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“Growth in the market has slowed as women have become
accustomed to purchasing clothing on sale. The market
remains resilient, yet retailers should be looking beyond
promotions to drive sales. Combining retail with leisure
enables retailers to tap into this growing area of spend,
while digital innovations can balance a varied shopping
experience with the convenience that women seek.”
– Alice Goody, Retail Analyst
This report looks at the following areas:
•
•
•

How can retailers get past the discount culture in womenswear?
How can the in-store shopping experience be improved?
What are the opportunities in the over-55s market?

Growth has slowed as women have become accustomed to purchasing clothing on sale, with
unseasonably warm autumn/winter weather resulting in further discounting to shift stock. Consumer
prices of clothing fluctuated throughout 2015, falling into deflation in several months of the year.
Noting the issue of widespread discounting in the womenswear market, this Report considers how
retailers can move away from this, by providing an insight into the shopping preferences of women.
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As women prefer to spend their extra money on leisure activities over clothing, there is an opportunity
for fashion retailers to introduce new dining and entertainment experiences to make their stores
destinations to spend time in.
Faced with declining 16-24s, catering for over-55s is identified as an opportunity for retailers. These
women are projected to be the fastest-growing demographic and their preference for style and quality
over low prices bodes well for the value of the market, particularly as real incomes are beginning to
rise.
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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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Figure 31: Key metrics for selected brands, January 2016, November and August 2015
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Mid-market retailers: M&S, Debenhams and Next
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Online-only retailers: ASOS and Very
Supermarket and value-led brands: Primark, George at Asda and F&F at Tesco
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Two thirds buy clothing online
Amazon ramps up fashion offer
Supermarkets drive online clothing sales
Repertoire analysis
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Athleisure trend drives sportswear purchasing
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Figure 40: Types of clothes women have purchased for themselves in the last 12 months, December 2015
What are the young buying?
Figure 41: Spring/Summer 2016 denim trends: Topshop ‘mom’ style jeans and Zara dungarees
Figure 42: Types of clothes women have purchased for themselves in the last 12 months, by age, December 2015
Repertoire analysis
Figure 43: Repertoire of type of clothes women bought in-store and online, December 2015

Most Important Factors When Buying Clothes
Style and quality prevail for mature shoppers
Figure 44: Most important factors when choosing one retailer over another when shopping for clothes, December 2015
Young shoppers prioritise low prices
Figure 45: Most important factors when choosing one retailer over another when shopping for clothes, by age, December 2015
Sustainable clothing must still meet style and price aspirations
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Inconsistency of sizing remains a problem
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Figure 51: Oak Labs’ smart fitting room technology, 2015
Varied experiences make stores a destination

CHAID Analysis
Methodology
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Abbreviations
Consumer research methodology
Figure 54: Interest towards online sizing technology – CHAID – Table output, December 2015

Appendix – Market Size and Forecast
Forecast methodology
Figure 55: Best- and worst-case forecast of UK sales of women’s outerwear, 2015-20
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