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This report looks at the women'’s fashion market in 2011, analysing where women buy
clothes from, how frequently they go shopping and assessing their attitudes towards
shopping for clothes and their motivations for buying new garments.

Over half of women (55%) like to dress in a fashionable way. Interest
in fashion peaks among 16-24s (73%) and remains high among
25-44s (62%).
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Women are increasingly looking for promotions, with almost six in
ten (56%) mostly buying clothes on sale or special offer.
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