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 % say it is a major concern (change from march ‘25)

% feel  strongly when thinking about the wider world

Physical health



The economy

Clothes Shopping 
compared to a few months ago, are you spending more, less, or about the same amount on clothing?
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28% More 34% same 38% less

Most Recent Clothes Purchase
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of consumers 
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clothing in the 
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purchased online
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purchased in a physical store
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44%
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in the past month
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waiting to buy new 
clothes until they’re 
more certain about 
the future
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