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"While the US women’s clothing market is indeed large
and growing, the growth is incredibly stifled. Sales should
reach $170.6 billion this year, basically flat in comparison

to 2016. This continued slow pace is expected for the
foreseeable future."
Diana Smith, Associate Director - Retail & Apparel

This report looks at the following areas:

BUY THIS
o Market vitality is weak RE PO RT NOW
e The basics are broken
e Role of the physical store transforming
VISIT:
Younger generations, with their propensity to be more engaged and excited about clothes shopping, Sto re.m | nte| .COm

could revitalize the market as long as retailers offer apparel items they actually like and prices they are
willing to pay. From a marketing standpoint, brands need to maintain a maniacal focus on online
channels including mobile and social media to reach these young fashionistas. CALL:
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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The Amazon effect
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Give me the basics
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Being practical becomes more important as women age
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Clothes shopping is a passion area for many
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Figure 41: Percentage who enjoy clothes shopping, by key demographics, April 2017
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Attitudes related to cost

Shoppers have been trained not to pay full price
Figure 43: Cost-related attitudes, April 2017
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Nearly half of Millennials would consult their phone before a salesperson
Figure 44: Customer-service related attitudes, April 2017

In their words

Marketing opportunities

Shoppers seeking transparency and improved quality
Figure 45: Customer-service related attitudes, April 2017
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Influencers

Media carries huge influence
Figure 47: Influencers, April 2017

Social media is number one influencer among 18-24s
Figure 48: Top media influencers, by age, April 2017

Figure 49: Social media websites visited, by age, April 2017

Shoppable imagery moves online shoppers along the path to purchase

Desired Retail Improvements

Sizing improvements top the list
Figure 50: Desired retail improvements, April 2017

High-value customers reinforce importance of proper fit, quality merchandise, and in-store experience
Figure 51: Spending more, by select desired retail improvements, April 2017

TURF analysis provides quantitative support for maximizing reach
Figure 52: TURF Analysis - Desired retail improvements, April 2017
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