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“As women, particularly the main clothes shoppers aged
under-35-years-old, increasingly favour browsing for
clothes online rather than wandering the high street,

websites that allow customers to play around with outfit
building and use editorial content to promote the latest

trends will encourage shoppers to buy the look and drive
average basket size.”

– Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:

• How has the womenswear market performed?
• Who stands out as the winners in the womenswear market?
• What are the main opportunities for growth?
• What are the opportunities for the online womenswear sector?]

The womenswear market has grown substantially recently, as women continue to prioritise buying new
clothes over other areas of spend. While women’s clothing sales have risen over the last five years,
growth in 2013 has been impacted by high levels of discounting.

Women have become savvier shoppers following the economic downturn and this has impacted their
clothes shopping behaviour, with over half preferring to wait for sales/special offers than pay full price
for clothes.

Young women continue to drive fashion sales, placing such high importance on the latest trends that
despite being under increasing financial pressure, they continue to spend their extra money on
updating their wardrobes. Future growth opportunities for the sector, however, will come from the
rising 25-34-year-old demographic, who are as keen clothes shoppers as their younger counterparts,
and the ageing female population who are becoming more style aware and confident about what they
wear.
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