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Athleisure has taken the fashion and sporting worlds by storm in recent years. Athleisure is the combination of athletic wear and leisure wear to create a trend that has been integrated in to our current society. The Telegraph in 2016 outlined athleisure as ‘sportswear which is worn for general leisure activities’. Athleisure has been described as a weird hybrid of business casual and athletic wear, which has essentially created an entirely new category of clothing (Green, 2017). Material such as spandex, Lycra and other sportswear materials are becoming more work-appropriate. In today’s society durability and comfort are at the top of the list when it comes to what people want from their clothing. 
The Athleisure trend is getting bigger and bigger, according to Fortune, in 2015 while retail sales were didn’t increase generally for the year, sales of athletic wear were up by 12%. One of the first brands that succeeded in changing society’s attitudes towards leisure wear is Lululemon. Lululemon is considered one of pioneers of the athleisure trend (Experiential Marketing, PR and Advertising, 2018). The company was founded in 1998. Lululemon is a yoga-inspired, technical athletic apparel company (Info.lululemon.co.uk, 2018). As a company, they created a community hub where people could learn and discuss the physical aspects of healthy living, mindfulness (Info.lululemon.co.uk, 2018). With a price tag of £88 for a pair of leggings it is definitely one of the higher end brands pursuing the athleisure trend. Is the trend just about having a lifestyle? Another brand who were one of the forerunners in the athleisure trend are Sweaty Betty. Also founded in 1998 Sweaty Betty aim to create active wear for women who want to look good and workout (Sweaty Betty, 2018). Their leggings range from £70-95, again aimed at a person with a higher disposable income.
 In 2016 New York Fashion Week was filled with big brands like, Adidas, Under Armour and Puma producing athleisure collections. Adidas produced a collaboration with Kanye West called ‘YEEZY’, Rita Ora for Adidas Originals and Stella McCartney. The three of these lines have an athleisure feel and quality about them. They do come with a hefty price tag with a YEEZY sweater costing $295. Another brand to set up collaborations with celebrities is Under Armour. Their three main collaborations are with Misty Copeland, Andy Murray and Anthony Joshua. Their collaboration with Misty Copeland has been very successful with Under Armour with her viral advertising campaign and has brought Under Armour a whole new target market and a new consumer base. Rhianna’s Fenty collection with Puma has brought more women to the brand increasing their sales by 13% (https://www.wgsn.com/blogs, 2018). Even high street brands such as Topshop have brought out athleisure lines, their biggest being Ivy Park. Ivy Park is a brand co-founded by Beyoncé. Ivy Park is merging fashion-led design with technical innovation creating a new kind of performance wear: modern essentials for both on and off the field (Ivypark.com, 2018). Even brands such as George at Asda, F&F at Tesco, Primark, River Island and Matalan have all introduced leisure wear into their collections making the athleisure trend available for all. 
However, the trend does have its haters and some people just quite simply do not understand why it has become so popular. Alex Proud, a journalist from the Telegraph had this to say about the athleisure trend. 
‘As recently as 2010, dressing in sports kit while not doing sports was a sort of sartorial shorthand for being a chav. And yet, having laughed at the working classes for 30 years for wasting their money on overpriced Adidas tat… we now can’t get enough of it (Proud, 2018).’ 
Proud (2018) also states that we are not a nation who needs more Lycra but a nation that needs more loose-fitting garments. But we must start to wonder how athleisure has become so popular and why the population are still obsessing over it. Companies have thrown thousands of pounds and dollars into marketing campaigns featuring A-class celebrities to promote their athleisure campaigns. Companies also put a lot of thought into their store layout and how they can entice shoppers in with their shop windows. Companies trying to sell athleisure wear will do this using various marketing tactics.     
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[bookmark: _Toc510128351]What is Consumer Behaviour? 
Consumer Behaviour reflects a set of dynamic, transient, and goal-directed actions that contribute to a realm of learned experiences, attitudes and beliefs (Simintiras et al., 2014). It also refers to the selection, purchase and consumption of goods and services for the satisfaction of their wants (B. Gajjar, 2013).  Gajjar (2013) outlines four factors that can influence consumer behavior and consumer decisions. The four factors are:
· Cultural factors 
· Social factors 
· Personal factors 
· Psychological factors 
Cultural factors refer to buyer culture, subculture and social class. Buyer culture varies from country to country but it looks at the behaviors that marketers have to look out for. Marketers have to be careful when analyzing different cultures in terms of groups, regions and countries. Subcultures speak for itself but it meaning that within each culture there are different subcultures which include religions, nationalities, geographic regions, and racial groups. Marketers will use these subcultures as a way of segmenting the market into easier sections to aim a product towards. Social classes even today still effect what we buy. Companies and their marketers will aim a product to a specific social class. Marketers will look at social class in terms of wealth, education, occupation, income and various other factors. Another aspect of social factors that we need to take into consideration is a consumer’s role in the society. Gajjar (2013) states that a person buying tendencies depends on their role in society. The last aspect of social factors is social status. This looks at how people from different social classes would spend their income and on what items. For example, an individual from an upper-class background would be more likely to purchase items of a more luxurious standard compared to an individual from a lower-class background. The social class of an individual will have a direct impact on the type of products their purchasing and could ultimately affect their consumer behaviour.  
The second factor that Gajjar (2013) highlighted was social factors. Important social factors are: reference groups, family, role and status. All these factors have an influence on forming consumer behaviour. There are generally two types of reference group’s primary groups and secondary groups. Primary groups will contain individuals who a person interacts with on a regular basis such as family, friends and co-workers. Secondary groups contain individuals with whom a person has an indirect relationship with such as religious associations, political parties and clubs. Every consumer’s family will have an influence on their behaviors. Marketers will aim their advertisements to a specific member of a family and will use them as their target market. In society, each person has a role and status, this will be dependent on their job, family, organization, club, etc. Their purchases will be influenced by their role and status and will sometimes change their consumer behaviour. 
The third factor that Gajjar (2013) looked at was personal factors affecting consumer behaviour. Personal factors are split into five sub-sections, these are: age, occupation, economic situation, lifestyle and personality. Looking at age, a consumer’s age and what stage they are in their life-cycle will potentially impact their behaviour. Family life cycle includes stages such as singles, married and unmarried. Dependent on which stage of your life cycle you are at will influence what products you are buying and marketers use this to develop products. A consumer’s occupation will affect their buying behaviour, this will depend on their status within the workplace and what their job entails. Gajjar (2013) outlines that a consumer’s economic situation is a factor that will affect buying behaviour. Within the household if a family have more disposable income then they are more likely to purchase more expensive products and purchase them more freely. However, if disposable income is lower then they are more likely to try and save their money and not spend what little income they have. Looking at this factor in terms of athleisure then currently garments from an athleisure line are still targeted towards a person with higher disposable income. It is only more recently that brands such as George at Asda have increased their sports and athleisure lines that the athleisure trend has become accessible to families with a lower disposable income. Personality affects every consumer differently and it will also be different each day, each month, each year and from place to place. Gajjar (2013) states that personality is not something that wears; rather it is the totality of behaviour of a man in different circumstances, it has different characteristics such as; dominance, aggressiveness, self-confidence, etc. which are useful to determine the consumer behaviour for a particular product or service. 
The final factor that Gajjar (2013) discusses is psychological factors. With this factor there are four sub-factors which are: perception, motivation, learning, beliefs and attitudes. Obviously, each consumer has different needs these needs may be physiological, biological and social. Motivation can be described as the driving within individuals that moves them to take a particular action (Evans, Jamal and Foxall, 2006). A person level of motivation has an influence on their purchasing habits. 
[bookmark: _Toc510128352]Maslow’s Hierarchy of Needs 
Maslow’s Hierarchy of needs is a motivation theory that can be applied to consumer behavior (see appendix 1.). Maslow proposes that needs at one level must be partially satisfied before those at the next level become important in determining our actions (Evans, Jamal and Foxall, 2006). The satisfaction of a lower order need triggers the next level of needs into operation, which in turn demands new patterns of behavior from the individual (Evans, Jamal and Foxall, 2006). There are 7 levels that Maslow has identified these are:
· Physiological needs- this applies to breathing, eating and sleeping. The needs we have to live. 
· Safety needs- this applies to feeling safe and secure. 
· Social needs (belongingness and love)- this applies to the feeling of being accepted and to affiliate with other
· Esteem needs- this applies to what we need to help our esteem. This could be factors such as the need to achieve, gain approval and be recognized. 
· Cognitive needs- this applies to our human nature in terms of us wanting to know and explore
· Aesthetic needs- this applies to the things we see such as symmetry, beauty and order
· Self-actualisation needs- this applies to the need of self-fulfillment and the ability to realise your potential.
 This hierarchy is particularly influential to marketers and they will try to aim advertisement campaigns towards one of these needs in order to make a product successful. This applies to whether they are motivated to buy a product. 
Selecting, organizing and interpreting information in a way to produce a meaningful experience of the world is called perception (Gajjar, 2013). Gajjar (2013) says that there are three different perceptual processes which are selective attention, selective distortion and selective retention. Selective attention is something that marketers use to try and attract the consumer’s attention. Selective distortion is when customers try to interpret information in a way that will support what they already believe and with selective retention marketers try to retain information that supports their beliefs. Gajjar (2013) addresses a customer’s beliefs and attitudes by saying that they will differ towards a product. Such beliefs and attitudes will make up a brands image and affect consumer buying behaviour and due to this marketers will be interested in a consumer’s beliefs and attitudes. Marketers will try to change a consumer’s attitudes and beliefs by targeting and launching campaigns aimed at them.   
The marketing environment has a significant effect on consumer behavior. The marketing environment looks at factors that could impinge or potentially impinge on marketing management (Evans, Moutinho and Fred Van Raaij, 1996). The environmental factors could include change in government economic policy, changes in technology and societal changes (Evans, Moutinho and Fred Van Raaij, 1996). Marketing’s environment is also dependent on internal factors within the organization such as, organizational position, competencies of the firm, and relative power of the marketing function and other functions such as production and finance. 
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Marketing as a topic can be defined in many different ways and each company has their own definition of marketing. Two definitions that seem to be accepted are ones from the United Kingdom’s Chartered Institute of Marketing (CIM) and the other is from the American Marketing Association (AMA). The CIM define marketing as the management process responsible for identifying, anticipating and satisfying customer requirements profitably (CIM, 2001). The AMA define marketing as the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchange and satisfy individual and organizational objectives (AMA, 1985).
[bookmark: _Toc510128355]Marketing Channels 
Marketing channels are sets of interdependent organisations participating in the process of making a product or service available for use or consumption (Kotler and Keller, 2012). Marketing channels are a group of routes that a product or service follows after creation, which will lead to purchasing of the product or service and use of the product and service. Merchants such as retailers buy, take title to and resell the merchandise. Agents such as manufacturers’ representatives, look for customers and will negotiate on the producer’s behalf but do not take title to the goods. A company needs to have a good network of marketing channels in order to be successful. One of a marketing channels chief roles is to change potential buyers into profitable customers, they must also attempt to create and serve new markets (Kotler and Keller, 2012). The marketing channels selected by a company have massive knock-on effects on all other marketing decisions. If effects the company’s pricing of products, the employees and advertising decisions. Long-term commitments with other companies can come as a result of good marketing channels and policies and procedures will also take shape as part of this. 
There are two different strategies when it comes to managing these marketing channels and the companies within them. The first strategy being a push strategy. This involves using the manufacturers employees, trade promotion money, or other means to induce intermediaries to carry, promote, and sell the product to end users (Kotler and Keller, 2012). This strategy is particularly used when there is hardly any brand loyalty in a category, brand selection is made in a store, the product they are purchasing is an impulse buy, and the benefits from the product are understood. This strategy is highly effective when associated with a well-designed and well-executed pull strategy that kick starts the buyers demand. The second strategy is the pull strategy. This involves the manufacturer using advertising, promotion and other forms of communication to persuade consumers to demand the product from intermediaries, thus inducing the intermediaries to order it (Kotler and Keller, 2012). The pull strategy is used where there is a high quantity of brand loyalty and high involvement in a category, when buyers are able recognise the differences between brands and when they choose to purchase a particular bran before even getting to the store. Some companies will use both of these strategies to complement each other and maximize their chances of success. 
Marketing channels enable companies to, via their contacts, previous experiences, the scale of their operation, and specialization, make goods available and accessible to the desirable market. By using marketing channels companies will often find that their marketing campaigns will be more effective and that they will be more competent in what they are trying to achieve. A key reason why companies use marketing channels is because they wouldn’t be able to afford selling on their own. In today’s modern age brands use social media at the forefront of their marketing. Brands involved in the athleisure trend such as, Sweaty Betty have shown how they use social media for marketing and how they have built a brand around a social community. This could be classed as one of the smaller marketing channels for the company. 
[bookmark: _Toc510128356]Marketing Tactics 
 Marketing as tactics is concerned with the day-to-day activities of product management, pricing, distribution and marketing communications such as advertising, personal selling, publicity and sales promotion (Hooley, Piercy and Nicoulaud, 2012).  Marketing in terms of tactics can be used in a number of ways the most common being rewards systems. They are an effective way to expand customer base and keep them as continual customers. By doing this it is not only rewarding for the customers but also rewarding for the companies. Kotler (2001) outlines four levels of benefit programs. Level one is frequent customer award programs. These sort of programs involve the customer spending instore and receiving points or vouchers to spend in store in return. One of the most well-known frequent customer reward programs is the Tesco Clubcard. However not all companies feel that these types of programs are they key to customer loyalty. Kotler (2001) comments that when competitors offer these types of programs customer loyalty is weakened. loyalty programs such as these often attract price conscious buyers, which means that their loyalty to the brand will diminish if the prices increase. The fear for the company with programs like this is that it will take its loyal customers for granted and because of this will fail to provide high and improving levels of performance (Kotler, 2001). 
Level two reward systems are classed as a membership club with a benefit package. These sorts of rewards systems often come with a membership fee but in return the buyer receives rewards that are specific to being a member. Rewards in these membership clubs often includes monthly magazines, invites to events and specific discounts. Companies looking to offer level two rewards systems need to think about what they will offer the members and whether it is worth the annual membership fee. They also need to think about how many members are needed to cover the costs of what they are offering and potentially thinking about ending the program if it doesn’t work out as planned (Kotler, 2001). 
The third level of reward systems that Kotler (2001) outlines is level three which is offering a VIP program to the company’s most valuable customers. Companies often identify VIP customers and offer them gifts and offer them invitations to special events. Customers who qualify for the VIP treatment would have often spent a considerable amount of money with the company or be a long-standing customer. 
The last level of rewards systems that Kotler (2001) identifies is establishing a special customer recognition program. Companies have been known select a single customer who has shown exceptional loyalty to the brand and honor them sometime even in a formal ceremony.   
[bookmark: _Toc510128357]Merchandising
Merchandising is a generic name for promotional activity conducted by a store or brand to increase sales (Little, 1998). Within sport merchandising refers mostly to the merchandising of a club. This is particularly prevalent within football. Football clubs in the premier league always have strong merchandise associated with the club. This comes in the form of replica kits, apparel, scarfs, hats, etc. Good merchandising is essential to a football club. Within the athleisure trend, visual merchandising has been the biggest influencer in consumer behaviour and a major reason in why people are supporting the trend. Visual merchandising is concerned with store layout, the interior design of the store, the atmosphere in the store and the displays within the store (Hefer and Cant, 2013). Visual merchandising displays are a way of communicating with consumers through their presence in a store. The retailer communicates with the consumer through the store (see appendix 2). As soon as you walk into any store these days visual marketing is often the first thing a consumer sees. The displays used in stores are planned in a systematic way to display stock that is available in store (Hefer and Cant, 2013). Another type of visual marketing is window displays. These are the first sight that a consumer has of the products that a store offers. Hefer and Cant (2013) have stated that visual merchandising has the power to create images of the products in the mind of consumers and are now a significant tool for retailers in order to attract and entice consumers. In the athleisure industry, the trend leaders such as Sweaty Betty have stores as well as online shopping. Sweaty Betty’s flagship store in London is a store filled with visual merchandising. The stores themselves have a very relaxed and welcoming feel, and are filled with mannequins dressed in the athleisure garments in various yoga poses. Their displays are always connected to sport and leisure. For example, in one of their stores they have a visual merchandising display using gymnastics equipment. This is one of the many ways that Sweaty Betty uses visual merchandising in their stores.         
[bookmark: _Toc510128358]forecasting
Sales forecasts help to determine the viability of a segment and also help a company to plan its budgets and all of its other activities (Blythe, 2001). The task of forecasting is a difficult one as nobody can see the future but that is what forecasters are trying to predict. Most customers rely on executive judgement. This is essentially relying on the skills and experience of its senior executives to decide whether a product is worth investing in. however this approach does come with some bias attached to it as the executives will more than likely favour a product that they would buy as a personal customer and not rather than a product that the target market would buy. There are two different but strategic approaches to sales forecasting. These are: break-down and build-up. The break-down approach to sales forecasting starts with the overall market for the product category and looks to predict what the company’s share of that market will be (Blythe, 2001). Bank forecasters will know what the bank’s share of the market was in previous years and they can use this information to make an estimate of what the bank’s total lending will be in the coming year (Blythe, 2001). This in a nutshell is the break-down approach. The build-up method begins with market segments and sometimes individual consumers and builds up to a total market share. It works by looking the bank looking at how many loans it will make, how many business loans, how many car loans and so on. By adding these figures together and overall estimate of the total sales for the year is arrived at (Blythe, 2001).
Blythe (2001) comments that companies also use customer surveys to ask potential customers what quantity of a specific product they are likely to purchase within the next twelve months. By doing this a company can see whether it is worth investing in an existing product or whether to re-invest in a new product. Other companies may use a salesforce survey, this is done by asking the employees how much of a particular product they think is going to be sold over the next twelve months. There is a variation of this survey called the distributor survey. This is when companies ask their distributors how much they expect to sell over a specific period. The distributors would then be giving the total sales in the specific product category then the individual company will have to then make the final decision concerning the amount of market share they might expect to have. The Delphi approach requires the companies to take the managers and employees forecasts, combining them and then sending the aggregate forecast back to the individuals concerned to look over. This approach produces a consensus of opinion that all concerned have to adhere to (Blythe, 2001). However, this approach does have its downfalls. By using this approach individuals will only make forecasts that they are quite sure are achievable. By this they might underestimate sales rather than risk being unable to hit targets (Blythe, 2001). A popular way to forecast amongst companies is to conduct a time-series analysis. Time-series analysis uses a company’s past sales records to predict what will happen in the future (Blythe, 2001). This approach can be quite accurate but it does not take into account a sudden entry of a competitor, a change in legislation, or a change in the company’s fortunes through takeover or a merger (Blythe, 2001). Times-series forecasters will usually perform four types on analysis. These are:
· Trend analysis- this focuses on collective sales data which has been gathered over a long period of time to look at whether sales are rising, falling or staying level. 
· Cycle analysis- this type of analysis requires the forecaster to examine sales figures from several years to see whether there is a cyclical pattern (Blythe, 2001). This could come as a result of an economic boom-and-bust cycle. This type of analysis has been discredited as the cycles do not follow a regular pattern. 
· Seasonal analysis- with this analysis figures are analysed on a monthly sometimes even weekly basis to see whether there’s a seasonal cycle operating. 
· Random factor analysis- random factor analysis looks at trying to find explanations for abnormal results. 
Time-series analysis works better with products that are well established and having quite stable purchasing patterns. It doesn’t work well with new products or for products with random cycles. 
A way of forecasting for new products would be a test marketing exercise. This requires the new product to be made available in one geographical location for a period of time and monitoring the actual sales of the product in the area. To make this test marketing exercise a success the geographical area chosen needs to be an accurate representation of the country as a whole. If this is inaccurate then the predicted sales when the product is made available nationwide will not be what the company expected. There is one major disadvantage with test marketing exercise is that it allows competitors to see the product and potentially develop their own version of it. As a result of this test marketing exercises are normally short in duration. 
[bookmark: _Toc510128359]Conclusion 
To conclude, the athleisure trend is going nowhere anytime soon. Consumers are infatuated with the lifestyle that comes with wearing athleisure garments. Consumers of the athleisure trend seem to love the lifestyle that comes with the trend but do not use the garments for their intended purposes. 
The athleisure trend owes a lot to the companies that are behind it and the marketing skills that they have. Visual merchandising has a positive effect on consumer behaviour and encourages brand loyalty and customers really connect with a brand who has good visual merchandising. Companies such as, Sweaty Betty, Lululemon, Under Armour, etc., have really capitalized on the trend and it’s clear that it’s here to stay. Even high street brands are jumping on the bandwagon when it comes to this trend, trying to make it affordable for everyone with any level of income. 
Athleisure is growing and expanding at an exponential rate. It’s everywhere you go.  Everyday consumers go about their day to day lives in athleisure. However, the way a consumer views the athleisure trend can be a personal thought process. Gender, age and lifestyle will affect the way a consumer will view this trend, and could affect the longevity of this trend.  
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Visual merchandising display is the presentation of merchandise at ts finest. Display is the glamour, the
spark, the stage, the oomph and sparkle that surrounds a store and makes the consumers stop, look, and buy what has
been placed together with care and presented with skill (Mathew, 2008: 48). These displays are also known as
feature arcas.

Visual merchandising displays use creative techniques in order to save both the sales person’s and the
shopper’s time by making shopping effortless. The visual merchandising display process is often referred to as the
“silent sales person” by providing the consumers with information through visual mediums, as well as by suggestive
selling - suggestions to add items to a consumer’s original purchase (Bhalla & Anuraag, 2010: 21). This process is
offen referred to as the visual merchandising communication process. A great deal of communication between the
rotailer and the consumer takes place through the use of visual merchandising displays. The retailer communicates to
the consumer by means of their store, the store’s interior design, layout, atmospherics and merchandising displays.
as shown in Figure 2.

MESSAGE
The store, the interior design, layout, atmospherics,
visual merchandising displays.

SENDER
Reailer

Figure 2: Visual Merchandising Communication Process|
Source: Adapted from Bell J. & Ternus, K (2006). Silent slling. 3rd ed., New York: Fairchild Publicatons, p. 21

Visual merchandising displays are frequently used to introduce new products or brand extensions to
consumers, as well as to decorate a store. This is  planned and systematic approach to display the stock that is
available in the store. Visual merchandising displays perform different functions in an apparel retail outlet, such as
supporting sales, to support the retai strategies, to communicate with consumers and to assist in communicating the
fashion retailer’s brand image (Levi & Weitz, 2009: 531; Bell & Turnus, 2008: 20-22)

Displaying merchandise in windows was the first sign of visual merchandising displays, thus it was born to
increase sales by first attracting shoppers through the power of window displays and then through in-store visual
mechanising displays. These displays encouraged the consumers to remain in the store, purchase the product, and
have a positive retail experience in order for them to return to the same store.

Retailers realise that the way in which they use visual merchandising displays has the power to create
images of the products in the mind of consumers. Visual merchandising displays are now a significant tool for
otailers in order to attract and entice consumers.

South African Apparel Retail Industry

As the latest statistics indicate, the retail industry in South Affica is one of the largest contributors to the
economy’s total income (Statistics South Africa, 2010: 1). Retail trade sales increased by 3.4% year-on-year in
November 2012 compared to November 2011. Main contributors to the 3.4% increase were apparel retailers in
textiles, clothing, footwear and leather goods (Statistics South Afica, 2012: 2).
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