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“UK designer fashion has likely benefitted from increased
inbound tourism, with an uplift in overseas residents
heading to the UK to shop as they look to take advantage of
a weak Sterling. The outlook for domestic consumers is
more challenging and designer fashion retailers will need
to work hard to sustain growth.”

— Samantha Dover, Retail Analyst

This report looks at the following areas:

BUY THIS

e Encouraging more frequent purchases RE PO RT NOW
e Tapping into online fashion shoppers
e Opportunities to drive higher-value purchases VISIT
This Report looks at purchasing of high-end designer fashion brands such as Burberry, Michael Kors, store.m i nte| .COom
Gucci and Jimmy Choo etc. We are not including premium high-street brands such as Ted Baker,
Whistles or Reiss.

CALL:
- The Report includes: clothing, footwear, underwear, nightwear, handbags, watches, jewellery and EMEA

other fashion accessories. +44 (0) 20 7606 4533

- The Report excludes: luggage, purses, wallets and eyewear.
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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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High street collaboration trend continues
Figure 28: H&M x Erdem, 2017
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Figure 29: Harvey Nichols menswear department, 2016

Advertising and Marketing Activity

Louis Vuitton is the highest spending advertiser
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Press remains the biggest media channel
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12-17
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Gifting higher among parents
Figure 39: Who designer fashion items were bought for in the last 3 years, by parental status, August 2017

Frequency of Purchase

A third buy once a year or less
Figure 40: Frequency designer fashion items were bought in the last 3 years, August 2017

Men shop more frequently
Figure 41: Frequency designer fashion items were bought in the last 3 years, by gender, August 2017

The 25-34s most likely to shop monthly
Figure 42: Frequency designer fashion items were bought in the last 3 years, by age, August 2017

How and Where They Shop

Online purchasing almost level with in-store
Figure 43: How designer fashion items were bought in the last 3 years, August 2017

Department stores attract most shoppers
Figure 44: Where designer fashion items were bought in the last 3 years, August 2017

Women more likely to shop via brand’s official website
Figure 45: Where designer fashion items were bought in the last 3 years, by gender, August 2017

Pureplays popular with 25-34s
Figure 46: Where designer fashion items were bought in the last 3 years, by age, August 2017

One in four affluent ABs shop at designer outlets
Figure 47: Where designer fashion items were bought in the last 3 years, by socio-economic status, August 2017

Footwear buyers more likely to shop online
Figure 48: How designer fashion items were bought in the last 3 years, by what they bought, August 2017

Jewellery shoppers buy direct from brand
Figure 49: Where designer fashion items were bought in the last 3 years, by what they bought, August 2017

Retailer loyalty high
Figure 50: Repertoire of where designer fashion items were bought in the last 3 years, August 2017

Important Factors When Purchasing

Quality most important to consumers
Figure 51: Important factors when buying designer fashion, August 2017

Women want items to coordinate with their wardrobe
Figure 52: Important factors when buying designer fashion, by age and gender, August 2017

Customer service important to older men
Figure 53: Important factors when buying designer fashion, by age and gender, August 2017

Parents buy into brand names
Figure 54: Important factors when buying designer fashion, by parental status, August 2017

Attitudes towards Designer Fashion

Demand for craftsmanship high
Figure 55: Attitudes towards designer fashion, August 2017
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Magazines still inspire older Millennials to purchase
Figure 56: Agreement with attitudes towards designer fashion, by age, August 2017

Men more willing to pay more for British fashion
Figure 57: Agreement with attitudes towards designer fashion, by gender, August 2017

Rental services most likely to resonate with young

Figure 58: Agreement with attitudes towards designer fashion, by age, August 2017
Renting designer fashion - CHAID analysis
Methodology

Online shoppers interested in renting designer fashion
Figure 59: Designer fashion - CHAID - Tree output, August 2017

Figure 60: Designer fashion - CHAID - Table output, August 2017
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