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“Growth in the market is slowing as young women spend
less on clothes. Outperforming the market have been the
fashion pureplays. Social media plays an important role in
fashion purchasing, and without a physical store presence,
the pureplays have been highly innovative in building up a
social dialogue with young shoppers, while offering the
value for money that they seek.”

— Alice Goody, Retail Analyst
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Figure 40: Where young people shop for clothes, either in-store or online, October 2016

New Look still heavily biased towards women
Figure 41: Where young people shop for clothes, either in-store or online, by gender, October 2016
Topman stands out for men’s fashion
Popularity of sports stores presents scope for men’s active ranges
Trend data — Who has gained online shoppers?
Amazon becomes the top online fashion retailer
ASOS and the fashion pureplays gain the most shoppers
Figure 42: Where young people shop for clothes online, September 2014 and October 2016
Trend data — Who has gained overall?
H&M sees surge in shoppers
Figure 43: Where young people shop for clothes in-store or online, September 2014 and October 2016
Zara grows on the back of fast reaction to trends
Repertoire analysis
Four in 10 young women shop at five or more retailers

Figure 44: Repertoire of retailers used in store, by gender, October 2016

Young men show greatest loyalty online
Figure 45: Repertoire of retailers used online, by gender, October 2016

Influences on Clothing Purchases

Value for money is a top concern
Figure 46: Factors that influence the clothing young people buy, by gender, October 2016
The issue of weather and seasonal fashion
Seasonal events key to driving purchases among young women
Friends more of an influence than celebrities

Teens most concerned with how they look on social media

Interaction with Fashion Brands on Social Media

Opportunity to drive content co-creation
Figure 47: Interactions with fashion brands on social media in the last 6 months, by gender, October 2016

One in 10 young women have bought fashion through social media

Engaging with young men on social media

Attitudes towards Fashion Online

Young people seek out influencers of their age
Figure 48: Attitudes towards buying and browsing for fashion online, by gender, October 2016
Whatsapp set to play a bigger role in online customer service
Social shopping and personalisation could ease online browsing
Security of buying through social media a concern for young women

Figure 49: Attitudes towards fashion brands’ activity on social media, by gender, October 2016

Young consumers demand relevant adverts

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748923/
mailto:reports@mintel.com

Youth Fashion - UK - December 2016

MINTEL

Report Price: £1995.00 | $2490.76 | €2354.10

The above prices are correct at the time of publication, but are subject to

change due to currency fluctuations.

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Forecast methodology

BUY THIS

REPORT NOW

VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094
Americas +1 (312) 943 5250 | China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100 |

EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748923/
mailto:reports@mintel.com

	Youth Fashion - UK - December 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Drivers
	Companies and Brands – What You Need to Know
	Retail Competitor Analysis
	Launch Activity and Innovation
	Advertising and Marketing Activity
	Social Media Activity
	Space Allocation Summary
	Retail Product Mix
	Brand Research
	The Consumer – What You Need to Know
	Where Young People Shop for Clothes
	Influences on Clothing Purchases
	Interaction with Fashion Brands on Social Media
	Attitudes towards Fashion Online
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – Market Size and Forecast



