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Consumer Spending

Peter Auer
Source: Dickerson, K. G. (1995)
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Drivers of Derived Demand

Demand for wool in
the processing chain

Consumer demand
for clothing

Demand for 
raw wool

Price

Fashion/tastes

Season/climate

Innovation

Population/age

Income
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Clothing: share of expenditure

Peter Auer
Source: Dickerson, K. G. (1995)
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Source: Eurostat, Annual Report on the Family, BOK
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Peter Auer
Source: ABS (1996)
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Australia: Spending Patterns



www.woolwise.com
Peter Auer

Source:  IWS market data

Apparel Prices Under Pressure

75
80
85
90
95

100
105

1992 1993 1994 1995

In
de

x:
  1

99
2=

10
0 USA

Europe

Japan



www.woolwise.com

* Including fibre rich blends and at purchasing power parity exchange rates.

Knitwear
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Price Distribution 
Germany 1994 - Men's Trousers
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Source:  World Bank
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• Australian Womenswear
(sweaters, cardigans, sweatshirts)

Peter Auer
Source: IWS: Consumer Purchase Research (1995)
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Purchases by Garment Type

Peter Auer
Source: The Wool Industry Task Force (1999)



www.woolwise.com

Women at Work
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On-line Purchasers
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FORMAL/TAILORED CASUAL SPORTSWEAR/ACTIVE
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Dresses 
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Peter Auer
Source: Courtesy of IWS

Core Sectors Under Pressure
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Global Apparel Expenditure

Formal Casual Sport
($US billion)

1996 247 747 68
2010f 315 969 186
– growth at 2.5% per year

• Sport
– from 6 to 13%

• Casual
– largest sector

Peter Auer
Source: Kurt Salmon & Associates (1999)
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HIGH LEVELS OF CONSUMER SUPPORT FOR 'EASY CARE' 
ATTRIBUTES ACROSS MARKETS

Peter Auer

Source: IWS Consumer Monitor
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*Average of France, Germany, Italy, UK, Japan and USA

Most natural fiber

High quality

Environmentally friendly

Suitable for autumn

Complete
Disagreement

Complete
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CottonPolyester Wool

Comfortable to wear
Available in casual styles

Worn by young people

Available in lightweights

Suitable for spring

Easy to care for

Peter Auer
Source:  IWS Consumer Monitor

Consumer Attitudes to Fibers*
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" I PREFER GARMENTS TO BE MADE OF NATURAL FIBRES TO MAN MADE FIBRES"

Peter Auer

Source: IWS Consumer Monitor

Clean & Natural Fibres
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Consumers in the 1990's
Lifestyle
• less formality and 

outward materialism
• controlled living 

environment
• leisure seeking
• environmentally 

aware
• a wiser consumer
• on the move
• value conscious

Apparel Requirements
• value for money
• less formal
• more versatile
• increased comfort
• variety, appearance
• performance plus
• quality

Peter Auer
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Source: Kurt Salmon & Associates (1999)

Woolmark 2005
Key Lifestyle Changes

• informal living & 
working

• expert consumers
• youthful ageing
• time for me
• travel & technology

Key Apparel Purchase 
Drivers

• value for money
• casual looks
• versatility
• comfort
• convenience
• clothes that travel well
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Source: Kurt Salmon & Associates (1999)

Key Criteria in Apparel Purchase
• Brand
• Design & Colour
• Comfort / Fit
• Quality & Performance
• Price
• Easy Care
• Influence of fibre perceptions
– cotton - easy care
– wool - quality
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Source: Johnson, N. (1998)

WRONZ Consumer Overview

Needs
• modesty
• protection
• improve physical 

performance
• image

Wants
• COMFORT
• PERFORMANCE
• FASHION

• quality 
• value for money
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Drivers of Apparel Purchasing
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