
 
 
 
 
 

Overview and Marketing Guide on Switzerland 
and the Major Markets in the European Union 

 
 
 
 
 
 
 

OUTERWEAR 
 
 
 

 



Publisher
SIPPO
Swiss Import Promotion Programme
Stampfenbachstrasse 85, P.O. Box 492
CH-8035 Zurich, Switzerland
Tel. +41 1 365 5200 
Fax +41 1 365 5202
info@sippo.ch
www.sippo.ch

Authors
Jürgen Pack, J. P. Consulting
Brückner Mauspfad 623,
D-511109 Cologne, Germany

Gisela Lang, SIPPO 

Revision
Corinne Bammerlin de Castro,
Traductora Pública Juramentada
Jr. Bolivar 161, of. 3A, Miraflores
Lima – Peru

Layout 
Zollinger AG
Zürichstrasse 16, CH-8134 Adliswil,
Switzerland

Edition
1st Edition, Zurich, December 2002

Disclaimer
The information provided in this survey is
believed to be accurate at the time of
writing. It is, however, passed on to the
reader without any responsibility on the
part of the publishers or the authors and
it does not release the reader from the
obligation to comply with all applicable
legislation. 

Neither the publishers nor the authors of
this publication make any warranty,
expressed or implied, concerning the
accuracy of the information presented,
and will not be liable for injury or claims
pertaining to the use of this publication
or of the information contained therein. 

No obligation is assumed for updating or
amending this publication for any rea-
son, be it new or contrary information or
changes in legislation, regulation or juris-
diction. 

Imprint



CONTENTS

1 INTRODUCTION 10
1.1 BACKGROUND AND METHODOLOGY OF THE MARKET

SURVEY 10
1.2 PRODUCT GROUPS ANALYSED 10

2 FRANCE 13
2.1 GENERAL ECONOMIC SITUATION 13
2.2 THE MARKET FOR OUTERWEAR 13
2.2.1 Market size 13
2.2.2 Market characteristics 13
2.2.3 Demographic Characteristics 14
2.2.4 Retail Sales by product category 15
2.2.5 Consumer behaviour 16
2.2.5.1 Consumer preferences 16
2.2.5.2 Consumer expenditures 18
2.2.6 Price development of clothing 19
2.3 IMPORTS 20
2.3.1 Total imports 20
2.3.2 Outward Processing Trade (OPT) 23
2.3.3 Largest suppliers of outerwear 24
2.4 TRADE STRUCTURE 26
2.4.1 Developments in the retail trade 26
2.4.2 Leading retailers 26
2.4.3 Distribution Channels 28
2.4.3.1 Retailers 28
2.4.3.1.1 Independent specialised retailers 29
2.4.3.1.2 Clothing multiples 29
2.4.3.1.3 Department-stores 29
2.4.3.1.4 Mail-order houses 29
2.4.3.1.5 Textile discounters 30
2.4.3.1.6 Grocery super- and hypermarkets 30
2.4.3.1.7 Others 30
2.4.3.2 Sales Intermediaries 30
2.4.3.2.1 Clothing Manufacturers 30
2.4.3.2.2 Central buying associations 31
2.4.3.2.3 Sales Agents 31
2.4.3.2.4 Importers/wholesalers 31
2.5 FRENCH FASHION TRADE FAIRS 31
2.6 LIST OF MAJOR BUYERS OF LADIES’, MEN’S AND CHILDREN’S

WEAR IN FRANCE 33

1



3 GERMANY 47
3.1 GENERAL ECONOMIC SITUATION 47
3.2 THE MARKET FOR OUTERWEAR 47
3.2.1 Market size 47
3.2.2 Market characteristics 47
3.2.3 Demographic characteristics 48
3.2.4 Retail sales by product category 49
3.2.5 Consumer behaviour 50
3.2.5.1 Consumer preferences 51
3.2.5.2 Consumer expenditure 52
3.2.6 Price developments of clothing 54
3.3 IMPORTS 54
3.3.1 Total imports 54
3.3.2 Outward Processing Trade (OPT) 58
3.3.3 Largest suppliers of outerwear 59
3.4 TRADE STRUCTURE 60
3.4.1 Developments in the retail trade 60
3.4.2 Leading retailers 61
3.4.3 Distribution channels 63
3.4.3.1 Retailers 64
3.4.3.1.1 Independent specialised retailers 64
3.4.3.1.2 Clothing multiples 64
3.4.3.1.3 Department stores 64
3.4.3.1.4 Mail order houses 65
3.4.3.1.5 Textile discounters 65
3.4.3.1.6 Grocery super- and hypermarkets 65
3.4.3.1.7 Others 65
3.4.3.2 Sales intermediaries 66
3.4.3.2.1 Clothing manufacturers 66
3.4.3.2.2 Central buying associations 66
3.4.3.2.3 Sales agents 66
3.4.3.2.4 Importers/wholesalers 66
3.5 GERMAN FASHION TRADE FAIRS 67
3.6 LIST OF MAYOR BUYERS OF MEN’S, LADIES’ AND CHILDREN’S

WEAR IN GERMANY 70

4 ITALY 83
4.1 GENERAL ECONOMIC SITUATION 83
4.2 THE MARKET FOR OUTERWEAR 83
4.2.1 Market size 83
4.2.2 Market characteristics 84
4.2.3 Demographic Characteristics 85
4.2.4 Retail sales by product category 86
4.2.5 Consumer behaviour 87
4.2.5.1 Consumer preferences 87
4.2.5.2 Consumer expenditures 89
4.2.6 Price developments of clothing 92
4.3 IMPORTS 92

2



4.3.1 Total imports 92
4.3.2 Outward Processing Trade (OPT) 95
4.3.3 Largest suppliers of outerwear 97
4.4 TRADE STRUCTURE 99
4.4.1 Developments in the retail trade 99
4.4.2 Leading Retailers 100
4.4.3 Distribution Channels 101
4.4.3.1 Retailers 101
4.4.3.1.1 Independent specialised retailers 102
4.4.3.1.2 Clothing multiples 102
4.4.3.1.3 Department/variety stores 102
4.4.3.1.4 Mail-order houses 102
4.4.3.1.5 Textile discounters 103
4.4.3.1.6 Grocery super- and hypermarkets 103
4.4.3.1.7 Others 103
4.4.3.2 Sales Intermediaries 103
4.4.3.2.1 Clothing Manufacturers 103
4.4.3.2.2 Sales Agents 103
4.4.3.2.3 Importers and wholesalers 104
4.5 ITALIAN FASHION TRADE FAIRS 104
4.6 LIST OF MAJOR BUYERS OF LADIES, MEN’S AND CHILDREN’S

WEAR IN ITALY 106

5 SPAIN 119
5.1 GENERAL ECONOMIC SITUATION 119
5.2 THE MARKET FOR OUTERWEAR 119
5.2.1 Market size 119
5.2.2 Market characteristics 121
5.2.3 Demographic Characteristics 121
5.2.4 Retail sales by product category 122
5.2.5 Consumer behavior 123
5.2.5.1 Consumer preferences 123
5.2.5.2 Consumer expenditures 124
5.2.6 Price development of clothing 126
5.3 IMPORTS 126
5.3.1 Total imports 126
5.3.2 Outward Processing Trade (OPT) 130
5.3.3 Largest suppliers of outerwear 130
5.4 TRADE STRUCTURE 132
5.4.1 Developments in the retail trade 132
5.4.2 Leading retailers 133
5.4.3 Distribution channels 136
5.4.3.1 Retailers 136
5.4.3.1.1 Independent specialized retailers 137
5.4.3.1.2 Clothing multiples 137
5.4.3.1.3 Department stores 138
5.4.3.1.4 Mail-order houses 138
5.4.3.1.5 Textile discounters 138

3



5.4.3.1.6 Grocery super- and hypermarkets 139
5.4.3.1.7 Others 139
5.4.3.2 Sales Intermediaries 139
5.4.3.2.1 Clothing Manufacturers 139
5.4.3.2.2 Central Buying Associations 139
5.4.3.2.3 Sales Agents 140
5.4.3.2.4 Importers/wholesalers 140
5.5 SPANISH FASHION TRADE FAIRS 140
5.6 LIST OF MAJOR BUYERS OF LADIES, MEN’S AND CHILDREN’S

WEAR IN SPAIN 142

6 SWITZERLAND 151
6.1 GENERAL ECONOMIC SITUATION 151
6.2 THE MARKET FOR OUTERWEAR 152
6.2.1 Market size 152
6.2.2 Market characteristics 153
6.2.3 Demographic Characteristics 153
6.2.4 Retail sales by product category 155
6.2.5 Consumer behaviour 157
6.2.5.1 Consumer preferences 157
6.2.5.2 Consumer expenditures 158
6.2.6 Price development of clothing 158
6.3 IMPORTS 159
6.3.1 Total imports 159
6.3.2 Outward Processing Trade (OPT) 161
6.3.3 Largest suppliers 161
6.4 TRADE STRUCTURE 162
6.4.1 Developments in the retail trade 162
6.4.2 Leading retailers 163
6.4.3 Distribution channels 167
6.4.3.1 Retailers 167
6.4.3.1.1 Independent specialised retailers 168
6.4.3.1.2 Clothing multiples 168
6.4.3.1.3 Department-stores 169
6.4.3.1.4 Mail-order houses 169
6.4.3.1.5 Textile discounters 170
6.4.3.1.6 Grocery super- and hypermarkets 170
6.4.3.1.7 Others 170
6.4.3.2 Sales Intermediaries 171
6.4.3.2.1 Clothing Manufacturers 171
6.4.3.2.2 Central buying associations 171
6.4.3.2.3 Sales Agents 171
6.4.3.2.4 Importers/wholesalers 171
6.5 SWISS FASHION TRADE FAIRS 172
6.6 LIST OF MAJOR BUYERS OF LADIES’, MEN’S AND CHILDREN’S

WEAR IN SWITZERLAND 173

4



7 UNITED KINGDOM 187
7.1 GENERAL ECONOMIC SITUATION 187
7.2 THE MARKET FOR OUTERWEAR 187
7.2.1 Market size 187
7.2.2 Market characteristics 189
7.2.3 Demographic characteristics 190
7.2.4 Retail Sales by product category 192
7.2.5 Consumer behaviour 192
7.2.5.1 Consumer preferences 194
7.2.5.2 Consumer expenditures 196
7.2.6 Price development of clothing 197
7.3 IMPORTS 197
7.3.1 Total imports 200
7.3.2 Outward Processing Trade (OPT) 201
7.3.3 Largest suppliers of outerwear 202
7.4 TRADE STRUCTURE 202
7.4.1 Developments in the retail trade 203
7.4.2 Leading retailers 205
7.4.2.1 Retailers 205
7.4.2.1.1 Independent specialised retailers 205
7.4.2.1.2 Clothing multiples 205
7.4.2.1.3 Department stores 206
7.4.2.1.4 Mail-order houses 207
7.4.2.1.5 Textile discounters 207
7.4.2.1.6 Grocery super- and hypermarkets 207
7.4.2.2 Sales Intermediaries 208
7.4.2.2.1 Clothing Manufacturers 208
7.4.2.2.2 Central Buying Associations 208
7.4.2.2.3 Sales Agents 208
7.4.2.2.4 Importers/wholesalers 209
7.5 UK FASHION TRADE FAIRS 209
7.6 LIST OF MAJOR BUYERS OF LADIES, MEN’S AND CHILDREN’S

WEAR IN GREAT BRITAIN 211

5



LIST OF TABLES

Table 2–1 Size of the French clothing market, 2001 13
Table 2–2 Consumption of womenswear by age group (in % of total

consumption), 2000 15
Table 2–3 Market shares of outerwear by sex, 2000 15
Table 2–4 Turnover of womenswear by product categories, 1999–2000 16
Table 2–5 Sales of womenswear by product categories, 1999–2000 16
Table 2–6 Market shares of clothing retail channels by sex, 2000 17
Table 2–7 Structure of household spending in France, 1997–1999 18
Table 2–8 Consumer expenditures on clothing by sex, 1997–1999 19
Table 2–9 Price development of womenswear, 1999–2000 19
Table 2–10 Price development of imported outerwear, 1999–2001 19
Table 2–11 Imports of knitted outerwear by sex and product categories,

1999–2001 21
Table 2–12 Imports of woven outerwear by sex and product categories,

1999–2001 22
Table 2–13 Largest supplying countries of OPT outerwear, 1999–2001 23
Table 2–14 Largest supplying countries of outerwear, 1999–2001 25
Table 2–15 Largest clothing retail chains by number of outlets, 2000 27
Table 2–16 Leading clothing retailers by turnover and market share, 2000 27
Table 3–1 Outerwear turnover by sex and product categories, 1998–2000 50
Table 3–2 Most preferred types of clothing retail channels by region,

sex and age, 1999/2000 51
Table 3–3 Consumer patterns with regard to interest in fashion, purchase

timing brand awareness and bargains by sex, 2001 52
Table 3–4 Expenditures on clothing per capita by product categories, 2000 53
Table 3–5 Household spending on clothing (in % of total spending),

1994–2000 54
Table 3–6 Womenswear: Average retail prices by product categories,

1997/2001 54
Table 3–7 Menswear: Average retail prices by product categories,

1997/2001 54
Table 3–8 Clothing price index relative to national consumer price index,

1998–2000 55
Table 3–9 Imports of knitted outerwear by sex and product categories,

1999–2001 56
Table 3–10 Imports of woven outerwear by sex and product categories,

1999–2001 57
Table 3–11 Largest supplying countries of OPT outerwear, 1999 – 2001 58
Table 3–12 Largest supplying countries of outerwear, 1999–2001 59
Table 3–13 Nominal development in clothing turnover according to retail size,

1999–2000 61
Table 3–14 Leading textiles retailers by turnover, 1999–2000 62
Table 3–15 The winners in clothing retail, 2000 63
Table 3–16 The losers in clothing retail, 2000 63

6



Table 3–17 Structure of the textile/clothing retail market, 2000 64
Table 4–1 Size of the Italian womenswear market, 1998–2001 84
Table 4–2 Size of the Italian menswear market, 1999–2000 84
Table 4–3 Shares of outerwear by sex, 1999 87
Table 4–4 Clothing retail channels by market shares, 1995–1999 88
Table 4–5 Consumption of fibers, 1998–2000 89
Table 4–6 Comparison of the household income and the structure of

household spending by region, 1998–2000 90
Table 4–7 Comparison of household income and household spending on

clothing and footwear by household size, 2000 91
Table 4–8 Comparison of household income and spending by types of

household and professional status, 1999 91
Table 4–9 Imports of knitted outerwear by sex and product categories,

1999–2001 93
Table 4–10 Imports of woven outerwear by sex and product categories,

1999–2001 95
Table 4–11 Largest supplying countries of OPT outerwear, 1999–2001 96
Table 4–12 Largest supplying countries of outerwear, 1999–2001 98
Table 4–13 Italian fashion trade fairs 105
Table 5–1 Development of the Spanish clothing industry in comparison to

other EU countries, 1999/2000 120
Table 5–2 Size of the Spanish textile and clothing market, 1998–2000 121
Table 5–3 Where the Spaniards shop for clothing, 2001 124
Table 5–4 Apparent consumption of knitwear and woven apparel

(at manufacturers’ prices), 1999 125
Table 5–5 Imports of knitted outerwear by sex and product categories,

1999–2001 128
Table 5–6 Imports of woven outerwear by sex and product categories,

1999– 2001 129
Table 5–7 Largest supplying countries of outerwear, 1999–2001 131
Table 5–8 Main supplying countries of knitwear for women and girls in

shares, 1999 132
Table 5–9 Main supplying countries of woven apparel for women and girls

in shares, 1999 132
Table 5–10 Leading clothing manufacturers by turnover, 1999 135
Table 5–11 Principal womenswear franchising chains by number of outlets,

2000 136
Table 5–12 Clothing retail channels by turnover and market shares, 1999 137
Table 6–1 Key indicators of the Swiss Economy, 1999–2002 151
Table 6–2 Size of the Swiss Clothing Market, 1999–2002 153
Table 6–3 Age structure of the Swiss population by sex and age groups,

1998–2000 154
Table 6–4 Index of clothing turnover by product categories, 1990–2000 157
Table 6–5 Household income by household types, 2000 158
Table 6–6 Imports of outerwear and underwear, 1999–2000 160
Table 6–7 Imports of outerwear and underwear by product categories,

2000 160
Table 6–8 Largest supplying countries of outerwear, 1998–2000 161
Table 6–9 Clothing retail channels by market shares, 1997 – 2000 168

7



Table 7–1 Size of the British womenswear market, 1997–2000 188
Table 7–2 Size of the British menswear market, 1997–2000 188
Table 7–3 Age structure of the British population in shares, 2000 190
Table 7–4 Shares of outerwear by sex, 2001 192
Table 7–5 Market shares of clothing retail channels by sex, 2001 193
Table 7–6 Weekly household expenditure by age of head of household,

2000 195
Table 7–7 Imports of knitted outerwear by sex and product categories,

1999–2001 198
Table 7–8 Imports of woven outerwear by sex and product categories,

1999–2001 200
Table 7–9 Largest supplying countries of outerwear, 1999–2001 202
Table 7–10 Leading clothing retailers by turnover, 2001 204
Table 7–11 Overview of UK Fashion Trade Fairs 210

8



LIST OF FIGURES

Figure 2–1 Age structure of the French population by sex, 2000 14
Figure 2–2 Clothing imports, 1999–2001 20
Figure 2–3 Clothing retail channels by market shares, 2001 28
Figure 3–1 Age structure of the German population by sex, 2000 48
Figure 3–2 Where kids shop for clothing, 2001 52
Figure 3–3 Monthly household spending on clothing and shoes, 1998 53
Figure 4–1 Age structure of the Italian population by sex, 2000 85
Figure 4–2 Turnover of womenswear and menswear, 1997–2000 87
Figure 4–3 Consumption of womenswear and menswear, 1997–2000 89
Figure 4–4 Inflation rate of clothing and footwear relative to national inflation

rate, 1994–2000 92
Figure 4–5 Clothing retail channels by market shares, 1999 101
Figure 5–1 Age structure of the Spanish population by sex, 2000 122
Figure 5–2 Turnover of clothing and home textiles in shares, 2000 123
Figure 5–3 Apparent consumption of knitwear and woven apparel by sex

(at manufacturers’ prices), 1999 125
Figure 5–4 Clothing and textiles imports, 1997–2001 126
Figure 5–5 Shares of clothing imports by product categories, 1999 127
Figure 5–6 INDITEX – Principal clothing chains by number of stores and

market shares, 2001 134
Figure 5–7 Clothing retail channels by market shares, 2000 134
Figure 6–1 Age structure of the Swiss Population by sex, 2000 155
Figure 6–2 Clothing turnover by product categories, 2001 156
Figure 6–3 National consumer price index relative to clothing and footwear

price index, 1994–2001 159
Figure 6–4 Clothing imports, 1997–2001 159
Figure 6–5 Clothing and textiles turnover relative to turnover in all sectors,

1970–2001 163
Figure 6–6 Leading clothing retailers by market shares, 2000 166
Figure 6–7 Clothing retail channels by market shares, 2000 167
Figure 7–1 Age structure of the British population by sex, 2000 190
Figure 7–2 Clothing turnover by sex, 1996–2000 191
Figure 7–3 Comparison of household expenditure on clothing and total

household expenditure, 1994–2000 194
Figure 7–4 Inflation rate of clothing relative to national inflation rate,

1994–2000 197

9



10

1.1 BACKGROUND AND 
METHODOLOGY OF THE
MARKET SURVEY

This survey is designed for clothing man-
ufacturers from foreign countries wishing
to access the European market. The main
objective of this compendium about
Switzerland and the five major EU cloth-
ing markets is to provide first hand mar-
keting information about the respective
target markets for the exporter from
abroad. Secondly, a comprehensive list
of addresses helps to gain more detailed
information about the target market and
to establish first contacts. 

The handbook includes facts and key
data about consumption, imports, trade
structure, role of trade fairs and price
developments in the target markets. The
study is completed by a detailed list of
useful addresses at European level about
trade promotion organisations, trade
press, clothing fairs, industry federations,
centres for ecological issues etc. as well
as a detailed list of potential distribution
partners for each of the six countries
analysed. Furthermore, statistical market
information on consumption, imports,
information about trade structure as well
as prices and margins are provided.  

The countries selected for the survey are
Switzerland, Germany, France, Italy, Great
Britain and Spain. The information col-
lected for this study is the latest available
and should be used by the exporter as a
basis for further individual market
research to fully design the individual
market entry strategy and to establish
first contacts.  

The main sources of information for this
study were evaluation of press material,
research on internet, market reports,
Eurostat, information from other trade
promotion organisations, Chambers of
Commerce, importers and/or textile
associations etc. The sources are men-
tioned in the respective chapters. All
contact addresses listed in the
Appendices have been checked and
updated, additional information about
the clothing retailers and other potential
partners with products, number of out-
lets etc. is given for a more specific use
of the contacts.
Additionally, app. 20 personal interviews
with importers, experts etc. per country
analysed have been considered for this
survey. These comments have been con-
sidered mainly in the chapter consump-
tion trends, role of trade fairs and out-
look on future garment imports. 

1.2 PRODUCT GROUPS
ANALYSED

This market survey covers knitted and
woven outerwear and sportswear for
men, women and children. It should be
noted that in the official statistics no
difference is made between adults and
children, or in end use, such as conven-
tional, casual or leisure clothing. In the
analysis of the clothing imports, the dif-
ferentiation between sexes has been
made as far as possible. 
Underwear, nightwear, hosiery, swim-
wear, work wear as well as clothing
accessories and home textiles have not
been covered.

1 INTRODUCTION
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Within the EU statistical system products
are specified by the Harmonized Com-
modity Description and Coding System
(HS). These numbers clearly identify a
specific product. The product categories
covered by this study are: 

´ HS 61.01 until 61.14 (knitted or
crocheted)

´ HS 62.01 until 62.11 (woven) 

A more detailed description of the prod-
uct groups analysed can be taken from
the import statistics in all countries
analysed.

Switzerland has a national coding sys-
tem for the registration of imports and
exports, which nevertheless is based on
the HS code system of the European
Union. Thus, the HS codes referred to in
this study are also applicable for the
Swiss market.

Disclaimer

The information provided in this market
survey is believed to be accurate at the
time of writing. It is, however, passed on
to the reader without any responsibility
on the part of SIPPO or the authors and
the reader still has the obligation to
comply with all applicable legislation.

Neither SIPPO nor the authors of this
publication make any warranty, express
or implied, concerning the accuracy of
the information presented, and will not
be liable for injury or claims pertaining to
the use of this publication or the infor-
mation contained therein.
No obligation is assumed for updating or
amending this publication for any rea-
son, whether new or contrary informa-
tion or changes in legislation, regulations
or jurisdiction that should arise.


