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This report looks at the following areas:

+ What factors would help to enhance a consumer’s experience when “Value for money is still the

shopping both in-store and offline? key factor driving consumers
* Who are the key retailers operating in the NI and Rol clothing market?

when buying clothing in 2014,

¢ What impact have changes in the cost of clothing had on the Irish clothing ] ]
retail market? to the benefit of retailers who
« Will increasing consumer confidence help to boost how often and how offer lower-cost clothing.

much consumers spend when shopping for clothes? Moving forward, mcking

The Irish clothing retail market has turned the corner in 2014, seeing a slight improvements to the overall
growth in sales. However, consumers remain focused on saving money, with the shopping experience, such as
jority of thin th ket ing f \ in value-orient: S ;
mgpﬂ y of growth in the market coming from sales made in value-oriented better fitting rooms, might
retailers.
help to attract more

Moving forward as the economic conditions in Ireland improve, Mintel expects consumers towards higher-
fo see slow growth as consumers remain cautious. To encourage more end retailers.”- Brian
consumers in-store, shops need to examine how they can improve the overall .

. . . . 4 4 . O’Connor, Production
shopping experience — from including more variety and sizes of clothing to

improving displays. Manager
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Benetton Group
Debenhams
Dunnes Stores
H&M

Inditex Group
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Next
Primark/Penneys
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Monsoon
Matalan
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Amazon
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THE CONSUMER - USAGE OF CLOTHING RETAILERS

Key points

Value appeals most to Irish consumers when choosing
where to shop for clothing

Figure 21: Retailers shopped in for clothes in the last 12
months, in-store and online, NI and Rol, October 2014
Primark/Penneys attracting the highest level of customers
Figure 22: Consumers that have shopped with Primark/
Penneys (in-store) in the last 12 months, by gender and age,
NI and Rol, October 2014

Tesco and Asda top NI supermarkets for clothing retail
Figure 23: Consumers that have shopped with Tesco and
Asda (in-store and online) in the last 12 months, NI and Rol,
October 2014

Tesco appeals to parents

Figure 24: Consumers that have shopped with Tesco (in-store)
in the last 12 months, by age of children in household, NI and
Rol, October 2014

Figure 25: Consumers that have shopped with Tesco (in-store)
in the last 12 months, by age, NI and Rol, October 2014
Dunnes is the dominant department store in Rol

Figure 26: Consumers that have shopped with Dunnes (in-
store) in the last 12 months, by gender, age and social class,
NI and Rol, October 2014

Half of Rol and a quarter of NI consumers have not shopped

online for clothing
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Figure 27: Consumers who have not shopped online for
clothing in the last 12 months, by age, NI and Rol, October
2014

* Amazon and eBay most used online retailers
Figure 28: Consumers who shopped online for clothing with
Amazon and eBay in the last 12 months, by social class, NI and
Rol, October 2014

THE CONSUMER - FACTORS TO IMPROVE SHOPPING
EXPERIENCE ONLINE AND OFFLINE

* Key points

« Wider size range the big issue
Figure 29: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, NI and Rol, October 2014

« Strong demand for better availability of sizes
Figure 30: Consumers who feel better availability of sizes
would improve their shopping experience (online or offline)
when shopping for clothes, by social class, NI and Rol,
October 2014

* Improving displays would attract more online consumers in-
store
Figure 31: Consumers who feel improved clothes displays in-
store (eg tidiness, amount of clothes on racks) would improve
their shopping experience (online or offline) when shopping
for clothes, by daily internet usage, NI and Rol, October 2014

» Clearer store layout would help bring more men in-store
Figure 32: Consumers who feel clearer store layout (eg better
sighage, more space, product location) would improve their
shopping experience (online or offline) when shopping for
clothes, by gender, NI and Rol, October 2014

» NI shoppers more likely to want better apps
Figure 33: Ownership of devices, NI and Rol, October 2014
Figure 34: Consumers who feel better smartphone/tablet
apps (eg with stock availability) improve their shopping
experience (online or offline) when shopping for clothes, by
age, NI and Rol, October 2014

* Changing room improvements would attract more affluent
consumers
Figure 35: Consumers who feel nicer changing rooms in-store
(eg more spacious, cleaner) would improve their shopping
experience (online or offline) when shopping for clothes, by
social class, NI and Rol, October 2014
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APPENDIX

NI Toluna tables

Figure 36: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, NI,
October 2014

Figure 37: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 38: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 39: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, N,
October 2014 (continued)

Figure 40: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 41: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, NI,
October 2014

Figure 42: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 43: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 44: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 45: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, NI,
October 2014 (continued)

Figure 46: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, NI, October 2014

Figure 47: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, NI, October 2014 (continued)
Figure 48: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, NI, October 2014 (continued)
Rol Toluna tables
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Figure 49: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, Rol,
October 2014

Figure 50: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 51: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 52: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 53: Clothing retailers that consumers have shopped
with (in-store) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 54: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, Rol,
October 2014

Figure 55: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 56: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 57: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 58: Clothing retailers that consumers have shopped
with (online) in the last 12 months, by demographics, Rol,
October 2014 (continued)

Figure 59: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, Rol, October 2014

Figure 60: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, Rol, October 2014 (continued)
Figure 61: Factors that consumers feel would improve their
shopping experience (online or offline) when shopping for
clothes, by demographics, Rol, October 2014 (continued)
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