


GLOBAL CONSUMER INSIGHTS

GLOBAL LIFESTYLE MONITOR: UNITED KINGDOM
APPAREL SHOPPING ATTITUDES & HABITS

Along with shoppers in Europe and the U.S., UK consumers have reduced their shopping frequency, become less
impulsive, and are shopping at lower-priced retail channels over the past fifteen years. Realizing the strong potential in
apparel spending growth will require brands to incentivize UK consumers to break from the pragmatic habits through
higher quality offerings and seamless shopping journeys.
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GLOBAL CONSUMER INSIGHTS

OMNICHANNEL SHOPPING

Although overall apparel spending is projected to grow the fastest in the UK compared to other developed
markets, online apparel and footwear spending in the UK is projected to grow the slowest (even though itis the
largest online clothing and footwear market in Europe). UK consumers are primarily utilizing brand and retailer
sites for their online inspiration and browsing needs, pointing to opportunities to enhance social, email, and
blogger outreach. Cultivating omnichannel or online spending in the UK may require brands to reach for
customers beyond their dedicated websites.
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SEEKING SUSTAINABLE APPAREL

Although nearly 3 in 4 UK consumers would blame the industry for clothing produced in a non-sustainable manner,
only about 1in 4 actually seek out sustainable clothing for themselves. Brands interested in touting their sustainable
advancements may also want to tout their commitment to cotton, the fiber that is viewed by about 2 in 3 UK shoppers
as being the most trustworthy, comfortable, reliable, and sustainable.
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TOP CONCERNS REGARDING COTTON PRODUCTION
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COTTON SUSTAINABILITY FACTS

U.S. cotton farmers have reduced pesticide applications
by HALF over the past 30 years.

Over the past two decades, U.S. cotton farmers have improved
water efficiency by approximately 80%.

DISCOVER WHAT COTTON CAN DOs at
CottonToday.CottonInc.com.
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Source: Cotton Council International and Cotton Incorporated’s Global Lifestyle Monitor Survey, a biennial consumer research study. In the 2016 survey,
approximately 10,000 consumers (i.e., 1,000 consumers in 10 countries) were surveyed. Cotton Incorporated’s Lifestyle Monitor'™ Survey, an ongoing
consumer survey that interviews 6,000 U.S. consumers annually. External Source: Euromonitor International’
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