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“Young fashion retailers are continuing to face a
challenging market that has seen increasingly fierce
competition as online-only retailers, Amazon and eBay,
venture further into the fashion category, grabbing more of
young people’s share of spending on clothes.”

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:
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How can retailers drive sales in a challenging youth fashion market? REPORT NOW

What are the most effective ways for brands and retailers to promote themselves to
young people?
- How can brands use social media more to engage consumers? VISIT:

store.mintel.com

The youth fashion market has continued to see slow growth in 2014, underperforming the total clothing
and footwear market as young people remain cautious in their spending.
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Figure 47: Reasons for buying new clothes, September 2014

Half of young women motivated by sales

Figure 48: Reasons for buying new clothes, by gender, September 2014

15-17s use parents’ money to buy clothes
Young teens most fashion-led

Seasonal event

Meeting workwear needs

Pay day opportunity

The Consumer — Factors That Influence How Young People Dress

Key points
What we asked

Friends are the biggest influence

Figure 49: Factors that influence how people dress, September 2014

One fifth of students wear clothes that receive compliments

Social media more influential than TV

Figure 50: Factors that influence how people dress, by gender, September 2014

Men show interest in sports personalities
Street fashion is becoming more important

Youngest most influenced by celebrity style

Figure 51: Factors that influence how people dress, by age group, September 2014

The Consumer — Social Media Sites Used for Fashion

Key points
What we asked

Figure 52: Social media sites used for interacting with fashion brands, September 2014

Young people most engaged with social media
A fashion for Facebook

Image-heavy sites popular for fashion

Figure 53: Social media sites used for interacting with fashion brands, by gender, September 2014

Young teens are most engaged with social media for fashion

Figure 54: Social media sites used for interacting with fashion brands, by age group, September 2014

The Consumer — Reasons for Using Social Media for Interacting with Fashion Brands

Key points

What we asked

Figure 55: Reasons for using social media for interacting with fashion brands, September 2014

Females look for style advice on social media
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Liking a brand
Figure 56: Reasons for using social media for interacting with fashion brands, by gender, September 2014

Twitter most used for special offers

Figure 57: Main social media sites used for fashion by reasons for using social media for interacting with fashion brands, September
2014

Instagram for style inspiration

One in ten use it for customer service
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