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CATEGORY OVERVIEW

LANDSCAPE OF BRANDS

ESTABLISHED ACTIVEWEAR

NON-ACTIVEWEAR BRANDS MOVING
INTO ACTIVEWEAR

EMERGING ACTIVEWEAR

*MORGAN STANLEY/EUROMONITOR DATA
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ESTABLISHED PLAYERS
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THE TOP BRANDS IN THE ACTIVEWEAR SPACE
ACCOUNT FOR $65 BILLION IN GLOBAL

q‘a‘.:,\ag REVENUE.
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2015 REVENUES



AD D I N G ACTIVEW EAR Tﬂ WE LOOKED AT BRANDS WHOSE HISTORIC FOCUS IS IN OTHER

CATEGORIES AND THEIR RATE OF ADDING ACTIVEWEAR

THEASSORTMENT ™=~

NET-A-PORTER
ZARA

HaM

TORY BURCH
KOHL'S

COLUMBIA
GAP/OLD NAVY
ABERCROMBIE
VICTORIA'S SECRET
FOREVER 21

+10%

GAP MACY'S NET-A-PORTER ZARA
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EMERGING BRANDS

PE NATION
n A BRAND THAT
WITH MORE STYLES AND EMBODIES THE
BLURRING OF THE
HIGHER PRICGE POINTS, THESE LINE BETWEEN
SPORTS AND
ARE PROPELLING THE 4.3% IFESTYLE
EST. CATEGORY CAGR FROM A
_ PANTS: $113
2015-2020 TOPS: $81
KITH
SUPREME -
BANDIER KITH IS A MASSIVELY POPULAR STREETWEAR
OUTDOOR VOICES BRAND THAT CONTINUALLY LAUNCHES
TRACKSMITH PRODUCTS IN MINI BATCHES FUELING SCARCITY
PE NATION DEMAND AND COLLABORATES WITH BRANDS
AL INCLUDING NIKE AND ADIDAS,
BERseLe AVERAGE PRICE:
CARBON3S W PoNTS: 5270
YOGASMOGA W TEES: $132 SAGE



INFLUENCERS

INFLUENCERS IN THIS SPACE ARE A MIX OF
ATHLETES, DEDICATED FITNESS BUFFS, AND
GELEBRITIES, MANY OF WHOM ARE
ENDORSED BY MAJOR ATHLETIC BRANDS.

CELEBRITIES INCLUDING RIHANNA AND
KANYE WEST HAVE CREATED THEIR OWN
CAPSULE "ATHLEISURE" COLLECTIONS.

2015 REVENUES SAGE



PRODUCTS THAT

RECENTLY INTRODUCED: WOMEN'S s
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PRODUCTS THAT HAVE

RECENTLY INTRODUCED: MEN'S

3%
oY%
10%
28% 0% 7%

LULULEMON UNDER ARMOUR

ACTIVEWEAR
creconies. ( PANIS ) SHORTS  (TSPORTSBRAST) Toes  Jackers  (SWEATERS/HOODIES')
SAGE



STATE OF THE INDUSTRY

AN AUDIT OF 5 ACTIVEWEAR BRANDS SHOWED
THAT BETWEEN OCTOBER 2015-2016

WITH MORE BRANDS
JOINING THIS SPACE,
THERE'S A GLUT OF
PRODUCTS IN THE MARKET.

WITHOUT DIFFERENTIATION,
MOST BRANDS WILL FACE
CONTINUED DOWNWARD
PRICE PRESSURE.

SAGE



PRICING BY CATEGORY: WOMEN'S
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PRICING BY CATEGORY: MEN'S
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ACTIVEWEAR CATEGORY EXPERTISE DELIVERED.

TALKTO US: HELLO@STYLESAGE.CO

SAGE



