GLOBAL CONSUMER

INSIGHTS

ONLINE SHOPPING GROWTH DRIVEN BY SMARTPHONES
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PRIMARY PURCHASE DRIVERS

Important to clothing purchase:
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COMFORT FIT QUALITY DURABILITY
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(%ﬁ Source: Cotton Council International and Cotton Incorporated’s Global Lifestyle Monitor Survey, a biennial consumer research study.
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In the 2021 survey approximately 12,000 consumers (1,000 consumers in each of 12 countries) were surveyed.



