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Intro:

Athleisure has made a huge boom around the world over the years with sales increasing dramatically each year. Over the years many brands have come onboard to take advantage of the market rise. In recent years a few fashion brands and celebrities have come out their own Athleisure range. I.E brands like Chanel and Levis and celebrities like Rita Ora and Beyoncé.                                                                                                                                         A.Armstrong believes the cause for the athliesure boom might be down to the success of the 2012 olympics (Armstrong, 2016), which inspired the UK population to get active. By seeing the success of British athletes during the olympics has giving consumers to buy into the idea of a healthy lifestyle through sports (Campaignlive.co.uk, 2016). So with brands knowing such a huge event set in the calendar  for the Olympics, they can design, create promotion material for said clothing range and in return make a profit off the sales quarter. Athleisure has made a huge impact on the world of fashion and fitness wear, and it is a trend that that simply wont die (Koepke, 2017).  Before the boom started, it was at grass roots level where it was people’s preference to wear fitness clothing. When its comes to fitness wear its very low maintenance and comfortable. Many people think there isn’t a big difference to fitness wear and athleisure but there is, the generic clothing is the same but some t-shirts, trousers (leggings) etc have a purpose. For example Nike offer Compression shorts and tops which help keep you dry and comfortable whilst training. 

There are many avenues to when it comes to Athleisure. The sections below are a few example of the growing market in recent years when it comes to activewear becoming a daily attire for the public who do not necessarily exercise regularly. Professional workers are a prime example of this because there are many people who walk, cycle to work on a daily basis so for them it’s a big market help for them to have a variety of high quality companies and high streets shops investing into this huge market of activewear. 








Changing Trends:

 (LoveToKnow, 2002) Talks about how in the 1930s three Americans ‘‘updated garments produced for travel, leisure, and sports’’. They did this because vestiges of high fashion. Active wear has evolved over the decades, from loose fit to more tailored style during the 1990s. In addition dress styles have changed also and have become their own for sports like Roller-bladders, cyclists and everyday walkers.. For Professional the key considerations within active wear are mobility and versatility for those who walk to work in sneakers and multifunction attire. The most remembered moment for Athleisure is when Beyonce partnered with Topshop to launch her high street clothing range Ivy ParkKoepke, C. (2017) back in 2014. At the time athleisure was becoming a huge hit with the public eye and for Beyonce and a high street store partnering to take advantage. Beyonce has a huge fan base around the world and her presence within the news and on Social Media is in the millions. (Beyoncé, 2016) 
Please refer to Figure 1:  Social Media followers

In todays technological advances, the public can use Social Media sites like Twitter, Facebook to discuss a variety of topics like the Ivy Park clothing range, also to have an insight into celebrities personal lives. The site goes onto to talk about the demographics of Beyoncé’s fan base which are mainly female and in their teenage. But Beyonce does target all age groups and females to respond to her message. But one her aims is to targets the male population to expel any gender expectations. To comes out with the clothing line Ivy Park has increased her fan base dramatically, which has helped boost the Athleisure market. In the 1990s activewear went to a more militaristic approach where a brand or someone wasn’t an aggressive policy. By having this could help the public with their goals within the fitness world. In addition, during this time it help the movement of materials and the technology been used. Over the years the development of technology and materials used for the clothing industry has evolved hugely for example Vexed Generation and Final Home were a few who used ‘advanced textile technology’’ LoveToKnow. (2002) but it wasn’t until CP Company Who were established in the 1970s and went onto ‘‘conduct research and design with passion and boundless curiosity’’.(Cpcompany.co.uk, n.d.)
The company also source and experiment with a variety of materials which match the companies philosophy which is to be innovative and to expand on news ways for experimentation for technological properties and functionality of every piece of clothing.
(Visual) Merchandising and Influence on consumer behavior: 
 
(Tabuchi, 2016) talks about how brands are using Celebrities to help boost sales and revenue of their Athleisure clothing range. The traditional sports brands are like Nike, Adidas etc are all upping their games when it comes to promotions by using celebrities. The result of this, the market for Athleisure is $97 billion: for apparel, footwear and accessories. This has happened because the companies who produce the athiesure range injects a youthful experience for all ages ‘‘retailers have jumped on that trend to inject younger, experience-based element’’ but on the flip side brands will and have found it hard to find new ways to stay relevant within the market ‘the growing athliesure universe makes it harder than ever for brands’’. This is due to the expanding growth of technology in todays world, and the investment into research companies are performing on a daily basis.

Retail shops, supermarkets etc have a specific layout, this is because there is a single person who’s job it is to ‘‘ make those decisions and design everything accordingly’’   (Ltd, 2017 Also takes about how we don’t take notice of the layout because our cognitive state of mind is only focused on the ‘‘two for one deals’’. The people behind displays and store designs want to make both the consumer and the company happy by making the experience of being in the store whilst the company makes a profit on the products. ‘‘Display and store design are about enhancing looks, image of shops with a view of improving sales’’. These strategies are chosen because it is easy for the public to go into shops and impulse buy. There are variety of techniques to displaying merchandise for example Hollister, there stores floor plan does differ depending on where you go but normally their same layout. “Girls on the left, and Guys products on the right” Lucyyluzz13.weebly.com, n.d.). First impressions of the store and the layout wont be what you think compared to a conventional retail store, also you wouldn’t think the company sells clothing but the mannequins and video displays help. The layout has a “carefree atmosphere with low lighting, but features like that can put some consumers off going into the store because they might feel rushed to buy a peace of clothing or put off by the beautiful employees working. In some stores there is an automatic perfume sprayers to show their exclusive identity towards the customers. Hollister also have video displays to show what the brand represents and where they came from (California) a community full of suffers, also to let people who have the disposable income to go to the sea and experience the Hollister spirit on California.


Sales and Merchandise management:

Most are established because they have a passion for a product or they want to fill a gap in the market, I.E Nike were in the same spot as most companies these days. But it started with their unique sneakers (Econsultancy, 2014). As a company Nike make over $20 billion annually in sales and celebrity sponsors.  
To boost sales companies can “Psychological pricing – a tool that can be used to increased the chance that customers will purchase” (Econsultancy, 2014).
There are Four ways Companies and small retail shops can use to “Psychological pricing”. The First one is:
Charm Pricing – i.e this is where shops sell products with a price of  $4.99 this can help customers with a decision of buying the product or not. 
The second one is Bundling products for a cheaper price, this can entice the shopper to pick more items and potential give the customer the feeling they are leaving the shop with a deal.
The final tactic that companies can use is “Buy one, get one free” customers love a deal, especially this type. But deals like this are in supermarket stores, with groceries etc but a prime example are Amazon who offer free delivery when you spend over a specific amount. 
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