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Consumer Analysis
In the wake of a new global frontier that is conscious of the environmental pollution, organizations have an ethical and moral responsibility to use production processes that are sensitive of the environment. For their acceptance in society and marketability of their products, they ought to adopt green environment strategies. My company considers this by producing cloth brands that are eco-conscious with most of them being made from recycled material. The product line will be men’s outerwears that are 100 percent made of recycled material. I feel the world is becoming more aware of the safety requirements of the environment and more people are leaning towards companies that are eco-friendly and sustainable and want to help make a difference. I, therefore, seek to open a specialty store that deal with these eco-friendly men’s outerwear brands including coats, jackets, blazers, ultra light downs, and blocktechs. As a specialty store, I will be able to focus on one product line, i.e. the men’s outerwears with a deep assortment. In understand the market dynamics of this product line, there is need to understand the demographic, the geographic, and the psychographic characteristics of the consumers.
Demographic Analysis
Demographic characteristics entail age range, gender, marital status, education level, occupation, as well as the annual gross or discretionary income of the consumers. The race, ethnicity, and the religion of the consumers are also crucial aspects in analyzing their demographic characteristics. The clothing brand targets men in the age range of between 21 to 38 years. Predominantly, the brand is won by men but stylish women also fancy it. Considering brand’s price that range 50-300 dollars, people who make a six figure annual salary can easily afford it while those below this amount may need to save and forego some essential necessities to get a piece of these outwears. According to the 2010 US census, at least 2 million people wear men at the age of 20 years and above, which reflect the market for the outerwear brands. At least 14.8 million people earn over $100,000, which translates to 9.08 percent of the people who can afford the brand without struggle (ABC Diamond, 2016).
In spite of the outwears being made from recycled materials they present a deep sense of fashion, which presents an aesthetic allure to the men in the mentioned age bracket that are already becoming aware of their personal appearance. Most of them are yet to commit to a partner or to have family responsibilities and thus have more disposable income to afford the brands regardless of their price. The market encompass all the races and ethnic profiles across the US with the jackets been worn more by the Black Americans while the blazers and the blocktechs are more popular among the Latinos and the Caucasians.
 The market for this brand of clothing is not only in the US but also across all the other continents. There are just over one hundred giant manufacturers of men’s outwear distributed across the globe and these firms have not yet covered the whole market owing the changing trends in the consumer needs with regards to outwears. There has been a growing number of consumers interested in designer jackets and coats owing to the growing US economy and increase in the capita income. The value of the industry for these brands is expected to go close to 228 billion dollars by 2020 (Technavio, 2016).


References
ABC Diamond. (2016). Median Wages in the United States 2016. Retrieved from https://www.abcdiamond.com/median-wage-in-united-states-2016/
Howden, L. M., & Meyer, J. A. (2010). Age and sex composition: 2010. 2010 Census Briefs, US Department of Commerce, Economics and Statistics Administration. US CENSUS BUREAU.
Technavio. (2016). Global Menswear Market 2016-2020. Retrieved from https://www.technavio.com/report/global-apparel-and-textile-global-menswear-market-2016-2020




R


un


ni


ng


 


h


ea


d:


 


CONSUMER ANALYSIS


 


1


 


 


 


 


 


 


 


 


 


 


Consumer Analysis


 


Name 


of Student


 


Institution


 


Date


 


 


 




R un ni ng   h ea d:   CONSUMER ANALYSIS   1                     Consumer Analysis   Name  of Student   Institution   Date      

