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As many shopping online as in-store

Figure 23: How fashion items were bought in the last 12
months, April 2019
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FASHION INFLUENCERS

Most are inspired by people they know

Figure 31: Who consumers look to for fashion inspiration, April
2019

Men more likely to look to celebrities

Figure 32: Who consumers look to for fashion inspiration, by
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The importance of influencers in the youth fashion market
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age, April 2019

Online shoppers more influenced by others

Figure 34: How fashion items were bought in the last 12
months, by fashion inspiration, April 2019

Almost a quarter get inspiration from more than one type of

influencer
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Figure 35: Repertoire of who consumers look to for fashion
inspiration, April 2019

IMPORTANT FACTORS WHEN CHOOSING WHERE TO SHOP

« Offering a range of delivery options is now integral
Figure 36: What would make consumers choose one retailer
over another when buying fashion, April 2019

+ Women want easy returns, but retailers want women to
return less
Figure 37: What would make consumers choose one retfailer
over another when buying fashion, April 2019

« Finance options and delivery passes resonate with young
shoppers
Figure 38: What would make consumers choose one retailer
over another when buying fashion, April 2019

* Reward schemes are a priority for in-store shoppers
Figure 39: How fashion items were bought in the last 12

months, by important factors, April 2019

FASHION BUYING BEHAVIOURS

* Most consumers don't buy immediately
Figure 40: Fashion shopping behaviours — purchase
considerations, April 2019

* Search engines are key to discovery
Figure 41: Fashion shopping behaviours — the shopping
journey and product discovery, April 2019

*  CHAID analysis

* Methodology

» A demand for lifestyle-based fashion recommendations
from fashion experts
Figure 42: Purchasing Journey for Fashion — CHAID - Tree
output, April 2019
Figure 43: Purchasing Journey for Fashion - CHAID - Table
output, April 2019

THE PERFECT SHOPPING EXPERIENCE
¢ Methodology

* Added value from customer service

* Not so pushy staff

* For some the store experience is everything...
+ ...but for others the devil is in the detail online
« Afit for everyone

* Variety is the spice of life

* A speedy service
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« Bargain hunters

APPENDIX - DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

* Abbreviations

* Additional consumer data

* Pre-purchase activities
Figure 44: How fashion items were bought in the last 12
months, by what they did pre-purchase, April 2019

* Fashion influencers
Figure 45: How fashion items were bought in the last 12
months, by fashion inspiration, April 2019

* Important factors
Figure 46: How fashion items were bought in the last 12
months, by important factors, April 2019

« Consumer research methodology

APPENDIX - MARKET SIZE AND FORECAST

» Best- and worst-case forecast
Figure 47: Consumer spending on clothing, footwear and
accessories, 2014-24
Figure 48: Online consumer spending on clothing, footwear
and accessories, 2014-24

* Forecast methodology
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