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Executive Summary
The growth in Athleisure wear can be down to a number of different reasons; including the use of Athleisure wear by celebrities daily, celebrities launching their own Athleisure wear products, trends, visual merchandising, health, perception of being healthy and attending the gym, consumer behaviour and even the psychology behind it. Lululemon is credited with the origin of athleisure, when they released top of the range leggings over a decade ago. Whilst experts predicted this was merely just a trend that will soon go out of fashion; athleisure continues to grow. The health and fitness culture is a major determinant in the growth of the athleisure industry, as well as the perception of being fit – which is primarily down to the consumer having fitness icons in which they try and be like. Furthermore, the athleisure industry have been extremely good at brand association, in which they have linked their products to the consumer, in athleisure’s case the easy wear of athleisure can be used in the gym, at home, shopping or even work – all of which have supported the rise of the athleisure industry. 

[bookmark: _Toc509916022]1.0 Introduction

Athleisure, a portmanteau, defined by Marlow (2016) as ‘the wearing of athletic clothing for our leisure activities’ has become a recent phenomenon in the fashion industry over the past decade. According to recent figures athleisure has boosted retail over the past six years by 4.1% compared to 0.2% growth in non-athletic apparel (Chartered Institute of Marketing, 2018). In addition, sales of Athleisure wear have reportedly grown by 42% over the past seven years to $270 billion dollars (£204bn) and is now a £7bn market in the UK, evidently the trend for yoga pants and fashion-infused sportswear has quickly become one of the biggest sources of growth for high street clothing chains (Armstrong, 2016). In contrast, some feel the current trend of Athleisure wear is ‘turning us into a nation of chavs’ (Proud, 2016) and also argue it ‘has been around for decades, with red faced blokes in the pub wearing Chelsea kit and those slummy mummies smoking fags velour tracksuits at the school gates’ (Proud, 2016).
This report will evaluate the rise of the Athleisure industry and explore the way in which sales and merchandising have been used to support this growth.  
[bookmark: _Toc509916023]2.0 The Athleisure Industry
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Not many would have predicted that in 2016, the term ‘Athleisure’ would be an official word in the dictionary. It was revealed in the Merriam-Webster Dictionary (American dictionary) as ‘casual clothing designed to be worn both for exercising and for general use’ (Sebra, 2015). With the Wall Street Journal predicting that in the United States the U.S athletic apparel market will increase by nearly 50 percent by 2020 (Germano, 2014), and as mentioned previously, the UK athleisure market is now worth £7bn (Armstrong, 2016). 
Robbie Myers (editor-in-chief of Elle magazine) suggested that it all began in 1998 with Lululemon, which was premium priced yoga apparel that took to the streets (Teichner, 2016). In addition, Cafarello (2015) states ‘Lululemon is credited with introducing the masses to athletic wear that can double as street or even social gathering-appropriate clothing’.  Lululemon is a Canadian based company known for selling leggings at £138 per pair, entering the niche market (at the time) and selling expensive workout clothes that is as likely to be worn all weekend as it is to be doing an actual yoga class (Khomami, 2016). 
However, as time as progressed, the fashion of wearing athleisure on the street and in your day to day routine has become more accepted, and even normal, with Will McKitterick (analyst with IBIS World) stating “there has been a change in what is acceptable to wear, yoga pants, tights and leggings have moved from the gym to just about everywhere” (Sanders, 2015) and Deidre Clemente (professor of history at the University of Nevada) stating “athleisure is the new casual” (Green, 2017). Some have even argued that people wear athleisure because they have time constraints and that their life is so active, that one does not have the time to be shopping superfluous fashion to wear when you are not working out (Davis, 2015).
 ‘In recent years, changes in consumer’s pattern of living and rising consumer affluence has resulted in the emergence of the healthy food market (Dutta & Singh, 2013, pg 33). This ever-growing culture of healthy eating has aided the rise of athleisure, with ‘the athleisure trend part of a pervading culture of wellness and self-improvement’ (Khomami, 2016), and Mariana Mitova (lecturer in Apparel Merchandising and Product Development studies) stated “athleisure is not all about fitness, people are buying into the sporty persona for the healthy image (Cafarello, 2015). In addition, even in the United States, where more than 2 in 3 adults were considered to be overweight or have obesity (National Institute of Diabetes and Digestive and Kidney Diseases, 2014), fitness and nutrition have become emphasised to greater degrees in American culture (Green, 2017). Furthermore, the rise in the fitness industry has also supported the rise of the athleisure industry, with the total market value of the fitness industry estimated to be £4.7 billion, up 6.3% on 2016 (The Leisure Database Company, 2017). This is also being aided by a £1bn investment to be made in leisure centres by turning them into community hubs which would combine swimming pools, fitness gyms and sport halls (Terry, 2017) in order to facilitate the rise of the fitness industry.  It is also the perception of being healthy with ‘working out being the new cool thing to do’ (Kelly, 2015), also helping the athleisure industry.
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Cashmore (2005, pg 397) states ‘the age of celebrity is well and truly upon us. We live in times when the famous are like new gods’. This is evident nowadays, with the emergence of social media and the ever growing link between the public and celebrities. Celebrity culture is a ‘pervasive preoccupation with famous persons and extravagant values attached to the lives of public figures whose accomplishments may be limited, but whose visibility is extensive’ (Cashmore, 2005, pg 404). As a result of this obsession with celebrities and their lives, many companies and brands have employed celebrities to be the face of their brand; with Erdogan, Zafer & May (1999) cited by Arora & Sahu (2013, pg 27) stating ‘celebrity endorsement is now a common practice of marketing communication strategy for major firms to support their brand image’. Furthermore, Arora & Sahu (2013, pg 27) suggest the reasons celebrities are good for promotional activities is their good reputation, mass appeal, and associative benefit, higher degree of recall and finally establishment of credibility, with Jaiprakash (2008) cited by Dutta & Singh (2013, pg 34) suggesting celebrity endorsers impact brand awareness, brand image and consumer based brand equity. This has never been more prominent than in the recent times, with celebrities from all backgrounds being the face of brands, especially in the Athleisure industry; with Rihanna launching her Fenty range with Puma (see Appendix 1), Beyonce launching her Ivy Park range (see appendix 2), Kate Hudson and FabLetics (see Appendix 3), and lastly Kayne West with Yeezy (see Appendix 4). All of the above companies have employed celebrities to endorse their products in order to reach out to a wider target audience, with Doupnik (2017) suggesting ‘influencer marketing strategies will do a brand good, look no further than Puma’s return to the spotlight due to its partnership with Rihanna. The most successful partnerships are those that expand across categories and tapping influencers in a variety of segments’. 
In contrast to the benefits of celebrity endorsements, companies have to be smart in who they choose, because if bad publicity is directed at the celebrity, it will also effect to the company. For example, it was reported by researchers at the University of California, Davis that after the Tiger Woods scandal shareholders of his endorsement companies (Nike, Gatorade and more) lost in the region between $5 to $12 billion (Akin, 2009). Whilst researching the possibility of a celebrity endorsements, brands have taken note of the risky involved with sponsoring individuals and are slowly moving away from it (Robinson, 2010).
Patel (2010, pg 60) states it is virtually impossible to ignore the potential of social media for any business operation because it is engulfing the population at phenomenal rates. And according to Forrester Research, 75% of internet surfers used social media in 2008 by joining social networks (Kaplan & Haenlein, 2010, pg 53). Whilst businesses and companies see it as a great marketing tool (Clayton, 2010), sport has also used social media to its advantage by engaging fans with it – sports rights holders see it as a new and exciting communication channel (Cave & Miller, 2015). Then there are the individuals who have embraced social media to market themselves, and more specifically fitness accounts that have supported the rise of athleisure. These fitness users have become famous, and as mentioned above the general public look up to them as role models and are preoccupied with them (Cashmore, 2010). Smith (n.d) stated that the success of these fitness accounts needs to create brand awareness for themselves, get their name into the target market, and develop a reputation to be reliable, trustworthy and knowledgeable. As well as celebrity based fitness accounts, even friends and family posting on social media – which can be sharing a healthy meal that is diet friendly or sharing post workout photos (Schlossberg, 2016) can inspire one to the gym, and as a result increase the amount of people purchasing athleisure wear, which all contributes towards the rise in the athleisure industry. 
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As mentioned previously, sales of athleisure wear have reportedly grown by 42% over the past seven years to $270 billion dollars (£204bn), and is now a £7bn market in the UK (Armstrong, 2016). Lulelemon was one of the first shops of its kind in the United Kingdom, selling leggings at £138 a pair. The market has now become so saturated; nearly every fashion brand is starting to bring their own products to the athleisure industry with Doupnik (2017) stating ‘even some of the most unlikely players are joining the ath-leisure troupe and understandably so – the category has proven to be immensely lucrative and shows no signs of slowing down’. In addition, Sherman (2015) states if there was ever a gap in the activewear market, it has now been filled with thousands of leggings, with brands ranging from H and M, Forever 21 and even Cynthia Rowley creating athleisure wear. However, Jim Shea, chief marketing officer at First Insight suggests the market will keep on growing – “it still looks strong, based on the prices consumers are willing to pay” (Sherman, 2015). What is interesting about the athleisure industry is the fact you can pick up a pair of leggings for as cheap as £20 (Primark leggings), or on the other hand a pair for £140 (Lululemon leggings). Within the athleisure market itself, there is such a differentiation in price that nearly everyone is targeted – perhaps why the industry continues to grow. Moreover, the Global Marketing Alliance conducted a report into the growth of athleisure, and concluded there are four main driving forces; 
· Millennials 
· The health conscious middle class
· Competetin from native players
· Cultivate local players (Holbrook, 2017).

[bookmark: _Toc509916027]2.4 Negative Attitudes towards Athleisure

Marlow (2016) suggested that Britain’s youth has been dressed head to toe in Adidas and Nike for decades occupying the housing estates of Liverpool, the clubs of Manchester and football terraces up and down the country – referencing the chav culture that Britain adopted from football hooliganism. And more recently, Proud (2016) stated that ‘Athleisure is turning us into a nation of chavs’, and not that long ago, wearing leggings outside the house was frowned upon (Davis, 2015). As mentioned briefly above, the Athleisure phenomenon has also modernised some workplaces allowing the wearing of Athleisure wear to work, however a select group of people strongly disagree with this. Sharma (2016) argues ‘unless you’re about to hit the gym or are pregnant, you have absolutely no excuse to wear them’, and even some saying the fashion of wearing leggings to brunch, happy hour or work is considered pretty odd (Weingus, 2014). Furthermore, Tim Gunn (American fashion consultant to celebrities) stated “comfort isn’t a valid excuse to wear Athleisure outside the gym, there are plenty of clothes you can wear that are cosy” (Bhasin, 2015).  
Additionally, the athleisure fashion has not only gathered negative attitudes with consumers, but also other companies as well, particularly the denim brands, which as a result of the athleisure phenomenon are seeing profits fall.  The big three denim companies – Levi’s, Lee and Wrangler originally dismissed athleisure as a ‘fad’, but senior bosses in their respective companies have admitted to getting edgy (Walker, 2015). And the figures prove it – market research group NPD reported that jeans sales dipped 8% in the year 2015 (Walker, 2015). Moreover, retail sales of the denim jean market worldwide was 100 billion dollars in 2016 (see Appendix 5); in contrast to the sportswear and outdoor apparel market (athleisure) that reached 172 billion dollars in 2016 (see Appendix 6), with the athleisure industry reportedly expected to be a $350 billion global market in 2020 (Thomas, 2017).  
However, there is also concern that the athleisure market may become too crowded and that only the strongest of brands will be able to complete and ensure longevity (Thomas, 2017). 
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Consumer behaviour, the psychology to what we purchase and why, and lastly what we want other people to perceive us – are all indirectly linked to the rise in the athleisure industry. 
With declining entry barriers and changing consumer habits, firms are under enormous pressure to attract the attention of consumers and convince them to buy their products (Brydges & Hracs, 2018). Additionally, Currie & Rowley (2010) state ‘Consumers are buying different things, at different times and through different channels’, which is why sales forecasters are finding it difficult to predict buying behaviour – perhaps a reason why the athleisure industry is doing so well. In addition, Napoli et al., (2014) suggests ‘consumers use brands to create an authentic self and to reconnect to a place, time, culture and others’, with the fitness culture evolving (Markula, 2014) and growing rapidly, resulting in consumers wanting to be part of this culture and therefore purchasing athleisure wear. Furthermore, Doupnik (2017) states awareness of the benefits of tech – gear builds, consumer expectations are also rising, and Karen Moon (CEO of Trendalytics) proclaims “from reading blogs and following the Instagram’s of their favourite fitness stars, even the amateur athlete is educated on elite technical products and seeking them out more than ever before (Doupnik, 2017); which could be the answer to the rise of the athleisure industry - the versatility of athleisure (Green, 2017), athleisure is one of the ten things millennials spend the most on (Forbes, 2014) and the fact its comfortable, breathable, moisture wicking and extremely stretchy (Cafarello, 2015). 
According to fashion psychologist Dawnn Karen, a person who exercises may be perceived as attractive, so wearing clothing meant for working out makes people feel healthy and fit, even if they aren't “People want to be healthy. They want people to know they live a healthy lifestyle, exercise and take pride in themselves. You want people to know you live a healthy lifestyle, but at the same time, half of these people are actually really lazy. You may do a yoga pose for two minutes and then say, 'OK, there. I did my exercise.' There's a psychological aspect of wanting people to know this about you and for you to know it about yourself. It makes you more attractive to others -- to friends, to family, to a mate. We want people that are fit or trying to become fit.” (Weingus, 2014). That also links to Solomon & Stuart (2005) and Silvera et al., (2008) cited by Pantano (2011) theory of consumers perception in which products are marketed based on consumers own characteristics (values and beliefs, opinions, lifestyle), as well as Maslow’s hierarchy of needs (see Appendix 7), where esteem and self-actualization are right at the top of the pyramid, and therefore most important to the consumer. ‘A key factor in influencing customer perception is exposure’ (Mack, n.d.) which links to brand association and brand loyalty – which has been important for the athleisure industry. Brand association provides customers with a purchasing reason because brand association are related to brand attributes; the target market, and the benefits that consumers need (Len, Cind & Lynn, 2007 cited by Chinomona & Maziriri, 2017). For example, the brand association with Gymshark is the Gymshark ambassadors who are perceived as extremely healthy, fit, young people who are wearing Gymshark clothing that focuses on product quality and affordability (Mansoor, 2017). As a result, Gymshark grew and more people started wanting to wear the brand because they saw their favourite fitness Instagrammers wearing and representing Gymshark (The Millennial Marketers, 2017). Moreover, Sweaty Betty brand association is the communities that they have developed for their target audience; many of the shops that Sweaty Betty has in both the United Kingdom and the United States run fitness classes on sites, which builds strong associations between their product and the lifestyle choices of their customers (Field, 2017). In addition, Brinded (2015) suggests ‘it is one of the coolest fitness brands for women because it has a super-young vibe that marries up fashion with practicality’. 
Brand loyalty is a measure of the consumer’s unwillingness to switch to a competing product or service (Doyle, 2011). Typically, this has been extremely strong in the athleisure industry, with Lulelemon’s brand loyalty still getting stronger even as the competition heightens (Russolillo, 2017). Furthermore, in a survey released by MBLM (brand intimacy agency) it is noted that Nike tops the chart for brand intimacy, with apparel brands Under Armor in third, Adidas in fourth and Puma in seventh (Feitelberg, 2016). In contrast, it was mentioned previously in the report that a large number of millennials are the major consumer purchasing athleisure, however recently, a survey by YouGov and GT Nexus published that the reputations of established brands are becoming meaningless for younger generations – revealing the high standards of brand loyalty for millennials (Caldwell, 2016). It states that 67% of US millennials switched one of their favourite brands in the last 12 months (GT Nexus, 2016). Moreover, Hudson (2014) states ‘the millennial generation are more ethical than previous generations in its outlook’, resulting in firms emphasising their social responsibility and associating themselves with good causes (Baek et al, 2017). This has also been evident in the athleisure industry, with many brands using corporate social responsibility (CSR hereafter) to improve brand loyalty; Reebok CSR initiative was with BOKS – ‘a free physical activity programme that improves children physically, mentally and socially’ (BOKs Kids, 2018), Nike CEO Mark Parker states “at Nike, we believe it is not enough to adapt to what the future may bring – we’re creating the future we want to see through sustainable innovation (Nike News, 2018). However, not everyone is purely convinced that organisations do enough in regards to CSR, with Singh (2011) suggesting that behind every successful brand with good CSR is a PR agency. In addition, Auger & Devinney (2007) cited by Carrington, Neville & Whitwell (2010) propose that ‘despite their ethical intentions, ethically minded consumers rarely purchase ethical products’, resulting in the question is Corporate Social Responsibility that important for organisations to consider.
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The athleisure industry has been increasing for the best part of a decade now, and marketing tactics are at the heart of the increase. ‘Relationship marketing theory suggests that it Is more valuable for a retailer to invest effort in establishing and preserving long-lasting relationships with customers 	than to try to attract short-term, discrete transactions (Rafiq, Fuflord & Lu, 2013 cited by Kuhn & Mostert, 2016, pg 17).  The athleisure industry does this by knowing their target audience, and this has been supported by influencer marketing, with celebrity and influencer culture an integral aspect to the rise of the athleisure industry (Holbrook, 2017). Influencer marketing has become one of the most viable sources of promoting a brand, as well as being affordable (The Millennial Marketers, 2017), with Lee (2017) conducting  a survey which showed that 41 percent of marketers have seen more success with an influencer marketing campaign that with a traditional ad campaign. Once engaged, influencers exposed their audiences to products and services, and delivered measurable results to companies eager to reach an online audience (Lapidus, pg 21). 
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McNiel (2016) states social media is an effective way for brands to build a following to which they can ultimately promote their products. And again this links back to influencer marketing with many of the top brands in the athleisure industry using influencers on their social media channels in order to reach out to a diverse target audience. For example, Gymshark have 2.1 million followers (see Appendix 8), Lulelemon have 2.4 million followers (see Appendix 9) and Rihanna’s Fenty line has 3.2 million followers (see Appendix 10). In addition, when Rihanna launched her Fenty line, the Instagram channel was a huge success; it had over 1.4 million followers within the first month, 80,000 influential posts created about the brand in a month – with Hudson (2017) stating that is the result of one of the biggest stars on the planet mixed with a genius innovative idea, and use the world’s top visual marketing channel (Instagram) as an accelerator. Thus, proving the reach of social media nowadays is extremely wide.
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Defined as, ‘profit motivated giving that links product sales to charitable donations’ (Varadarajan & Menon, 1988 cited by Howie et al, 2015, pg 679), as well as a business or organisation partnering with a good cause to pursue economic as well as social values (Baek et al, 2017, pg 1320). This strategy of marketing has been very efficient within the athleisure industry, primarily because there is so much you can link the athleisure wear with.  For example, Teeki, who are an American fashion company, have used cause related marketing, in which they align their business model with a cause that is close to home for their target consumers – their approach is using recycled plastics to create one of a kind athleisure clothing (Sonntag, 2017); as a result they target women who are eco-conscious about where their products originate from. And with consumers becoming more aware, and more knowledgeable about the products they are purchasing, as they seek ways to make positive decisions about what to buy and look for solutions to the negative consumerism is having on our world (Baker, 2015, Tekki’s cause related marketing has certainly helped consumers become loyal to their brand. 
Furthermore, another example of cause related marketing is Lululemon and Sweaty Betty, who have created a sense of community and belonging that is sold along with the product (Sonntag, 2017). As mentioned previously, Sweaty Betty hosts regular fitness and yoga classes to its consumers – offering a completely different shopping experience that is relevant to its target market. Sweaty Betty has also built an online community (Twitter, Facebook, Pinterest and Blogs) ‘where the content that Sweaty Betty produces makes it stand out in a competitive market and helps build long term customer loyalty’ (Moth, 2014). In addition, Lululemon started this community based consumer experience and belonging that is sold along with the product (Sonntag, 2017). It has an incredibly loyal customer base that keeps customers coming back by offering events like free yoga classes and running clubs (Schlossberg, 2015), with retail expert Robin Lewis referring to the experience as “addictive, because each time customers co-create the experience with the brand – they want to come back over and over again” (Schlossberg, 2015). Thus proving cause related marketing Is used very effectively in the athleisure industry. 

[bookmark: _Toc509916033]5.0 Trends

In late 2016, the Athleisure industry was ‘slowing’ and suggestions that it is now seen as ‘uncool’ (Russel, 2017), however, by the end of 2017 the athleisure industry in the UK was worth a staggering £2.5 billion (Stevens, 2017) suggesting athleisure is here to stay, with Wilson (2014) stating ‘athleisure is bigger than a trend, as evidenced by the people who wear yoga pants everywhere’. Contrary to that, according to data from retail technology company Edited, the women’s jeans market grew by 79%, compared to athleisure leggings that grew just 35% - with Dio Kurzawa (denim director at WGSN) stating “athleisure is not going away, it just means folks are choosing not to have six different pairs of Lululemon tights and they’re opting back to denim” (O.Connor, 2017). 
As mentioned previously in the report, Lululemon are credited with the origin of the athleisure industry. And in more recent times, popularity of athleisure fashion has been largely driven by the wellness trend (Stevens, 2017), as well as people demanding more functionality from their wardrobe whilst also embracing healthier lifestyles (Wilson, 2014). Women are even starting to wear makeup to the gym resulting in the rise of athleisure cosmetics to compliment the leggings and the outfit (Lukaitis, 2017). Supporting the growth of athleisure, despite the saturated market, is the amount of brands releasing athleisure products creating a wide choice for consumers; ‘basic offering of athleisure by retailers like Sainsbury’s to celebrity endorsed designer and luxury brands, which then covers the entire spectrum of price range’ (Hanson, 2017). A breakdown of the amount of brands offering athleisure wear can be found in Appendix 11. 
[bookmark: _GoBack]Furthermore, the athleisure industry has welcomed the growth of online shopping, really utilising the distribution channels in which they sell their products. However the growth of online shopping has come at the expense of in-store sales (NPD Group, 2017). With BI Intelligence (2016) stating physical expansion is not the key to growing a customer base, and suggesting the growth of athleisure has resulted in shoppers spending more money online. This can relate back to consumer knowledge, with Rosenbaum (2015) proposing consumers are now more knowledgeable because they are more connected with the online world and can find information more easily. ‘They (consumers) have gotten used to researching and buying anywhere, anytime’ (Kotler & Armstrong, 2018, pg 407). Familiar brands like Nike, Dick’s Sporting Goods and New Balance have all continued to thrive by focusing heavily on e-commerce and providing omni-channel services (BI Intelligence, 2016), with Kotler & Armstrong (2018, pg 407) stating ‘today’s omni-channel buyers shift seamlessly across online and in-store channels throughout the buying process’. The trend in online shopping athletic apparel companies need to continue to concentrate on acquiring online shoppers in addition to expanding their physical footprints (BI Intelligence, 2016). 
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The rise of the athleisure industry has been a phenomenon few could have predicted. The change in culture in recent times and the acceptance of wearing yoga pants in everyday life has been a major contribution to the rise. People are now wearing them to the gym, to work, shopping and in general everyday life. In addition, the trend of healthy eating and people’s fitness has also contributed to the rise, as long as people are working out there is always going to be a market for gym clothing. However, when this trend in healthy eating and working out ends, is there still going to be the demand for gym clothing and athleisure wear? People who don’t work out also wear athleisure wear so they can be perceived as going to the gym – if that fashion ends are people still going to want to be perceived that way? 
Furthermore, the popularity of influencer marketing and celebrity culture is a massive benefit to the rise of athleisure. The amount of brands who have endorsed celebrity’s to either promote their products or bring their own products out is increasing. The incredible reach that celebrities have is the reasoning behind brands using influencer marketing. In addition, the utilisation of social media has also supported the rise, as well as the everyday person using social media to follow their favourite fitness hero who is wearing their favourite athleisure wear, which as a result increased brand awareness. 
Consumer behaviour has also had a shift in pattern with the modern consumer being more knowledgeable and aware of brands and even corporate social responsibility. This has resulted in athleisure brands releasing new products that are innovative, and even ethically approved in an attempt to keep customer retention high. Moreover, because of the saturated market that athleisure now has, brand loyalty and brand awareness have become very important for organisations. Brand association has provided customers with a purchase reason – and as a result athleisure brands have been targeting the culture of health and well-being in order to widen their target audience.
The use of marketing tactics has also supported the rise of the athleisure industry. As mentioned previously influencer marketing has been hugely successful within the athleisure industry, because of the nature of the industry and the way the consumers look up to these influencers, it is highly effective. 
And lastly, the athleisure trend shows no sign of slowing down. Because of the amount of organisations that are now releasing athleisure, the entire spectrum of price range is covered allowing all types of consumers to purchase athleisure wear. In addition, brands within the athleisure industry has welcomed the growth of online shopping and really tried to exploit it as another channel of sales, all contributing to the rise in the athleisure industry.
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Women's IVY PARK

Ivy Parke is a line of fitness wear that celebrates the hearts, minds and bodies of women and girls across the globe.
Inspired by Beyoncé's youth running in Parkwood Park, its the go-to collection for leggings, sweatshirts and crops for
both in and out of the gym.
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Kate Hudson's new line of activewear
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YEEZY

A marriage of urban sportswear and shape-celebrating must-haves,
cue YEEZY for the real look of the moment.

THIS SEASON AT YEEZY

Kanye West approached YEEZY's Season 6 with a clear awareness of
where life, art, and branding converge. Pivoting from prior collections,
this season was presented sans runway ~ instead, the pieces were
modelled by Kim Kardashian. These paparazzi-inspired Instagram
photographs of Kim in LA were then posted around Miami, right in fime
for the Art Basel international art fair. The unique presentation
showcased YEEZY's meta tone, questioning the point at which art
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Gymshark Be a visionary.
gym.sh/GymsharkMelbourne
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lululemon Yoga is on the mat. It's off the mat. It's everywhere. How does it show up in
your life? #thisisyoga Snapchat + Spotify + Apple Music: lululemon
explorelululemon.com
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FENTY BEAUTY BY RIHANNA Available online and at Sephora’s and Harvey Nichols
worldwide. Tag your shots with #FENTYBEAUTY! Shop Fenty Beauty &
www.fentybeauty.com
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