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Executive Summary 
 
Topshop is one of Britain’s most famous retail companies. Starting as a small fashion department 
under its parent company, Arcadia Group, Topshop has evolved into a pioneer of British fashion. 
It currently has over 300 shops in the U.K. and operates across 37 countries and several 
international online markets.  
 
The Topshop company operates within the fashion retail industry, and its product portfolio caters 
primarily to the women’s clothing market. Young female shoppers are the primary customers, 
however, there is a risk of these customers also gravitating towards Topshop’s competitors like 
H&M and Zara, especially on Oxford Street where these other stores are equally well-established 
and offer similar product selection to Topshop. There are also various external factors that may 
affect Topshop’s business in the U.K. politically, economically, socially, technologically, 
environmentally, and legally.  
 
Topshop's overall customer buying pattern has a high level of loyalty, especially in their jean 
department. A heavy online presence makes the customers feel familiar and at home. Topshop 
also caters to more clients by selling other sought-after name brands in its store. 
 
The Topshop brand is known worldwide, but the marketing strategies prove most successful in 
London. Because it is known as a British brand, only large U.S. cities have Topshop stores, 
while some high-end department stores may have a small Topshop section. However, in London, 
the shopping experience is enhanced. The flagship store offers a nail salon, blow dry bar, cafe, 
body jewelry section, arcade, and photo booth, among other features.  
 
Topshop’s main competitors are H&M and Zara. After comparing three similar products at each 
of the stores, Topshop was found to be the most expensive. Topshop does not offer clothes in 
sizes over 18, which is where the plus size range begins. A competitor, H&M, carries sizes 18-
36.  
 
Therefore, a problem with Topshop’s marketing strategy is that the target market is too limited. 
Plus sized women are absent in the current U.K. marketing strategy, despite a large amount of 
women in the U.K. being plus-sized. The sizes offered in some of Topshop’s rival stores reflect 
the size range of U.K. women, while Topshop falls behind. If this problem is not addressed, it 
will experience backlash from media outlets and see a fall in customer traffic and revenue as 
customers turn to competing stores. 
 
 
 
Company Overview  
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Topshop is a major style authority and one of fashion’s biggest success stories. Its unique 
approach to fashion has made it a major destination for style-conscious shoppers. Its product 
range includes women’s clothing, swimwear, sleepwear, shoes, bags and accessories, and beauty 
products. The Topshop company also includes a menswear division, Topman, which is the only 
high-street brand to be shown at London Fashion Week Men’s.  
 
In 1900, a Lithuanian named Montague Burton set up a menswear business in Chesterfield, 
England called Arcadia. By 1946, it became the largest clothing factory in Europe and acquired a 
women’s fashion chain named Peter Robinson. In 1964, Topshop was a “young fashion 
department” within the Peter Robinson store, selling clothing by young and current British 
designers. In 1973, Burton Group expanded its womenswear division and split Topshop by Peter 
Robinson into two chains, Peter Robinson and Topshop. Peter Robinson targeted the ‘over 25s’ 
market and Topshop focused on teens and young adults under 24. Peter Robinson condensed its 
22 stores to just six, while Topshop continued to expand rapidly.  
 
The famous flagship store on one of London’s most famous shopping streets, Oxford Circus, 
opened in 1994. Topshop became the first high street retailer to show during London Fashion 
Week in 2005 when it presented its in-house design collection, Unique. Business partnerships 
with international boutiques in Asia and the United States followed. The famous Kate Moss and 
Topshop collection hit stores in 2006, cementing the brand as a fashion leader and trendsetter. 
 
 In 2009, the first Topshop store in the U.S. opened on Broadway in New York City. Over the 
next several years, they continued to expand into Australia, Canada, Vietnam, South Africa, and 
Auckland. Now, TOPSHOP.COM delivers to countries all around the globe and attracts over 4.5 
million weekly visits (Topshop, 2017).  
 
Topshop is known for its loyal customers. It currently has over 300 shops in the UK. It operates 
across 37 countries and has online operations in various international markets. In 2012, Philip 
Green sold a 25 percent stake in Topshop to the U.S. group Leonard Green and Partners for $805 
million to speed up U.S. expansion. Its flagship store on Oxford Street currently receives 
400,000 customers per week (Arcadia Group, 2017). 
 
Analysis of the Industry  
 
The Topshop company operates within the fashion retail industry, a vital part of the U.K. 
economy. In 2016, the industry generated £358 billion worth of retail sales. It is the largest 
private sector employer, with approximately 290,315 physical retail outlets in the U.K. (Smith, 
2017). Topshop’s parent company, Arcadia Group, is the third largest U.K. based fashion 
company, with a current annual revenue of £2.1 billion (UK Fashion Industry Statistics, 2017).  
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Topshop maintains a unique position in the fashion retail market. This can be displayed using 
Porter’s Five Forces diagram. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The competitive rivalry for this company is high. Topshop has several very strong, established 
competitors, especially on Oxford Street, such as H&M and Zara. Young female shoppers enter 
these stores looking for similar products and trends to Topshop. This buyer behavior means that 
the threat of substitution is also high, because a shopper will look for these staple items in any of 
the competing stores where the prices are more budget-friendly.  
 
The threat of new entry into the market, on the other hand, is very low. Topshop and its direct 
competitors are so well-established in the industry that it would be very difficult for a competing 
clothing brand to enter the already-congested market. Topshop’s buyer power is relatively low, 
because there are many buyers with relatively small purchases, as opposed to few buyers with a 
lot of power. Supplier power is also low. There are a lot of potential suppliers for a clothing 
company; therefore, if one supplier decided to increase their prices, then Topshop could switch 
to a different supplier instead. 
  
To further understand its relative position within the fashion industry, Topshop’s internal 
strengths and weaknesses and external opportunities and threats should be considered. 
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Strengths of the brand include its ability to capture high trendy fashion at moderate prices, its 
engagement with London Fashion Week, and its incorporation of celebrities and famous 
designers. Weaknesses, on the other hand, include its limited range of sizing, and its lack of the 
‘Topshop experience’ at locations besides the flagship store. 
 
Threats to Topshop include affordable pricing by its competitors, along with a similar product 
portfolio. Since stores like Primark are cheaper “budget” stores, they attracts customers who 
want essential wardrobe items but at more affordable prices. Another similar threat to Topshop is 
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the incredibly close proximity of other flagship stores, like Zara and H&M, to the flagship 
Topshop Oxford Circus.  
 
Opportunities include potential expansion to other countries, especially places where competitors 
do not have a strong presence, new collaboration with celebrities and designers, and catering to 
people of different body shapes.  
 
Topshop is affected by factors within its macroenvironment. These factors are external and not 
controlled by the Topshop company, but should influence its strategic decisions.  
 

 
 
For example, a primary political factor affecting the retail industry is Brexit. Inflation in the 
month following Brexit caused a significant drop in retail sales as prices increased (Megaw, 
2017).  
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Economic factors such a recession or a boom may determine how much of a shopper’s income is 
disposable. A recession would be a very negative influence on Topshop because its clothing is 
not very budget-friendly, and so shoppers tight on money are more likely to turn to a cheaper 
alternative like H&M. 
  
Technology influences fashion companies because they have to stay up-to-date with the latest 
trends in every aspect of the company, including customer browsing, transactions and checkout, 
shipping, supply chain and payments (Goldman, 2017).  
 
The fashion industry also faces pressure from environmental forces, starting with what materials 
and resources are available during production. They risk heavy backlash if an environmental 
activist or animal rights group speaks out against their company’s choices, like use of animal fur. 
A newer emphasis on environmental awareness has forced clothing companies to assure 
consumers their practices are environmentally-friendly and sustainable (Suttle, 2017).  
  
It is important to emphasize the social factors that affect Topshop’s portfolio and promotional 
tactics. Media plays a large role in the way consumers decide what is fashionable, what is trendy 
and how they should adapt their style. Celebrity culture has a huge impact on the fashion 
industry, since celebrities can model, endorse or inspire certain products. The models we see on 
runways are typically stick-thin, and this translates to print ads and billboards as well.  
 
Different clothing companies have come under fire for their models being very homogeneous 
and for unrealistically portraying the female body. The reality is that not everyone has a slim 
body shape, and recent cultural emphasis on inclusivity is causing fashion companies to take this 
into consideration. Today, clothing companies are held to a higher standard in terms of 
portraying and catering to a wide range of races, gender expressions and body shapes and sizes.  
 
Topshop in particular has a problematic lack of representation among their models and size 
availability; which shows they have failed to adapt to this cultural emphasis on diversity.  
 
 
 
 
 
Customer Buying Behavior 
 
The customers of Topshop have a reputation for their loyalty in the company, especially for 
certain products. Among all departments, jeans came in as the frontrunner in top-selling 
products, especially for returning customers who have previously bought a pair of jeans and have 
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had an exceptional experience. Once people had realized their appreciation for the certain style 
of Topshop jeans, they are even more willing to try other cuts and names such as Joni, Hayden, 
and Lucas. 

While one pair of jeans can cost up to £125, the quality and fashionable personality of the pieces 
keep customers coming back for more (Topshop.com). The prices reflect the sustainability and 
admirable design that the people want and need. 

Topshop has not only a strong physical store presence but also an online one throughout the 
world. Their website is clear and easy to navigate through as well as creatively constructed in 
order to make the customers feel as if they are in control throughout their shopping adventure. 
Sales and low-priced or exclusive items are strategically marked so the clients feel as if they are 
on top of the great deals that Topshop has to offer, making them want to purchase more in return 
for saving some money.  

The company also has many detailed resources about their beginnings and history as well as 
potential careers that outside people can apply for in order to feel even more included in this 
little piece of the fashion world. Knowing this information makes customers feel more at home 
and sympathetic towards this world-wide business, and makes it as though the clientele are living 
through this journey with them. 

Topshop has acquired many brands in their stores such as Ivy Park by Beyonce, Kate Moss X 
Topshop, Adidas, and even Calvin Klein that attract customers of a very wide age range 
(Topshop.com). Having these brands alone can help the company sell products to a 13-year  old 
as well as a 50-year-old within the same store. TV shows as well as movies are also selling their 
products through Topshop, which brings fans of these programs into Topshop at certain times. 

This wide range of merchandise has the ability to attract new buyers along with retaining loyal 
customers who are committed to the Topshop brand. 

The Product Portfolio 
 
Topshop’s main competitors are H&M and Zara, which are all located walking distance from 
each other on Oxford Street. The three stores each sell similar clothing items but at varying 
prices (Appendix 2). Each of the three stores on Oxford Street sell basic medium wash jeans, a 
black sweater, and a plain white T-shirt (as seen below). Topshop proved to be most expensive 
store by 200 percent when compared to H&M. It should also be noted that H&M has plus size 
ranges available in these products, while Topshop does not. 
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In the United Kingdom, plus sizes typically start between 16 and 18 (McCrum, 2016). Looking 
at the size ranges of Topshop and its main competitors, three questions were asked: whether a 
plus size section is available, what is the biggest size they carry, and what do customers most 
often come into the store looking for.  
 
Topshop carries many different styles of clothing including formal, business, casual, exercise, 
petite, and maternity, along with beauty supplies and shoes. Topshop is also known for its 
collaborations with other companies and brands. During the time of this research, Topshop was 
selling its new exclusive collaboration fashion line with Stranger Things, a Netflix original 
show.  
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A worker stated the clothes in the store go up to a size 18, which is what he considered a plus 
size. When asked what Topshop’s best seller is, he stated that at the moment it is the Stranger 
Things collection, but on a regular basis, Topshop’s biggest seller are their jeans – the 
company’s cash cow (Topshop employee, 2017). 
 
Competitor H&M carries clothing, accessories, beauty and shoes. Although H&M does not sell 
other brands, it does collaborations with musical artists like Justin Bieber and the Weeknd, where 
the artists can design a clothing line and collaborate with H&M.  
 
The prices are much cheaper at H&M compared to Topshop, even though the clothing styles are 
similar. H&M does have a plus size section, unlike Topshop. Their plus size section ranges from 
size 18 to size 36 (N/A, 2017). An H&M worker stated that the store does not have one thing that 
it is well known for and could not say what customers look for the most while coming into their 
store. The worker was very unsure of how to answer the question but she stated that if she “had” 
to choose, she would say the knitwear for this time of year (H&M employee, 2017). 
 
Another competitor on Oxford Street, Zara, sells clothes and shoes along with accessories. Zara 
does not sell any other brands or conduct collaborations with artists like Topshop and H&M do. 
Zara’s clothing is similar to H&M’s price range, except for their “new in” clothing, which is very 
similar to the higher Topshop prices.  
 
An employee of Zara stated that its sizing only goes up to a size 16, and some of their products 
only go up to a size 14. This is 1-2 sizes smaller than what Topshop offers, and Zara also does 
not have a plus size section  (ZARA employee, 2017).  
 
Current Market Strategy and Tactics 
 
Topshop’s marketing strategies prove strongest in London, but the brand is known worldwide. 
Because Topshop is known as a British brand and is large in Europe, there are only Topshop 
stores in bigger U.S. cities. As an alternative, the American high-end department store 
Nordstrom has a Topshop section within the women’s clothing. Nordstrom Rack, Nordstrom’s 
discounted previous-season outlet store, also includes outdated Topshop apparel. The partnership 
with Nordstrom and Nordstrom Rack has made the Topshop brand more accessible in the U.S.  
 
In the U.K. only, Topshop offers a 10 percent student discount, while its competitors Zara and 
H&M offer no discount. Signs for the discount can be found throughout the store.  
 
Topshop customers can engage in a personal shopping experience. This is a premium, 
complimentary shopping service, available at selected stores in the U.K. and U.S. Bookings can 
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be made over the phone or online for six different personal shopping experiences including “The 
Big Event,” “The Birthday,” and “The Essentials.” Although the experience is free and 
customers are under no obligation to buy, the target market is those who are very interested in 
fashion and tend to spend more money on clothes.  
 
The flagship store also offers customers a premier shopping experience. The store includes a nail 
salon, blow dry bar, hair bleach, brow bar, cafe, body jewelry section, arcade, and photobooth.  
 
As previously stated, Topshop is currently collaborating with Stranger Things. A replacement 
wall is covering the exterior of Topshop with the Stranger Things logo and background. This 
Stranger Things-inspired world features different activities within the store including a phone to 
“contact the upside down”, rooms with hands-on laboratories, and a Stranger Things clothing 
line.  
 
Topshop Oxford Circus is known for their extravagant displays. Following London Fashion 
Week 2016, Topshop posted pictures on the windows of their Oxford Circus store displaying 
various outfits from the event. This enticed customers to come into the store and purchase styles 
that were worn on the runway.  
 
Topshop has collaborated with 64 brands including Adidas and Ivy Park. At the flagship store, 
the Ivy Park section was clearly marked by large signs and posters of famous models of color. In 
addition, Topshop prides themselves in their celebrity collaborations. Some of the most 
noteworthy collaborations are with Kendall and Kylie Jenner, Kate Moss, and Cara Delevigne.  
 
Topshop’s jeans are their most-emphasized product, which is evident through the amount of 
promotion done in-store. At the flagship store, behind each style of jean is a large screen 
displaying a model walking around in the jeans and showcasing different fashionable outfits that 
can be paired with those jeans. Throughout the entirety of the store, posters of thin models 
wearing Topshop’s clothes are displayed. 
 
Clothing stores’ use of mannequins has been a point of controversy in recent years. During an in-
store analysis of the Topshop, Zara, and H&M on Oxford Circus, the differences in each store’s 
mannequins were clearly noticeable. Zara’s mannequins have no hair or eyes and are the color 
white, while H&M’s are light-skinned with a full face and straight, long, brown hair.  
 
Topshop’s mannequins are the most diverse of the three. They ranged in skin color, hair style, 
and makeup. Although the three stores’ mannequins are all tall and skinny, Topshop’s have the 
largest range. All three of the stores’ use of skinny mannequins correlates with the skinny real-
life models they use, which in turn is aligned with their product sizing strategy. 
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With 23.3 million followers on Instagram, H&M is the most popular social media retailer out of 
the three. Zara has 22.9 million followers, and Topshop has 9.1 million. Looking at an analysis 
of Topshop’s team, media relations receives the heaviest focus, followed by public relations and 

then marketing and advertising (Sali, 2014). 
 
 
Topshop’s website is very easy to navigate. The top of the page has links to their different 
products such as new in, clothing, jeans, shoes, and beauty. Underneath is a large slideshow 
promoting its Stranger Things and Champion brand collections. While browsing the clothing, 
customers have the option to be on product or model view. This enables shoppers to either view 
clothing modeled by someone or just the item itself.  
 
The positioning of Topshop’s clothing on their website is similar to that of H&M. Both stores 
have a large high quality image of items on the left side of the screen while viewing a product. 
Topshop’s images have arrows enabling customers to view another image of the item, while 
H&M has three additional smaller images to view below the main image. Zara’s website is much 
more complicated than the former. While viewing clothing, some images are larger or smaller 
than others, giving the website a blog-like set up. When viewing an item, some of the text on the 
page overlaps, and the customer must continue to scroll down to see more images of the product.  
 
 
 
The Marketing Problem  
 
Topshop caters to a niche market. Research shows this market is too limited. After examining 
Topshop’s consumers and their position in the market, it is evident that Topshop fails to target 
certain markets. Dangerous for Topshop, its competitors are positioning their marketing 
strategies to these target markets. 
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Plus sized women are absent in Topshop’s current UK marketing strategy. However, plus sized 
women are present in the United Kingdom population. A 2010 Mintel study said almost one 
quarter of women in the U.K. are plus sized. In this study, plus sized was defined as sizes 18 and 
over (Mintel, 2010). The most recent obesity statistics provided by Parliament shows the size of 
the plus sized women population continues to grow.  Almost 50 percent of the female population 
age 16 to 34 are classified as overweight or obese (Baker, 2017). Therefore, Topshop fails to 
target about half of the U.K. young female population. 
  
The sizes of Topshop’s competitors reflect the sizes of U.K. women. Two European competitors 
of Topshop are Zara and H&M.  The size ranges of these retailers vary (Appendix 3). The most 
purchased size in 2010 was a size 12 (Mintel, 2010). This size is in the upper end of Topshop’s 
size range. However, nearly 40 percent of the U.K. women’s population wore clothes size 16 and 
over (Mintel, 2010). These sizes are more represented in H&M’s size ranges as opposed to 
Topshop’s size ranges. 
  
In the age of today’s fashion industry, research shows the plus sized women’s population is 
present and growing. Therefore, it is a problem that Topshop’s current U.K. marketing strategy 
does not include this population. With such a large portion of the population seeking clothes 
outside of the size range of Topshop, women are looking elsewhere to fit their fashion needs.  
 
Potential Consequences 
 
Topshop needs to diversify its markets and products to in order to rival its competitors. If not, 
women will continue to shop elsewhere hurting Topshop’s revenues and backlash of the retailer 
will increase. 
  
Unless Topshop makes a change and expands its size range, it will continue to experience 
backlash from media outlets. In 2015, Topshop was criticized for its mannequins (Pennell, 
2015). A shopper noticed an extremely skinny and tall mannequin and posted on the Topshop 
Facebook page (Pennell, 2015). The post gained traction and received over 3,000 likes and 400 
shares (Pennell, 2015).  
 
Topshop responded to the post saying the mannequin is not meant to be a representation of the 
average female body and promised to not use the mannequins in the future (Pennell, 2015). 
However, the store did not change. In 2017, Topshop was criticized again for using excessively 
skinny mannequins (Hirsh, 2017). 
  
Topshop was criticized again for its size ranges this year. A woman claimed she was fat shamed 
by a Topshop employee after she asked for a size 18 (Mann, 2017). As research shows, this 
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woman was around the average size of most UK women (Mintel, 2010). However, she was 
embarrassed by the employee who denied her a larger size since the store did not carry it (Mann, 
2017). 
  
Plus size women contributed £3.8 billion to the industry in 2010 (Mintel, 2010). This number 
rose to £5.08 billion in 2017 (Hendriksz, 2017). Therefore, this population contributes to a large 
portion to the overall market. Competitors are gaining the business that Topshop loses as a result 
of its limited sizing. A recent article published by Fashion United said that U.K. retailers who 
have been investing in plus size clothing ranges have gained about £800 million in revenues 
since 2012 (Hendriksz, 2017). 
  
Topshop competitor H&M experienced a sales increase since its inclusion of plus sizes. Since 
the inclusion of plus sizes in 2012, H&M sales have risen from 140,948 SEK m to 222,865 SEK 
m in 2016 (H&M Group, 2016). This change marks a 58 percent sales increase over five years. 
Topshop will continue to lose business to H&M and other competitors unless it begins to sell 
plus sizes. 
  
This year, Topshop has experienced a sales decrease. Profits of Taveta, who owns the Arcadia 
Group fell 16 percent in 2016 (Neate, 2017). The sales of Topshop are decreasing as the sales of 
stores who have plus sizes are increasing.  If Topshop does not become more inclusive, the 
media will continue to criticize the company as it already has and the sales will of its competitors 
will increase. Topshop should include plus sizes in its current UK marketing strategy or it will 
face a grim future.  
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Appendix 
 

Appendix 1: Data Collection 
 
Store visit to Topshop:  
Team Members Emily and Rebecca visited Topshop Oxford Circus on 29 October, 2017. During 
their site visit, they toured the facilities, made a note of goods available, and spoke with an on-
site manager. Data collected during this visit demonstrates that jeans are their most sold product 
and the company only carries sizes 6-18. 
 
Store visit to H&M: 
Team Members Emily and Rebecca visited H&M Oxford Circus on 29 October, 2017. During 
their site visit, they toured the facilities, made a note of goods available, and spoke with an on-
site manager. Data collected during this visit demonstrates that knitwear are their most sold 
product and the company carries sizes 6-36, including plus-sizes. 
 
 
Store visit to Zara:  
Team Members Emily and Rebecca visited Zara Oxford Circus on 29 October, 2017. During 
their site visit, they toured the facilities, made a note of goods available, and spoke with an on-
site employee. Data collected during this visit demonstrates that coats are their most sold product 
and the company only carries sizes 6-18. 
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Appendix 2: Clothing Price Tags 
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Appendix 3 
 

 


