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Apparel b a global market

PackagedFood 2,0
Second largest Apparel I 1.2 6%
consumer Home and Garden 0,9
|ndustry Tobacco 0,7
Alcoholic Drinks 0,6
Consumer Electronies 0,6
PersonalAccessories 0,5

Soft Drinks 0,5

Globalgrowth
6%
2012R2017

Beauty and Personal Care 0,4 2012 2017

Consumer Appliances 0,4

Note: Globalretail value2017( U T )
Note: Overallgrowth, constant prices, fixed 2017 exchange rates
Source: Euromonitor
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Market with big growth

Market growth outlook
10%
2017- 2022

apparelretail value( U T)

10%

1.2 1.3

2017

2022e

Note: overallgrowth, constant prices, fixed 2017 exchange rates
Source: Euromonitor

Strong online
penetration and
growth

online penetration (%)
apparel

20-25%
16%
7%
2022e

2012 2017

potential

1. 7%

H&M group
global marketshare
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A market in transformation

Tech
as the
catalyst

Changing ' Changing
customer competitive
behaviour landscape




Changing customer behaviour
b higher expectations




The competitive landscape is changing

Big online New Niche online

platforms

business

models players
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