Network Dessous group. We began by discussing European brands and 

repeated just-styleôs comment from a previous edition that, amongst the many 

product groups which have seen brands falter, in swimwear brands continue to 

defend their market niche successfully. Scott believes that, for brands in 

Western Europe, the arrival of more swimwear at medium and low prices, 

rather perversely helps the top end brands. ñWhen, as a woman,ò she asserted 

ñyou want to make a personal fashion statement through your swimwear, 

wearing something created by a European designer, and using bespoke prints 

that will only be seen on that specific brand, differentiates the wearer as well 

as the brand.ò 

 

There is however, in her view an inevitable corollary to this marketing position. 

ñIt can only work,ò she explained, ñbecause the product sector remains faithful 

to the traditional brand forward ordering routine. If, in dangerous economic 

conditions such as we have now, retailers are scared to order forward and 

keep buying budget back, when they eventually decide to spend it they will 

only get standard ex-stock product.ò 

 

As Scott sees it, the best commercial exploitation of the desirability of good 

brands has come from the German industry and especially from companies 

such as Maryan Beachwear Group (Maryan Mehlhorn brand) and Adolf Reidl 

(Sunflair). Both are exponents of the ócornersô system. As she put it: ñCorners 

should not be confused with department store type concessions. In the 

concession model, the brands retain the stock until the garment is sold to the 

consumer, and then pay the concession percentage to the department store 

out of the full retail price. In the corners method, the retailer buys the stock at 
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wholesale prices and makes all of the retail gross margin, but receives some 

financial and marketing assistance from the brand in order to promote the 

desirability of the corner.ò 

 

just-style asked Andrea Daems of Maryan Mehlhorn to elaborate on corners 

and their related marketing methods in an email interview. 

 

just-style: Does the Maryan Beachwear Group use the concept of corners in 

independent retailers to make the retailers more interested in and reliant on 

your brand? 

 

Andrea Daems: The business through corner distribution has been growing in 

the last seasons significantly not only at high-end department stores like 

KaDeWe (Berlin), Harrods (London), Lafayette (Paris) etc, but also at the 

retailerôs shops. Corner distribution brings advantages for both parties: it 

enhances the brand recognition; it facilitates the merchandise presentation; it 

allows us to run just-in-time programs and hence increases the turnover per 

square metre. Our corner distribution business in Germany covers more than 

20% of our sales. 

 

j-s: Could you explain the main elements of and agreements between the 

brand and the retailer for the operation of a corner? 

 

AD: The contracts include guaranteed margins, an accurately defined retail 

space in square metres (including shop fitting, display possibilities such as 

front presentation, etc.), marketing support measures, as well as the 

merchandising planning on a mutual basis between the retailer and us.  

 

j-s: Could you explain the interaction between the idea of corners providing 

just-in-time programmes, and MMôs use of exclusive prints? 

 

AD: Bespoke prints are a basis for all our collections. Only with these 

exclusive engineered prints which are placed according to the needs of the 

pattern positioning and sizing, it is possible to show our type of collections. 

Prints and colour development is done in house and is a major part of our daily 

work besides the styling. 

 

From these valuable insights into the corners marketing methodology, just-

style believes that corners are the swimwear sectorôs version of óvendor 
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managed inventoryô as practised by jeanswear and shoe brands. In this 

approach, the retailer shares sales information with the brand, and the brand 

advises the retailer on the introduction of new merchandise on a just-in-time 

basis and the fast replenishment of existing styles. What makes swimwear 

different is the fact that the style fabric is restricted in quantity to the metres 

bought by the brand from the fabric supplier as an exclusive and bespoke 

design.  

 

Pamela Scott has another opinion about the success of corners. It is that if a 

good retailer buys deep into a good brand, they will benefit from the ability to 

stock across the breadth of size and fit. ñThe best German corners brands,ò 

she believes, ñare not selling on fashion. They are selling on breadth of size 

scale, quality of fit and bespoke fabric prints.ò For the female wearer, the 

swimsuit is an investment purchase and a statement of exclusivity. 

 

Swimwear for sport 

In the óserious sportsô swimwear category, Pamela Scott believes that brands 

will continue to dominate and that the truly global players will probably get 

stronger. She suggests that: ñOnly companies like Speedo, Nike, Arena, 

OôNeill and Quicksilver have the financial strength to support their product with 

heavy advertising. This will peak in both 2008 and 2012 for the Beijing and 

London Olympics.ò 

 

Since that remark was made it has become apparent that in the swimming 

pool the technological advances of the Speedo LZR Racer really do make the 

swimmer go faster. The suit optimises performance by reducing drag as a 

result of: 

ƺ compressing muscles and skin vibration; 

ƺ creating a corset-like structure which forces the swimmerôs body into 

the best aerodynamic position; 

ƺ streamlining the body. 

 

This allows swimmers like über-Olympian Michael Phelps, who already has a 

body perfectly shaped for swimming (wide in the shoulders, small in the hips, 

with large feet) to exploit it still further. 

 

Furthermore the LZR Racer has suddenly, since Beijing, become a fashion 

statement. This cannot really have anything to do with its water-repellent and 
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fast drying fabric, or with its ultrasonically welded construction (no sewing), but 

with the fact that its publicity created good fashion publicity. 

 

One result of the publicity created by the Beijing Olympics and the insistence 

of swimmers on using the LZR has been to boost the sales of Japanese 

swimwear manufacturer Goldwin. In October 2008 it issued a statement to the 

effect that after obtaining the domestic LZR licence from Speedo in 2007, its 

sales rose to JPY900m (just under US$9m) It believes that the LZR publicity 

will push sales up to JPY4bn in its current financial year, according to a report 

in just style. In another report it has been revealed that Nike was forced to 

allow its sponsored swimmers to wear the Speedo competitionôs suit, as long 

as the Speedo logo was removed from it. 

 

Body care and assistance for the older consumer 

Although not everyone is Olympic potential, there seems to be no doubt that 

men and women aged 50-years-old and up no longer regard themselves as 

old. They may no longer be interested in extreme sports or world-class 

performances, but they are definitely into swimming, sailing and cycling. These 

activities (whether at mildly serious or just at recreational levels) create a 

demand for swimwear and swim-styled sportswear that both performs and is 

comfortable. In this scenario, there appears to be hope for the frequently 

written-off independent retailer. 

 

This is because, in this situation, the approach that swimwear retailers and 

brands take to the manner in which they market their offer is important. 

Theoretically, the approach of fashion brands should be diametrically opposed 

to that of sports brands. It should be glamour versus function. In fact, both 

groups employ the same elements and tactics ï regardless of whether you are 

pulling your body through the pool at peak performance, or just pulling your 

body slowly around the pool ï of: 

ƺ fibres, stretch and control; 

ƺ fabrics, body shaping and aero-dynamics; 

ƺ style and cut, the look and aero-dynamics again; 

ƺ the advertising offer, feel good, perform well. 

 

However, according to Pamela Scott, there is not a lot new in swimwear or 

fabrics since Eurojersey ósensitiveô, which provides: 
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ƺ fit, through stretch capability, the basis of todayôs swimwear 

technology; 

ƺ acceptance of printability, which is a big plus in swimwear, (earlier 

fabrics worked with plains but not with prints). 

 

She argues that: ñIt is difficult to consider any radical new products or 

constructions currently in the swimwear industry. We have had one-piece 

swimsuits, bikinis, tankinis, monokinis, surf shorts, wetsuit bodies, and and 

and. There is a limit to what more we can get. The future is about refinement of 

existing product, except for the ultra high performance sector where new 

chemistry will drive product.ò 

 

A company that takes a different view both about fabric and marketing 

methods is Zoggs. just-style interviewed Mike Hammersley, its chief executive. 

 

just-style: To many people, the swimwear industry is a simple choice between 

sporting performance swimwear and poolside fashion. Is there a third type of 

consumer, and what do they want from their swimwear? 

 

Mike Hammersley: There is a óthirdô consumer and that is the regular once 

per week (or more) swimmer who is not a club swimmer training to race, and 

they are not buying swimwear for holiday or for posing by the pool ï they may 

do that at other times. They require performance swimwear to allow them to do 

their lengths in comfort knowing that their swimwear is fit for purpose. Their 

motivation is any one of fitness; rehab; weight loss; or relaxation. In the UK 

there are around 200,000 members of clubs (i.e. swimming to race), while 

there are around 6m once per week (or more) swimmers at public and private 

pools.  

 

j-s: You have worked with Dow to modify its XLA fabric into chlorine-resistant 

Ultex. Can you expand on its features and benefits? 

 

MH: We have developed Ultex using the XLA fabric with Dow because we 

believe it provides the ideal combination of stretch and chlorine resistance. 

Most current chlorine resist swimwear uses PBT fabrics which have excellent 

chlorine resistance but lack the all-over comfort and stretch of nylon elastane 

swimwear ï although progress has been significant in the last five years. Most 

swimmers, particularly women, still prefer the feel and comfort of nylon 

elastane swimwear. 
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j-s: Most swimwear is sold through ónormalô retail. What are the opportunities 

to market through municipal pools, private gyms, spas and health clubs etc? 

Does this approach address a different consumer? 

 

MH: There is a real opportunity to be able to sell to the swimmer at the ópoint 

of swimô ï this is not a different consumer, but is generally focused on the 

regular lane swimmer and the junior learn-to-swim market. A brand has to be 

very committed to this channel of distribution ï it requires labour-intensive 

sales team coverage, in order that a high level of regular service is provided in 

terms of stock and order, staff training, merchandising, and working with the 

centres and councils on the delivery of swimming and learn to swim 

programmes.  

 

In discussion with Pamela Scott, just-style raised the subject of the effects of 

the development of internet selling on the swimwear product sector. It was 

pointed out that according to James Roper of IMRG (the Interactive Media in 

Retail Group), internet clothing sales have doubled each year since 1999, and 

now stand at nearly 10% of all clothing sales at retail. Scottôs view was that: 

ñInternet swimwear sales will be nowhere near that figure. They will be much 

smaller because of the concerns about fit and trying on a product which you 

will wear in a state where you are as near to naked as you ever get in public.ò 

She does, however, believe that just as in other apparel categories, ñinternet 

sales will grow faster than traditional retail bricks-and-mortar shopping, and will 

therefore increase their share of the swimwear market in all categories, both 

menôs and womenôs, fashion and sportsò. 

 

Marketing performance in sport and recreation 

It is also essential to consider the effect of Olympic years on the swimwear 

sector. Pamela Scottôs view is that: ñAt Underlines magazine, we know that the 

Olympics in Beijing 2008, and in London in 2012 will propel the swimwear 

sector forward.ò 

 

ñSwimming is the most watched Olympic sport,ò she asserts, ñand swimming 

as a pastime is accessible to all. Therefore at Olympics time it will become a 

ósexy thing to doô where sexy means high on peopleôs agendas.ò  

 

Finally, Mike Hammersley of Zoggs also has an interesting point of view on 

sports swimwear participation. He pointed out that there are only a few 
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hundred thousand ñseriousò affiliated swimmers in the UK but that Zoggs 

research estimates that there are upwards of 5m who use the pool once a 

week for relaxation and exercise. That is a lot of wearers of fashion/sports 

swimwear, much of which is likely to be branded.   

Emerging markets 

If there is still life for brands in the developed countries of Europe, are there 

some new and emerging markets that have as yet not dived into swimwear. 

Rita Aad, an associate of the author, who has retailed swimwear in Suadi 

Arabia, looked at what to some will be a surprising geographic area, namely 

the Middle East (specifically Kuwait, Dubai and Saudi Arabia). This is a 

transcript of her interview. 

 

just-style: Is there a swimwear market for women in the Middle East, given 

the cultural and religious barriers? 

 

Rita Aad: Surprisingly enough, there is, and it is a very polarised one. In 

general a conservative Arab woman wears the long black abaya and swims in 

the sea with her veil, while the liberal ones wear Brazilian bikinis. The most 

desirable brands are the Brazilian ones. Arab women love to show off their 

curves and they are proud to wear Brazilian brands, like Adriana Degreas. 

They also love brands like Miss Bikini, Pin-Up, Intimissimi, Salinas, Parah, Ed 

Hardy, etc. You also have the wealthy, who would only go for luxury brands 

like Gucci, Dior, Fendi and couture swimwear. 

 

j-s: In order to satisfy this market, is there a retail swimwear presence? If so, 

where? 

 

RA: There is a swimwear retail presence and it is in Western-style retail malls. 

The most desirable malls are the ones in Dubai. You have the Emirates Mall 

and Dubai Marine beach resort and Dubai Mall. In Beirut you have the ABC 

department stores and a store called Symbiose, which has the biggest 

selection of Brazilian swimwear. In Saudi Arabia (Riyadh) you have Kingdom 

and Faisalliah Mall, which are the most famous ones. In Jeddah thereôs Khayat 

Center and Coral Mal, and there is also a huge store called Perdu (more than 

800 m
2
) which has the biggest selection of swimwear in Jeddah. 

  

j-s: How do the international sports brands sell in the Middle East? Are they in 

demand? 
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RA: Local brands are almost non-existent. If there are any theyôre very poorly 

made and not in demand whatsoever. Couture and Brazilian swimwear are in 

very high demand. Speedo, Adidas and Nike are also not popular as they 

are very óunsexyô and óconservativeô, which does not cater to the taste of Arabs 

in general and Saudis in particular. 

 

j-s: How would you describe the attitude of Arab women to swimwear? 

 

RA: Attitudes are more towards showing off rather than exercising. Arabs are 

willing to pay any price for exclusive swimwear designs. Prices for the designer 

labels are anything from US$300 to US$900. 

 

j-s: Is this attitude going to permeate through the rest of the Middle East? 

 

RA: Definitely but slowly. Nothing goes fast here. 

 

j-s: If you were in the swimwear industry, where would you put your efforts? 

 

RA: Glamour and designer name, every time. 
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Chapter 11 Future market and 

product trends 

The swimwear market worldwide 

Of the just-style reports conducted on product categories to date, this is one of 

the less optimistic in terms of volume and value growth, as has been illustrated 

by using the two scenarios approach in Chapter 8.  

 

The reasons for this poor rate of growth can be summarised as: 

ƺ low, zero or negative population increases in various parts of the 

developed world; 

ƺ an ageing population in the developed world making fewer swimwear 

purchases per person per year; 

ƺ downwards price pressures both at retail and on the manufacturers as 

production continues to move to ever lower cost countries; 

ƺ the current economic turmoil and uncertainty which could lead to 

putting off holidays and swimwear purchases. 

 

The downwards price pressures are also exacerbated by the fact that, 

although there is a lot of hype about performance fabrics and products, the 

reality is that the swimwear fabric market will continue to be 80% nylon/20% 

elastane, and these fabrics are a commodity in spite of the efforts of brand and 

fabric marketers to convince the consumer otherwise. 

 

In the current economic climate, the writer expects to see in both North 

America and Western Europe, which are the two largest sub-region markets: 

ƺ brands looking carefully at their position in this fragmented product 

sector. As well as there being a lot of small brands, many of them run 

multiple ranges in order to appeal to different age groups, and to 

address different price points. This is an expensive business; 

ƺ brands merging with other brands to better absorb the overheads; 

ƺ acquisition activity reducing the number of players in the market. 

 

It is the view of the writer that this will happen in Europe in spite of the 

tendency by some brands to adopt: 

ƺ either an ñit wonôt happen to me. I am immuneò attitude; 
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ƺ or an ñI am financially strong and I will be the last man standingò 

approach. 

 

As far as own-label retailers are concerned, swimwear has always been one of 

their weaker and less attractive areas. This is because: 

ƺ it is a single season product group; 

ƺ it is a short selling season; 

ƺ more and more product is bought by consumers while they are 

travelling the world on leisure trips. 

 

The author expects to see some own-label retailers withdrawing from the 

swimwear sector to concentrate on less risky merchandise. 

 

The best growth prospects in the world 

In the face of a tough European market, where can the brands that are 

determined to compete, and which believe they have the marketing and 

distribution muscle to succeed, concentrate their efforts? Individual companies 

and brands in swimwear are rarely substantial enough to take a 

macroeconomic viewpoint. For bigger companies, volume and the absorption 

of overheads through unit growth may be a good strategy. Smaller companies 

at upper price points may find individual wealth in specific areas like the Middle 

East, and the willingness to spend on luxury, a good angle. Smaller companies 

with a unique proposition may find a consumer attitude niche that suits them. 

So, as usual there are no universal panacea answers. 

 

Health, activity and fashion 

In the developed world, the demographic problem can be beaten if consumers 

can be convinced that swimming is not just exercise, but is a pampering 

activity, and an opportunity to make a personal fashion statement. More than 

one brand that just-style spoke to commented that it was necessary to 

convince most wearers of swimwear that ñif it is  to be worn for eight hours in a 

day, then it must be as important as evening wear, and there must be enough 

of itò. That is the task that US and European brands have to address to change 

the female consumerôs attitude to swimwear. If they cannot do that, then a 

pessimistic scenario is almost a certainty. 
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Long- and short-term marketing of swimwear 

It is quite tempting to be cynical about the short-term marketing of a product 

such as swimwear. After all, in the fashion industry, there is a need to appear 

to be pointing the marketing finger in a particular direction, while actually 

embracing almost every trend possibility.  

 

In terms of colour and styling, the offer for spring/summer 09 once again 

includes pretty much whatever a woman wants. All of the marketing words in 

the trade magazines, however, hide the true and longer-term trends within 

swimwear which, as stated earlier, are driven by: 

ƺ the ageing population in the developed world, but the refusal to grow 

old gracefully; 

ƺ the personal interest in body-care, body-tone and body-flaunt; 

ƺ the ability of textiles (fabrics and fibres) to provide assistance for the 

preservation of the firmer body. 

 

In terms of the last point, there is no doubt that men and women aged 50-

years-old and over no longer regard themselves as old. They may no longer 

be interested in extreme sports such as bungee jumping, abseiling or white 

water rafting, but they are definitely into swimming, sailing and cycling. These 

activities (whether at serious or just at recreational levels) create a demand for 

swimwear that both performs and is comfortable regardless of whether you are 

pulling your body through the pool at peak performance, or just pulling your 

body slowly around the pool 

 

The requirements of the older customer who benefits from a little body help 

from both fabric and garment construction lead to a question about the future 

of specialty swimwear. Underlinesô Scott has a view on this. She said: ñI am 

always keen to point out the importance of mastectomy and maternity 

swimwear in the womenôs marketplace. People tend to forget that for women 

who are either having babies or dealing with breast cancer, swimming is the 

most commonly recommended exercise, for enjoyment, healthy living and 

remedial purposes. In both conditions, the construction of the swimsuit is vital 

for fit and for comfort. Women take a lot of care and spend considerable sums 

of money on their mastectomy and maternity swimwear, because it makes 

them feel confident.ò She added: ñFabric has moved on a long way since ten 

years ago. The current mood of new fabrics is encapsulated by Eurojersey 

ósensitiveô fabrics.ò 
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just-style asked Scott what she felt would be the next ókickô in the swimwear 

industry. She replied: ñAt the magazine, we are convinced that the London 

2012 Olympics will galvanise the swimwear sector. 

 

ñSwimming is the most watched Olympic sport,ò she contends, ñand swimming 

as a pastime is accessible to all. Therefore at Olympics time it will become a 

ósexy thing to doô where ósexyô means high on peopleôs agendas. Also do not 

forget that London 2012 will be the first European Olympics since Barcelona in 

1992. In my long experience in the trade, I have noted that whenever 

swimwear is in the spotlight, everyone in the sector benefits.ò 

 

just-styleôs conclusions on the future 

From all of the above, just-style believes that: 

ƺ Swimwear fashion in the Western world will be driven by the 

acceptance of swimming as a relaxing pastime for an ageing (but not 

psychologically old) population. 

ƺ Among the younger age group, the personal and celebrity fascination 

with the body will extend the wearing of swimwear into situations away 

from the sea and the pool. 

ƺ Older women will be encouraged to wear swimwear (probably more 

one-piece suits) by the continued development of figure supporting 

and enhancing fabrics. 

ƺ Western swimwear habits will take hold in the developing world, 

especially China and Southeast Asia. 

ƺ New fabric chemistry will drive the sportswear market along the 

óperformance that lastsô route. 

ƺ Fashion brands will continue to óthrive or at least surviveô. 

ƺ The global sports brands will continue to increase market share. 

ƺ Internet sales growth will outstrip that of traditional retailing and will 

increase its market share. 

ƺ Speciality womenôs swimwear (mastectomy and maternity) will be 

strong, aided by fabrics that provide, support, shaping, fit and comfort. 

ƺ There will be no natural fibres or fabrics movement. Synthetics will 

remain the óking of swimô. 

ƺ The London Olympics will create a swimwear market ósplashô in 2012, 

following the credit crunch market problems. 


