GLOBAL LIFESTYLE MONITOR:
GERMANY

SHOPPING TRENDS
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Top Retailers Shopped for Clothing
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Prefer trying on in-store Prefer browsing online

Top Sources of Inspiration
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People Retailer media Social media
(family/friends/people on street) (website/emails/apps) (sites/blogs/vlogs)
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J® COTTON PREFERENCE

Reasons Willing to Pay More for Cotton
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Top Preferred Materials
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Sustainability Importance

Only purchase sustainable 1 1%
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Sustainability is a nice to _ 57%
have
| don’t care if clothing is ‘
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| don’t know how to tell if - 10%
clothing is sustainable °

Concerned about
Environmental Change Safe for the Environment (% Safe)
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Hemp Cotton Wool Tencel Rayon Polyester
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@ Source: Cotton Council International and Cotton Incorporated’s Global Monitor Survey, a biennial
consumer research study. In the 2023 survey approximately 13,000 consumers (1,000 consumers in each of
COTTON USA o

I3 countries) were surveyed.
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