
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Athleisure has been popular for the past five years, and
there is no sign of it falling out of favour.”

– Summer Xia, Research Analyst

This report looks at the following areas:

• Quick response to the outbreak of coronavirus
• How can luxury brands break ground in athleisure?
• Unlocking the full potential of KOLs in athleisure retailing

Although leading athleisure brands have seen an economic hit during the recent coronavirus outbreak,
the negative impact is likely to be temporary as Chinese urbanites are getting more health-conscious
and increasing demand for all-round sportswear. Facing the challenge from fashion brands and luxury
brands in the athleisure market, sportswear brands remain very competitive in brand equity, product
design, and professional athletic apparel. Sports brands are leading in meeting the consumer needs for
comfort and good fit.
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Athleisure is not a fad
Figure 10: YOY growth rate of retail sales of clothing in China, 2003-2004

Impact of COVID-19 on key players

Nike

Adidas

Lululemon

Under Armour

Li-Ning

Anta Sports Products

Semir

Uniqlo

Canada Goose

High sports participation

Coronavirus will push the awareness of wellbeing

Casual wear and sportswear are most purchased

Demanding chic sportswear…

…and casual work attire

Robust growth in sales

Engage consumers with sincerity

Being innovative in marketing campaigns

Nike

Adidas

Lululemon

Under Armour

FILA

Li-Ning

Anta

Semir

Uniqlo

Build an ecosystem for fitness, sports, and style
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Figure 28: Athleisure products bought, by gender, December 2019

Younger consumers are fond of skate shoes
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Figure 44: Purchase triggers – TURF Analysis – December 2019
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