To order:

Online:
Tel:
Fax:

Email:

Jeans,

Market Intelligence,
April 2003

www.just-style.com
+44 (0)1527 573 608
+44 (0)1527 577 423

store@just-style.com

IMPORTANT WARNING

1. Mintel International Group Limited ("Mintel") is the legal owner of the copyright subsisting in this
report. Any use and/or copying of such documents and materials which is not in accordance with
Mintel's standard Terms and Conditions (available on www.mintel.com) or these Conditions of Use
is unauthorised. Any unauthorised use may give rise to Mintel bringing proceedings for copyright
infringement against you claiming an injunction, damages and costs.

2. Unless otherwise agreed in writing in advance by Mintel, this document may not be sold, passed
on, communicated or disseminated in any form (including within its original covers), nor access
granted, to any third party or to any subsidiary, associated or holding company (whether direct or
indirect) of the original subscriber/licensee/purchaser and its user(s) (together, the "Licensee").

3. The Licensee acknowledges that all information and materials contained in this report are the
copyright property and confidential information of Mintel, and are protected, inter alia, by the
Copyright, Designs and Patents Act 1988 and other intellectual property rights and by these Terms
and Conditions, and that no rights in any of the materials are transferred to the Licensee. The
Licensee undertakes that it will not copy, reproduce, print or store in any manner (electronic or
otherwise), extract or transmit in any form or otherwise deal with in any way the whole or part of
the data, materials or information contained in this report.

4. The Licensee (or any subsequent user, whether licensed or unlicensed who reads this report)
agrees it will not place financial reliance upon any figure, statement or inference contained within
this or any other Mintel report, or invite investment from others, without first obtaining the written
consent of Mintel's Company Secretary so to do. In the event that the Licensee (or any
subsequent user, whether licensed or unlicensed) does not follow this procedure, it (or any
subsequent user) agrees fully and effectually to indemnify Mintel against any claims, howsoever
arising, and to draw specific attention to the fact that this consent has not been obtained.

5. All rights are reserved.


http://just-style.com/store/products_detail.asp?art=22547&lk=wj
mailto:store@just-style.com

Table of contents Jeans
Market Intelligence, April 2003

INTRODUCTION AND ABBREVIATIONS ........ooioiriiceirerrssme e s s s e s s s e e sss e e s sss s e s ssssmne e ssnsmmessnnsanes 1
JD LY 1 1 To T o SR 1
CONSUMET FESCAICTH ...ttt e et e e et e e sttt e e ettt e e e anseeeesnneeaeans 2

ABBREVIATIONS ...t iettteeeteeeeesasteeeeeeaaessaasnseeaeeaaeeassansseeeeaeaaesaaansssaneeaaeeesaasssaeeeaeeeeaaasnseseeeeesesaasnnanaeens 3

EXECUTIVE SUMMARY .......ccccoiimrrrrissssnmenreesssssssssmneseesessnnns ERROR! BOOKMARK NOT DEFINED.
Market for jeans on @ Righ ...............ccccoeevvoiiiiiiiie e Error! Bookmark not defined.
Increasing numbers of 15-24s will help boost the jeans market..... Error! Bookmark not defined.
Upwardly mobile population adds to demand.................cccccuvveen... Error! Bookmark not defined.
Women'’s jeans outperform the rest of the market......................... Error! Bookmark not defined.
Prices continue to fall..............coooeeeeeeeeee e Error! Bookmark not defined.
Volumes grow considerably ...............cooeeoveeeiiisieiiiiiiiee e Error! Bookmark not defined.
Manufacturing base slumps in the UK as imports boom ................ Error! Bookmark not defined.
Levi’s maintains high market share .....................ccooveviiiiiiiiininnn, Error! Bookmark not defined.
Matalan mops up mass brands...............ccccccvvveveviieiiiiiiiiiieiieeeeeee, Error! Bookmark not defined.
Niche brands continue to perform well .............ccc..ccocevevvvveeeaeeennnn, Error! Bookmark not defined.
Clothing multiples grow market share............ccccccvvvveeviveeeeescirnnnnn. Error! Bookmark not defined.
Supermarkets on a growth track.............cccccoovecveeviciiiiiicee e Error! Bookmark not defined.
More women buying Jeans............c.cccoueeeeceeeisceeeeeee e Error! Bookmark not defined.
Top five attitudes about Jeans.............cccceevvveeeeiscieeeiiciee e Error! Bookmark not defined.
The market will continue to grow and polarise................cc.cccceeeu... Error! Bookmark not defined.

MARKET DRIVERS ... ersmeeeeessss e s sssms s smee s ERROR! BOOKMARK NOT DEFINED.
DemographiC trends..............cooo e Error! Bookmark not defined.

Figure 1: Trends and projections in UK population, by age group, 1998-2007....... Error! Bookmark not
defined.

Population moving upmarket .............ccooe oo Error! Bookmark not defined.
Figure 2: UK adult population, by socio-economic group, 1998-2007 ..... Error! Bookmark not defined.

Growth in consumer expenditure...............c.coooeeoeeeeeceeeeee Error! Bookmark not defined.
Figure 3: PDI and consumer expenditure, at current and constant 1998 prices, 1998-2007 ........... Error!
Bookmark not defined.

THE UK WOIKFOICE ...t Error! Bookmark not defined.
Figure 4: Workforce in employment in the UK, by gender and employment status, 1998-2007 ...... Error!
Bookmark not defined.

Celebrities influence fashion................ccccuevccveeessciiieeiiee e Error! Bookmark not defined.

DeSigner 18bels ............ccoooeeeeiiieeeee e Error! Bookmark not defined.

MARKET SIZE AND TRENDS ...t sssssser e s s ssmsne s e s s smnn s e e e s s s s mmnn e e e e s sn s s nmnnnneas 5
Surge in demand iN 2002..............oeoee e oot e e et e e e e e e aae e 5

Figure 5: UK retail volume sales of jeans, 1998-2003..........coo it a e e 5
Figure 6: UK retail value sales of jeans, 1998-2003..........ccoooiiiiiiiiiiii e 5
Figure 7: Evolution of the average price of a pair of jeans, 1998-2003 .............cccceiviiieiiniiie e 6

MATKEE OVEIVIEW ...ttt et e et e e e e e e et e e e et e e e et e e e ennnneas 6

GrEY IMPOITS. ...ttt Error! Bookmark not defined.

Ethical trading ..........cueee oo Error! Bookmark not defined.

New product development...............ccceeiioieeiiiiieeeee e Error! Bookmark not defined.

MARKET SEGMENTATION .......oooiiiiecerrereee e e ERROR! BOOKMARK NOT DEFINED.

Figure 8: Volume sales of jeans by main market segment, 1999-2003 ... Error! Bookmark not defined.
Figure 9: Volume share of jeans by segment, 1998-2003........................ Error! Bookmark not defined.

THE MEN’S MARKET UNDER PRICE PRESSURE ....cceieiiiiiiiiiiieeaaeee e ERROR! BOOKMARK NOT DEFINED.
Figure 10: UK retail volume sales of men’s jeans, 1998-2003 ................ Error! Bookmark not defined.
Figure 11: UK retail value sales of men’s jeans, 1998-2003 ................... Error! Bookmark not defined.
Figure 12: Evolution of the average price in the men’s jeans market, 1998-2003 ..Error! Bookmark not
defined.

WOMEN'S JEANS — A MUST HAVE FASHION ITEM......ceeiiiiiieeniiieeeeniieeaenns ERROR! BOOKMARK NOT DEFINED.
Figure 13: UK retail volume sales of women’s jeans, 1998-2003...........ccccceveeeiiiiiiieeree e 7

Figure 14: UK retail value sales of women’s jeans, 1998-2003

Reproduction or photocopying prohibited without express permission



Table of contents Jeans
Market Intelligence, April 2003

Figure 15: Evolution of the average price of women'’s jeans, 1998-2003 Error! Bookmark not defined.

CHILDREN'S JEANS ....oiiitiiiieiiiieeesaiiteeeesiteeesanteeeeanneeeesnnneeeesannaeeeeannee ERROR! BOOKMARK NOT DEFINED.
Figure 16: UK retail volume sales of children’s jeans, 1998-2003........... Error! Bookmark not defined.
Figure 17: UK retail value share for children’s jeans, 1998-2003............ Error! Bookmark not defined.
THE SUPPLY STRUCTURE ... s ms e s mn s e s e s mmmme e e e e e s nnmmmnnns 8
Apparent consumption of denim jeans in the UK...............ooo o ooie e 8
Figure 18: Apparent consumption of denim jeans in the UK, 1997-2001 ..........cccceiiiiriniiiee e 8
COMPANIES AND BRANDS ...t iiiiiesmmr s ssms e se s ssms s e e s e s s e smmme s e e s easa e mmme e e e e ee s s nmnnns 10
= T =T R =T = T 10
Figure 19: Brand shares by value in the UK jeans market, 2000 and 2002............ccccceveeiiiiiiieeneeeennne 10
LOVI'S .ot Error! Bookmark not defined.
OVEIVIEW ...ttt et e ettt e et e e ettt e e s st e e e s e e e ennteeesnseeeeannneeennneeeennnes Error! Bookmark not defined.
RETAIL ..ot a e e e e naaaeas Error! Bookmark not defined.
Supply chain developmMENtS............coiiiiiiiiie e Error! Bookmark not defined.
The grey market Challenge ..........ccueeeiiiie e Error! Bookmark not defined.
VF Corporation — good revival of Lee jeans ............cccccccvvuveeennnnn. Error! Bookmark not defined.
Lee Cooper (Matalan)..............ccocueeeeceeeeesciiee e Error! Bookmark not defined.
Easy Jeans — acquired by Matalan in 2002...................cccccuveenannn. Error! Bookmark not defined.
Designers with jeans...............ccccoooveveveviieieeeeieeeeeeeeeeeeeeeeeeeeeeea Error! Bookmark not defined.
G-Star continUes t0 GroW ............ccceeeeeeueeeeaeeeeeeesiiieiiaaaeeeeessaaeeens Error! Bookmark not defined.
Gas opening with franchise partners ...........c.cccccvceeeeeeeeeesccceeennn.. Error! Bookmark not defined.
Miss 60 downscales emphasis on jeans in the UK........................ Error! Bookmark not defined.
Pepe carves out fashion Niche..............ccooooooooeieieeeeeeeee Error! Bookmark not defined.
MANUFACTURER PROFILES...c.cciitiuttiieetaaeaeaiieeeeeeeeeseamnneeeeeeaeesaennnneees ERROR! BOOKMARK NOT DEFINED.
Blackburn Clothing Company Limited...............cccccevvioieeinicineen Error! Bookmark not defined.
TEXACAN TIOUSEIS c...ccoeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeeeaeeeessnsnsnens Error! Bookmark not defined.
New Product Development ...............cooooveveeeeeeeieeiiieeeeeeeeeeeeeeeeeeeeeean Error! Bookmark not defined.
DISTRIBUTION ...t s ERROR! BOOKMARK NOT DEFINED.
Clothing multiples growing share...............ccccccoocevvvvveviiseeeiescvenennn, Error! Bookmark not defined.
Figure 20: Volume sales of jeans, by type of outlets, 2000 and 2002 ..... Error! Bookmark not defined.
(7T ISR Error! Bookmark not defined.
Cromwell’'s MadROoUSE...............ccovceeeieiiiieeeeeee e Error! Bookmark not defined.
BOWISE.........eeeeee e Error! Bookmark not defined.
Jeans specialists have changed their emphasis...............c.ccccc....... Error! Bookmark not defined.
Independent retailers .............uueeeeeeeeeeeeee e Error! Bookmark not defined.
Department and variety SIOre€S...........ccccueeeeeecceieiieaaeeeeeciiieeaaaeen Error! Bookmark not defined.
Market StallS...........oooeeeee e Error! Bookmark not defined.
Mail order and home ShOPPING ..........ccceeeeiiieoeeieeeeeeeeee e Error! Bookmark not defined.
(@ 1= ¢ Error! Bookmark not defined.
SUPEIMAIKEES. ...ttt Error! Bookmark not defined.
ADVERTISING AND PROMOTION........ccccviiirrrinnee s ERROR! BOOKMARK NOT DEFINED.
Figure 21: Main monitored media advertising expenditure on jeans, 1998-2002 ...Error! Bookmark not
defined.
Figure 22: Main monitored media advertising expenditure, jeans by brand, 2001 and 2002........... Error!
Bookmark not defined.
THE CONSUMER............ e ERROR! BOOKMARK NOT DEFINED.
Figure 23: Purchasing and amount spent in last 12 months on jeans, by gender, 1997, 2000 and
2002 ..ot e e e e e e e e e e e e e eaeaae e e e naereeeaaaeaanna Error! Bookmark not defined.
Figure 24: Purchasing of jeans, by demographic sub-group, 2002 ......... Error! Bookmark not defined.
FACTORS CONSIDERED IMPORTANT WHEN BUYING JEANS..........cceeuvnneee. ERROR! BOOKMARK NOT DEFINED.
Figure 25: Factors important if consumers were to buy jeans, by gender, November 2002.................. 11

Figure 26: Factors important to male jeans buyers, by demographic sub-group, November 2002 .Error!
Bookmark not defined.

Reproduction or photocopying prohibited without express permission



Table of contents Jeans
Market Intelligence, April 2003

Figure 27: Factors important to female jean buyers, by demographic sub-group, November 2002 Error!
Bookmark not defined.

Figure 28: Non- buyers and non-wearers, by demographic sub-group, November 2002................ Error!
Bookmark not defined.

Attitudes tOWards JEaNS............cccuuueeeeeiciiieie e Error! Bookmark not defined.
Figure 29: Attitudes towards jeans, jeans wearers, by gender, November 2002..............cccccovcveeernnenn. 12

Attitudes towards jeans for different occasions...........cccccooveeeiciiiiciie e Error! Bookmark not defined.

Figure 30: Attitudes towards jeans, for different occasions, by demographic sub-group, November
2002 ... e Error! Bookmark not defined.

Attitudes tOWards JEaNS............cccuuueeeeeiciiieie e Error! Bookmark not defined.
Figure 31: Attitudes towards jeans, by demographic sub-group, November 2002 .Error! Bookmark not
defined.

How attitudes towards jeans influence what is purchased ............. Error! Bookmark not defined.
Figure 32: Cross analysis of attitudes towards jeans and factors important when purchasing........ Error!

Bookmark not defined.
Figure 33: Cross analysis of further attitudes towards jeans and factors important when purchasing,

NOVEMDEr 2002........ooeiiiiiie e Error! Bookmark not defined.
JEaANS tYPOIOGIES ... Error! Bookmark not defined.
Jeans enthusiasts (19% Of jeans Wearers)..........ccoovoeveeiiee e Error! Bookmark not defined.
Brand loyal (21% Of JEaNS WEAIErS) .........ccccuiriiiiiriinieiieireete e Error! Bookmark not defined.
Occasional wearers (30% Of jeans Wearers)..........cccoceveevirieieeic i Error! Bookmark not defined.
Price conscious (29% Of Jeans WEAIEIS) .........coiueeririieeiiiie e Error! Bookmark not defined.
Figure 34: Jeans typologies, by demographic sub-group, November 2002............ Error! Bookmark not
defined.

THE FUTURE ... ERROR! BOOKMARK NOT DEFINED.
Continuing demand for basiCs/ClasSiCS..............cccccuueesciereesciennnns Error! Bookmark not defined.
Further growth in desSigner................oooveveveeeeeeeieieieeeeeeeeeeeeeeeeeeeeen, Error! Bookmark not defined.
Branded jeans to grow, particularly in men’s sector ....................... Error! Bookmark not defined.
More distinct women'’s styling will boost women’s sector ............... Error! Bookmark not defined.
Prices will polarise further................cccceveeeeecviieeieiieeeeeeciiiieeaa e, Error! Bookmark not defined.
More fashion inflUENCES.................uuveeeeeeeeeeeceeee e Error! Bookmark not defined.

FORECAST ... ERROR! BOOKMARK NOT DEFINED.

Figure 35: Forecast of the total jeans market, 2003-07 ............cccevvveennee Error! Bookmark not defined.

Men’s jeans will continue to account for the lion’s share... ............ Error! Bookmark not defined.
Figure 36: Forecast of the men’s jeans sector, 2003-07 ...........ccccceeeeen.. Error! Bookmark not defined.

...but women’s jeans will drive growth..............cccccooovoveeviieeennnnn. Error! Bookmark not defined.
Figure 37: Forecast of the women’s jeans sector, 2003-07..................... Error! Bookmark not defined.
Children’s jeans will grow in volume. ................ccoccoovieiccienensen. Error! Bookmark not defined.
Figure 38: Forecast of the children’s jeans sector, 2003-07 .................... Error! Bookmark not defined.

Factors used in the forecast..............cccuveeeeeccoeeiiiiee e, Error! Bookmark not defined.
APPENDIX: RESEARCH METHODOLOGY ........ccccoemmrrrrrrnnnees ERROR! BOOKMARK NOT DEFINED.
INDEX OF REPORTS ... e ERROR! BOOKMARK NOT DEFINED.

Reproduction or photocopying prohibited without express permission



Table of contents Jeans
Market Intelligence, April 2003

Reproduction or photocopying prohibited without express permission



Introduction and Abbreviations Jeans
Market Intelligence, April 2003

Introduction and Abbreviations

Mintel last reviewed the retail market for jeans in March 2001. In the twelve months running up to this
jeans had been reinvented as an essential fashion item, with significant efforts by the world leader,
Levi Strauss, helping to make jeans an essential part of the fashion wardrobe once more.

The fashion market is cyclical, with roller coaster trends influencing different goods. Jeans can be
substituted by other styles of trousers, like cords or chinos and this can mean that the fashion for
wearing jeans ebbs and flows, as well as jeans fashions and styles changing within the overall market.
Fashions have become faster and more temporary, so the trend that helped the jeans market to grow
rapidly in 2001 and 2002 renders jeans vulnerable to competition from other garments once more.
Despite this, 2003 appears to be promising further sales growth for jeans.

The jeans market has also polarised, with growth in the low-price private label sector, contraction of
demand and falling prices in the mass-market, and buoyancy in the premium priced jeans sector. The
popularity of the discount and value retailing sector has been a major factor, with Matalan buying up
established jeans brands and selling product at low prices. George at Asda has also been influential,
cutting the prices of its basic ranges. At the other end of the scale, suppliers have been adding to style
and finish in order to shore up their designer image and charge premium prices.

This report looks at how the market for jeans has developed over the period since March 2001 and
examines the future for jeans in the market.

Other Mintel Reports of relevance include:

- Men’s Ties and Accessories, Market Intelligence — UK Report, March 2003

- Men’s Outerwear, Market Intelligence — UK Report, February 2003

- Menswear Retailing, Retail Intelligence — UK Report, August 2002

- Men’s Designerwear Retailing, Retail Intelligence — UK Report, September 2001
- Menswear Discount Retailing, Retail Intelligence — UK Report, July 2001

- Women’s Designerwear Retailing, Retail Intelligence — UK Report, June 2001

- Women’s Outerwear, Market Intelligence — UK Report, May 2001

- Womenswear Mainstream Retailing, Retail Intelligence — UK Report, May 2001.

Definition

In this report, jeans are taken to include the traditional basic “Western five pocket” variety made of
denim. Corduroy and heavy canvas trousers, often referred to as jeans, are not included, although
fashion denim jeans, which may not have "five pockets" are included. Children's jeans are included in
total figures. Sales of second-hand jeans are specifically excluded.
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Consumer research
Lifestage and Special Groups

In addition to the standard breaks, Mintel also analyses the consumer research in the following
manner.

Lifestages are derived from analysis of the exclusive consumer research and are split into four main

groups:
% of
population
Pre-/no family aged under 45 who are not parents 28
Family any age with at least one child aged under 16 still at home 28
Third age aged 45-64 with no children aged under 16 25
Retired aged over 65 with no children aged under 16 20

As part of an ongoing policy to find new ways of analysing data, Mintel has created Special Groups
of consumers to typify consumer habits in the early years of the 21st Century. Unlike the lifestage
groups, these groups represent only sections of the population and do not account for all adults.

% of
population
ABCI1 pre-/no family ABCI1 socio-economic group and in the pre-/no family 16
lifestage
ABCI families ABCI1 socio-economic group and in the family lifestage 13
ABCI third age ABCI1 socio-economic group and in the third age 12
lifestage
ABCI retired ABCI1 socio-economic group and in the retired (65+) 9
lifestage
Two full-time earners Couples where both partners work full-time 17
One-person households Aged under 65 and living alone 9
under 65
Internet users All Internet users at home, work or elsewhere 39
Broadsheet readers Read Daily Telegraph, Financial Times, Guardian, 19
Independent or The Times
Mid-market tabloid readers Read Daily Express or Daily Mail 22
Popular tabloid readers Read Mirror, Daily Sport, Daily Star or The Sun 33
Satellite/digital TV viewers  Have satellite/cable/digital TV 45
Mobile phone users Have a mobile phone 68
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Abbreviations

€

ASA
BMRB
D&G
EU
FHM
ITC
M&S
msp
MTV
mu
Nielsen Media Research

PDI

POS
PRODCOM
rrp

SPSS

TGI

VAT

Euro

Advertising Standards Authority

British Market Research Bureau

Dolce and Gabbana

European Union

For Him Magazine

Independent Television Commission

Marks & Spencer

manufacturers' selling price

Music Television

million units

Nielsen Media Research. For more information contact Mary Sneddon on
01344 469100.

Personal Disposable Income

Point of Sale

Products of the European Community

recommended retail price

Statistical Package for the Social Sciences

Target Group Index. For further details concerning this information, including
data on readership patterns of users/purchasers and details of brands, please
contact Phil Greenslade at BMRB International on 020 8566 5000 or via email
at phil.greenslade@bmrb.co.uk

Value Added Tax
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Market Size and Trends

Surge in demand in 2002

Following a period of lacklustre demand between 1998 and 2000, volume sales of jeans experienced a
revival in 2001. Growth continued in 2002, when volume sales of jeans reached 61 million pairs, as
denim became the season’s ‘must have’ fabric for trousers. Further growth is expected in 2003. Figure
5 presents UK volume sales of jeans in the period between 1998 and 2003.

FIGURE 1: UK RETAIL VOLUME SALES OF JEANS, 1998-2003
Million units Index

1998
1999
2000
2001
2002
2003 (est)

Source: Mintel

Between 1998 and 1999, volume sales of jeans saw a slight decline of 2%, which was recovered in
2000, when volume sales grew to 46 million pairs of jeans. In the period under review, volume sales
grew by 43% to reach an estimated 63 million pairs in 2003, from 44 million in 1998.

FIGURE 2: UK RETAIL VALUE SALES OF JEANS, 1998-2003

£m Index £m at 1998 Index €m Index
prices

1998
1999
2000
2001
2002
2003 (est)

Source: Mintel

Value sales in the UK market for jeans showed 26% growth in the period under review. Following a
steep 10% decline between 1998 and 1999, value sales started to recover in 2000, and by 2001 were
slightly ahead of 1998 levels at £920 million. Between 2001 and 2002, value sales saw strong growth
at 21%, with high levels of consumer demand and a wide-range of well-priced jeans available.

By 2003 the market for jeans in the UK is estimated to reach £1,137 million. However, volume
growth, which came in at 43% over the review period, outstripped the 26% growth in value sales at
current prices over the same period, as a result of deflationary pressures affecting the UK retail
clothing market.

At constant prices, however, growth in the market over the period under review came in at 50%, twice
the growth seen at current prices. This gives an idea of the effect of price deflation in this particular
market, which has seen the average price of a pair of jeans consistently fall between 1998 and 2003, as
illustrated in Figure 7.
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FIGURE 3: EVOLUTION OF THE AVERAGE PRICE OF A PAIR OF JEANS, 1998-2003

Average price per pair £

22
20 -
18 | 18.05
16
1998 1999 2000 2001 2002 2003 (est)

Source: Mintel

Deflation has been a contributory factor and prices have fallen in real terms. Following a severe blip in
1999, caused by excessive discounting in mainstream retailing, average prices per pair have continued
to fall as foreign production has lowered costs of goods. However, the falling average price per pair
masks continuing changes in the overall structure of the market, which has been polarising.

Higher priced branded jeans have done relatively well and there has been buoyancy at this premium
end of the market. At the same time, the discount/value retailers, including Matalan, Asda and other
value-led stores, have continued to drive down prices for the mass market. This includes fashion as
well as classic styled jeans. Fashion jeans in outlets such as New Look also contributed to falling
prices.

Market overview

Despite a return to utility styling, denim remained popular for women in 2002, with jeans being used
for occasions from casual to going out. Top styles were washed out, low waisted/hipsters and boot cut.
Flares were also a feature of the women’s jeans look in 2002. In menswear, boot cut and tassel
finished jeans were popular fashion points in 2002. This has filtered down to the high streets from top
fashion brands like Dolce & Gabbana and was taken up by the mainstream Levi’s and Diesel brands.
Distressed and washed out denims were popular, following the women’s style trends.

In 2003, the combat look has become a hot fashion item and is expected to be popular for the
Spring/Summer season. The fashion themes move very quickly, however, and Autumn 2003 will see
different fashions emerging once more.
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FIGURE 4: UK RETAIL VOLUME SALES OF WOMEN’S JEANS, 1998-2003
Million units Index

1998
1999
2000
2001
2002
2003 (est)

Source: Mintel

Jeans began to compete for share of attention in the high streets and fashions moved very fast.
Suppliers recognised the potential of women’s jeans and innovations in fabric and finishes helped to
drive the market forward. Figure 14 presents value sales of women’s jeans between 1998 and 2003.

FIGURE 5: UK RETAIL VALUE SALES OF WOMEN’S JEANS, 1998-2003

£m Index £m at 1998 Index €m Index
prices

1998
1999
2000
2001
2002
2003 (est)

Source: Mintel

Value sales of women’s jeans grew by 69% between 1998 and 2003, faster than the total jeans market,
which in the same period saw value sales grow 26%. Following a 12% decline in value in 1999,
volume sales started to recover in 2000, as women’s jeans became an essential fashion item. Between
2000 and 2003, value sales progressed from £305 million to an estimated £461 million, mainly driven
by styles targeted at younger consumers. Embellished denim, faded washes, low slung waistlines and
flared legs were part of the fashion trend. Meanwhile, stretch fabrics in jeans continued to be an
important feature, helping to improve fit and comfort.
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The Supply Structure

Apparent consumption of denim jeans in the UK

The following figure is derived from Government statistics based on manufacturers sales, exports and
imports.

FIGURE 6: APPARENT CONSUMPTION OF DENIM JEANS IN THE UK, 1997-2001

Production Imports Exports Apparent
consumption*
m pairs £m m pairs £m m pairs £m m pairs £m
msp msp msp msp

1997
1998
1999
2000
2001

% change
1997/2001

* production plus imports minus exports

Source: Mintel

Production of denim jeans in the UK slumped dramatically over the period from 1997 to 2001 by
72.7% in terms of volume. This drop has come about because cheaper sources are available elsewhere
in the world. Compared with an average manufacturer selling price of £5.77 for a pair of imported
jeans, UK produced jeans had an average manufacturer selling price of £8.88. Unit prices coming in
from abroad are significantly below those prices that UK manufacturers could match. This has driven
down the price of many jeans in the market as a whole, and as a result, manufacturers have moved
their production abroad and retailers have begun to source private label jeans from overseas suppliers.
At the same time as UK production has slumped, there has been a corresponding 63.3% jump in
volume of imports. Because of the slide of UK manufacturing, exported goods from the UK have also
declined by 47.1% in terms of volume. Volume of exports and home production balanced out in 2001.

The analysis shows that apparent consumption of jeans actually declined gradually until 2000,
although the year 2001 saw an increased consumption of denim. This coincides with the uplift in
denim sales in the UK as fashion switched once again towards denim jeans styles. Although the
apparent consumption ended the period 10.2% higher in terms of volume, the total amount at
manufacturers’ prices was 32.7% lower. This illustrates the huge effect that price deflation has had in
the sector.

The increased demand in 2001 compared with 2000 was significant, both in uplift in number of pairs
and the uplift in consumption at manufacturers selling price. At manufacturer prices, apparent
consumption jumped by almost a quarter in 2001 compared with 2000. At the time of writing this
report, complete data for 2002 are not available. Early indications appear to show that demand
continued to be strong in 2002 with sales of men’s and women’s product both ahead of 2001. It is
worth noting that at the end of 2002, retail demand for clothing as a whole appeared to be cooling and
many large retailers were left with heavy stock levels.
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Companies and Brands

Market shares

The market for jeans is becoming increasingly fragmented and segmented, with a variety of brands
addressing different consumer groups within the market as a whole, as illustrated in Figure 19.

FIGURE 7: BRAND SHARES BY VALUE IN THE UK JEANS MARKET, 2000 AND 2002

2000 2002
£m % £m %

Levi's
Marks & Spencer
Lee
Wrangler
Diesel
Pepe

Next

CK Jeans
Gap

Easy
Falmer

Lee Cooper

Other own/private label
Other brands

Total

Source: Mintel

The long established Levi’s brand remains the leading jeans brand in the UK in 2002. Levi’s has
maintained its brand share of the market through new product development and very high levels of
publicity. The Lee and Wrangler brands belonging to VF Corporation have lost market share. Diesel
has performed especially well in the market because of its youthful appeal and innovative design.
Diesel has attracted a host of copiers with very many stylish youth brands now addressing this segment
of the market. This is putting Diesel under market share pressure and other gains are being witnessed,
with brands like Miss 60, Pepe and other fashion brands. Gap, which has been a market leader in the
UK, has been struggling to satisfy its consumers. Its market share held up fairly well because of higher
levels of discounting in 2001 and 2002 as the company reduced goods in order to shift over stocks.
The leading private labels in jeans in the UK are from Next, Marks & Spencer, Gap and others. Falmer
is now owned by Matalan. This has been continuing to benefit from the success of the parent stores.
Matalan is re-addressing its merchandising strategy in order to give greater prominence and brand
awareness for the brands that it has been buying, including more recently the Lee Cooper brand.
Consumers were asked the following questions:
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"If you were to buy a pair of denim jeans, which of the following would you consider
important?”

"And which, if any, of these statements about denim jeans do you agree with?"

Figure 25 shows the top line responses for the factors that consumers consider important when they
buy jeans.

FIGURE 8: FACTORS IMPORTANT IF CONSUMERS WERE TO BUY JEANS, BY GENDER, NOVEMBER 2002
Base: 2,012 adults aged 15+

All Men Women
% % %

Traditional/classic style
Latest fashion

Retailer's own brand

Jeans brand

Designer brand

Stretch style fabric
Distressed/faded/dirty denim
Flared jeans

Hipster style

Baggy shape eg skate
Ripped/cut/zigzag hem/frayed hem etc
Embroidered/embellished
Cropped leg length

Tie-died or similar

Not bought in last year
Never wear denim jeans
Don’t know

Source: BMRB/Mintel 2002

There are distinct differences between men’s and women’s attitudes towards jeans. Although 25% of
women claim never to wear jeans, the responses clearly demonstrate that those who do are motivated
by fashion and styling considerations. The latest fashion is for hipster styling and flared legs and this is
highly evident in the response among women. There are clear contrasts between men’s and women’s
attitudes. Far more women than men claim to look for the latest fashion and are motivated by fashion
styling like flared jeans and hipster shapes. Meanwhile men are significantly more motivated by the
brand. Many more men than women will look for a specific jeans brand and a high proportion will also
seek out designer branding. Men are more likely than women to wear jeans altogether, with only 17%
of men claiming that they never wear jeans. Although fashion is very important in the current jeans
market, traditional and classic style jeans still have life left in them. This is clearly demonstrated by the
very high 30% of men and 24% of women who look for traditional and classic styling when they buy
jeans.

The next Figure examines those factors that are most important to men when shopping for jeans.
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FIGURE 9: ATTITUDES TOWARDS JEANS, JEANS WEARERS, BY GENDER, NOVEMBER 2002

All Men Women
Base: all who ever wear denim jeans

You can wear jeans anywhere these days

| have different jeans for kicking about at home or going out
Brand is less important than a good price

| would never think of paying a high price for jeans

| have a favorite jeans brand

Jeans are only suitable for certain occasions

I am happy for my wife/partner/husband/mother to buy jeans
for me

It is important to have a range of different jeans

I think it is worth paying more for a fashionable or designer
brand

Jeans make me feel stylish

Jeans make me feel slim

Jeans make me feel young

| like to wear the same jeans as my friends

Don’t know

None of these

Source: BMRB/Mintel

Jeans are regarded by many as a very acceptable item of clothing. In the past jeans have been excluded
from certain nightclubs, pubs and even from casual wear in offices. However, these days around 48%
of all consumers consider that you can wear jeans anywhere. This having been said, different jeans are
used for different occasions. Slightly fewer consumers agree that they have different jeans for kicking
about in at home compared to those that they use for going out. Almost one in five consumers consider
that jeans are only suitable for certain occasions. This makes the styling of jeans a very important
issue. Consumers are likely to have a range of smarter jeans, older jeans or more up to date jeans that
they consider are right for making them feel stylish and for going out in.

Although brands are clearly very important in the jeans market, one of the highest responses is that
brand is less important than a good price. For around a third of consumers, price is clearly an issue
when buying jeans. These consumers will be catered for by Matalan, George at Asda and other stores
selling value jeans. While branding in jeans is an issue, brand loyalty is also something which is
important to the brand houses. Men are slightly more inclined than women to have a favourite brand of
jeans and this is a highly relevant factor in the research as a whole.

Men and women have very different shopping habits. Many research surveys conducted by Mintel
underline the importance in the men’s market of women shopping for men. A quarter of men who
wear denim jeans agree that they are happy for their wife or partner to buy jeans for them. This shows
that for many men having somebody else to go shopping for them is a very relevant factor in their
lives. It is much less likely that women are happy for someone else to go and buy jeans for them.

Although a lot of people do have different jeans for kicking around in and for going out in, relatively
few think it is important to have a range of different jeans. This would appear to imply that the kicking
around variety tend to be an older version of jeans rather than a different styling. Jeans are certainly a
fashion and style statement for many, although relatively few in this survey consider that jeans make
them feel stylish. For women, however jeans have the added advantage of making many feel slim.
Some 12% of women who wear jeans think that jeans make them feel slim, while a similar proportion
consider that jeans make them feel young. Consumers like to be individuals these days and relatively
few agree with the statement that they like to wear the same jeans as their friends.
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