GLOBAL LIFESTYLE MONITOR: JAPAN

CONSUMERS VALUE ONLINE AND IN-STORE SHOPPING
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GLOBAL CONSUMER INSIGHTS

GLOBAL LIFESTYLE MONITOR: JAPAN

PRIMARY PURCHASE DRIVERS

Important to clothing purchase:
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PERFORMANCE APPAREL
Likely to Pay More for Everyday Clothing With:
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CHINA ¢ COLOMBIA ¢ GERMANY < INDIA ¢ INDONESIA « [TALY ¢ JAPAN ¢ MEXICO e THAILAND ¢ TURKEY ¢ VIETNAM < UNITED KINGDOM
(%ﬁ Source: Cotton Council International and Cotton Incorporated’s Global Lifestyle Monitor Survey, a biennial consumer research study.

In the 2021 survey approximately 12,000 consumers (1,000 consumers in each of 12 countries) were surveyed.




