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“In an increasingly challenging clothing market, retailers
are having to do all they can to stand out from the
competition and we are seeing more companies actively
searching for the latest technology innovations.”

— Tamara Sender, Senior Fashion Analyst

This report looks at the following areas:
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What patterns are emerging in the way people shop for fashion? REPORT NOW

What in-store and online shopping innovations are consumers most interested in?
What fashion product innovations do consumers believe will be successful?
How do consumers feel about the increasing use of the latest technology in the world of VISIT:

fashion? store.mintel.com
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accessories online. Young Millennials aged 17-24, in particular, like to use their smartphones to shop CALL
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Interactive mirrors stand out as the in-store innovation that consumers see the most potential in, while _|_1 (312) 943 5250
sizing technology that helps with buying clothes or shoes that fit online is the innovation that could hold
the most potential for online fashion retailing. Millennials stand out as being the most fascinated by
wearable technology in clothing and footwear. China
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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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Women of all ages fascinated by interactive mirrors
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In-aisle payments
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BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT 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/748743/
mailto:reports@mintel.com

MINTEL

Fashion: Technology and Innovation - UK - September 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Figure 53: Consumers who ranked first ‘in-store displays and shop windows with online shopping facilities’, by gender and age, June
2016

Interest in Online Shopping Innovations

Baby Boomers drawn to online fitting tools
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Under-35s keen on visual search app
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Men drawn to personalised websites
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Clothes with fabric innovations appeal to men aged 45+
Figure 58: Product innovations that consumers believe will be most successful, by any ranking, June 2016
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Millennials drive interest in wearable tech
Figure 60: Product innovations that consumers believe will be most successful, by ranked first, June 2016

Men drawn to clothes that connect to your smartphone

Consumer reactions to smart clothing
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Three fifths worry about data privacy
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Millennials willing to share data

Figure 62: Agreement with statement ‘I would be willing to share some data with retailers in exchange for deals’, by generation, June
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Young women want a personalised in-store experience
Men see new technology as making shopping more fun
Figure 63: Agreement with statement ‘New technology would make the shopping experience more fun’, by gender and age, June 2016
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