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CLOTHES SHOPPING 

MOST RECENT 
CLOTHES PURCHASE

T-shirts

Denim jeans

Sweats

Leggings
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purchased online
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purchased second-hand clothing

29%

purchased in a physical store
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have seen prices 
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say shopping 
is a positive 
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compared to a few months ago, are you spending more, less, or about the same amount on clothing?

19% more 34% same 47% less
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