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ATHLETIC APPAREL: A ROBUST MARKET &

KEY INSIGHTS

Retailers and brands have shifted to capitalize on the

estimated $30 billion dollar a year market for athletic
apparel.* o 30 * Brands and retailers can increase sales within the growing active
, REOOON Billion Dollar wear market by meeting consumer needs for comfort, it, and
Ai cFTrdmg t((j) tElott((Jjn Ihncor;t))orateddfj .Retta// Mon/torT; su;\r/]ey, Market performance
retallers ana branas nave been adding to or expanding their
athleticwear lines (10% to 13%) in the past year. * (onsumers are used to paym% full price for athletic apparel asitis
Athlet less likely to be offered on sale compared to other types of Clothing.
eticwear sales have grown at a faster rate than overall

apparel sales in the 12 months ending June 20121,

m » While active consumers purchase the majority of athletic apparel
sold, a market opportunity does exist with non-active consumers;

Athletic Apparel one-third of non-active adults own athleticwear

Other Apparel

— —Om * Almost all consumers (37%] said they would prefer a cotton
——eT alternative with the same performance features as synthetic active

D IR apparel or would be willing to try it

June 2012 June 2013

L LELETEEL Active consumers engage in these top activities:

Continuing to grow the market 0 0 0 0 0
will still depend on the active 3 /0 43 /0 ' 43 /0 38 /0 28 /0
consumers, who are the crux ,
of the athletic apparel market; 61 0/ ‘
however, non-active adults 0 ‘
could also represent an
important opportunity for of consumers ages
growth. 13t0 70 say they

""""""""" exercise two or more

days per week. WALKING CARDIO RUNNING ~ WEIGHTS ~ SWIMMING
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Athletic apparel has increasingly become a part of consumers' lifestyles.

Active consumers wear their athletic apparel when they are:

Athletic apparel is not just a

reflection of consumers’

fitness activities. More than \
nine out of ten (93%)

consumers (up from 87% in

2009) also wear their athletic

apparel for activities other 850/0 650/0 420/0 200/0

than exercising.

AROUND RUNNING SHOPPING OUTTO EAT

THEHOUSE ~ ERRANDS
31% 50%

§38
Average amount

@ spent on
athletic apparel
per month
(*Among those
who purchased
inthe past month)

Exercise 5to7 Do not exercise
days perweek  regularly
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Active consumers say they purchase most of their athletic apparel from mass merchants
Consumers say they choose to and sports stores.

shop at mass merchants
because they offer good prices
and shop sport specialty
retailers due to good selection
and product variety.

U

Wear only or mostly wear a mix of athletic
athletic apparel and non-athletic
when exercising. clothing such as T-shirts
or shorts.

)/ Women and consumers ages 25 to 60 are 2 0 Men and young consumers ages 13-24 are
Typically, consumers pay full price 0 more likely to shop at mass merchants O more likely to shop at sport specialty retailers
for athletic apparel, as itis less SHOP MASS (e.g., Walmart, Target, Kmart). SHOPSPECIALTY (e.g., Dick's Sporting Goods, Sports Authority).
likely to be offered on sale than MERCHANTS STORE
other apparel.

Favorite Athletic Apparel Brands:
W ©
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ATHLETIC APPAREL ¢  OTHER APPAREL

38% of athletic apparel . 42% for other types of 570/0 320/0 210/0 1 0/0 100/0

is offered onsale. g clothing is offered on sale.
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Active consumers report Iiking these attributes in their favorite athletic clothing;

Consumers say fit/comfort, - \ \ \
price, durability, and

(S

breathability are the most
important factors affecting

their decision to purchase 42% 4% 4% 2% 11%

athletic apparel.
COMFORT/ FIT MOISTURE FLEXIBILITY ~ BREATHABILITY
SOFTNESS WICKING

;Brands iz Women are more likely Men, who are more likely to
. lesn the act to say comfort and flexibility participate in high endurance
mcreasesakesk;n SN are important (perhaps due to exercise, find performance
Wear mar efi ¥meet|nfg the increasing popularity of features more important
consumer needs for comfort, activities such as yoga). than women.

fit, and performance.

000000000000 0OCCO MARKETOPPORTUN'T'ES 000000000000 O0COCD

Over 90% of consumers are likely to purchase cotton athletic apparel over synthetics, if it
performs similarly in these areas:;

In a market dominated by

synthetic fibers, almost all

consumers (97%) said they

would prefer cotton athletic

apparel (or would be willing to 90/0 70/0 70/0 60/0 Only 30% of athletic
try it), if the cotton alternative apparel containing cotton

had the same performance was marketed as offering

features as synthetic apparel. STYLE QuICK MOISTURE performance features
DRYING WICKING ~ versus 92% of synthetics.

A majority of consumers are willing to pay more for cotton athletic apparel, if it performs
similarly in these areas:
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to pay more for cotton

QuICK MOISTURE STYLE athletic apparel.

DRYING WICKING

OPPORTUNITIES ABOUND

)

Qualities that consumers desire in athletic clothing are the same qualities that they
associate with cotton. Most consumers describe cotton athletic apparel as:
Despite consumers’ interest in
and willingness to pay more

for COTTON athletic apparel,
the Retail Monitor™ survey

More than two-thirds of
found that only 34% of consumers prefer their
athletic apparel offered athletic clothing to be

at retail contained cotton. made of cotton or
COMFORTABLE/SOFT  FITS WELL DURABLE STYLISH cotton lends,
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W 3 percent sales growth in 2012
and a 6 percent sales growth in 2013

One of the top athletic apparel $300 - 450 M".I.ION

brands among U.S. consumers,

Under Armour,® has reaped Expected sales over the next five years
the benefits of providing cotton for Under Armour's ® Charged Cotton®
activewear. line according to industry analysts.

2012 2013

*Active consumers are those who exercise two or more days a week.
Primary Sources: Cotton Incorporated’s 2012 Sports Apparel Study, Cotton Incorporated Lifestyle Monitor™ survey,

Cotton Incorporated’s Retail Monitor™ survey
Industry Sources: *Sporting Goods Manufacturing Association (SGMA), 'NPD, and *Morgan Stanley
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