
How brands can benefit from 
the explosion in female fitness

WHAT
WOMEN 
WANT



Driven by the proliferation of fitness devices, celebrity 

"fitspiration" and government campaigns, there is a 

new wave of women who increasingly view fitness and 

wellbeing as a lifestyle choice beyond the confines of 

the gym. 

When auditing the women's fitness apparel market for 

Nike, we found that the landscape has become more 

competitive driven by new entrants looking to gain 

their share of the lucrative market. 

Competition from the high street has forced classic 

sport brands to think differently about how they appeal 

to the growing fashion savvy, athleisure audience.

    There has been a 
huge explosion in the 
women's fitness and 
wellbeing market.

/ HERE COME 
THE GIRLS
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IN 2015, THE UK WOMEN'S 
ACTIVEWEAR MARKET BROKE  
THE £6 BILLION MARK AND IS 

PREDICTED BY 2019 TO HIT

£8 BILLION
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The momentum in the fitness market has changed 
women's attitudes towards exercise, resulting 
in an increased appetite for female-orientated 
events such as Poppy Log Mud Run and Be:Fit 
London. These mass participation workouts act as 
communities for likeminded women to collectively 
achieve fitness goals in fun, social environments.

/ THE SHIFT TOWARDS 
MASS PARTICIPATION
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     Women are looking 
for fitness experiences 
that engages them in 
communities.

FEMALE RUNNER
PARTICIPATION
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When Lululemon came to us asking 

for help communicating their global 

Get Quiet Live Loud positioning,  

we uncovered that building localized 

communities around its stores has 

been a key to connecting the brand 

with its female audience. 

Lululemon has become a facilitator  

for social interactions, helping  

women discover new places to run, 

practice yoga and eat, ingraining 

themselves in its customers'  

wider lifestyles.

/ THE KEY TO  
LULULEMON'S SUCCESS

     Lululemon has 
created a community 
that resonates 
with its customers' 
lifestyles.

$2.1 BN$2.1
BILLION
GLOBAL SALES
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Brands need to engage with women 

as fans not consumers. Whilst 

consumers are rational, value driven 

and disconnected, fans are passionate, 

loyal and content hungry, sharing 

messages more effectively than any 

other social group. It's passion that 

drives fan's purchasing power. From 

beauty to automotive, brands should 

weave fitness in to their communication 

strategies to drive sales, brand 

awareness and advocacy amongst 

female audiences.   

     Successful brands 
talk to woman as 
fans. Their currency 
is emotion, devotion 
and irrationality.

/ GET IN THE  
FAN ZONE

Source: Google Consumer Survey, U.S., February 2016
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     Become a 
facilitator for the 
fan experience and 
engage women  
in something  
they love.

The diverse nature of women and their unique fitness 

journeys across different sports, makes the fitness 

market a complex and challenging landscape.  

To truly connect with women using fitness, brands 

must understand the individual motivations and 

behaviours tailoring campaigns with different fan 

bases in mind. 

By facilitating women's experience with fitness, 

brands can build relationships that transcend the  

sales floor.

/ HOW TO BRING 
YOUR 'A' GAME
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Claim Your Free Brand Fitness Test

Our Fanatic planning and insight team will 
deliver a snapshot report to show how your 
brand is performing in the women's fitness 
market, including:

In the Brand Zone

We'll speak to our panel of female fitness fans 
to discover what they think about your brand 
and whether it's in the race.

Competitor Scoreboard

We'll focus on how you're scoring against the 
competition with a benchmark comparison 
between you and similar brands.

Future Fandom Preview

We'll reveal the biggest trends shaping the 
future of fitness, and how your brand can 
get ahead of the curve.

www.eartotheground.org

CLAIM YOUR 
FREE BRAND 
FITNESS TEST
Contact Partnerships Manager, 
milliekilleen@eartotheground.org. 
Call us on +44 (0)161 237 9786 
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