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Athleisure indicates a fashion trend and lifestyle for everyday sportswear (Craik, 2018). In the US alone, athleisure 
sales generated $44 billion in 2015 and increased 11% to $45.9 billion in 2016 (Green, 2017). According to the NPD 
Group (2018), the increase in athleisure sales reached its peak in 2017, representing $48 billion, while traditional 
apparel sales declined by 2%, resulting in $215 billion. Millennials, the largest demographic comprising 25% of the 
US population, have shown the highest rate of spending in the activewear market over the last five years, compared 
to other generations (NPD, 2018). In light of Millennials’ recent leisure patterns (Bednall, Valos, Adam, & McLeod, 
2012), they are likely to continue to wear athletic gears all day and everyday. 
 
From a sportswear business perspective, a number of driving forces can underlie Millennials’ preoccupation in 
consuming sportswear. First, today’s sporting brands produce more luxurious and expensive sporting goods than 
they did in the past. This attribute amplifies people’s desires to consume symbolic markers to signal their status 
(Leibenstein, 1950). Particularly, younger generations like Millennials put a premium on interactions—both personal 
and digital—with their peers. Therefore, they are likely to display status from purchasing luxury brands (Kim, Yoo, 
Choi, Kim, & Johnson, 2011), leading to conspicuous consumption (Veblen, 1899). Second, Millennials, compared 
to the X generation, have expert-like fashion knowledge and share it with their peers (Noble, Haytko, & Phillips, 
2009). They seek a reference to follow concerning what to buy and wear (Kim et al., 2011). In this regard, displayed 
personal possessions augment a bandwagon effect—that is, consuming the same commodity (Leibenstein, 1950). 
Finally, younger generations are value-seekers (Noble et al., 2009), such that they prefer to purchase unique or 
combined stylish and functional sporting goods over the basic sustenance-oriented ones. As such, this research 
examines how these drivers of the younger generation affect conspicuous consumption behaviors of athleisure 
brands. 
 
“Sportswear is a very sensitive indicator of, and responder to, values” (Bruun & Langkjaer, 2016, p. 187). Therefore, 
it embraces symbolical values that affect consumers’ decision-making and deliver satisfaction (Sweeney & Soutar, 
2001). These values are attached to brands, including functional, social, emotional, epistemic, and conditional value 
(Sheth, Newman, & Gross, 1991). Researchers have developed and improved consumer value frameworks to better 
understand consumers’ consumption patterns. Specifically, they proposed latent luxury values (Smith & Colgate, 
2007; Tynan, McKechnie, & Chhuon, 2009), such as financial, functional, individual, and social value (Wiedmann, 
Hennigs, & Siebels, 2009), in order to elaborate consumptions of luxury goods. With regard to athleisure-related 
conspicuous consumption behaviors, it is important to identify a major driver among various consumers’ perceived 
values. In Sweeney and Soutar’s (2001) research, there are values connected with functional attributes, such as 
quality and price. The quality value concerns performance (e.g., durability), while price value prioritizes efficiency. 
There are also those connected with emotional value (e.g., feeling of ecstasy) and social value, such as recognition 
(Sweeney & Soutar, 2001). 
 
In the sport marketing and branding literature, some researchers applied the perceived value dimensions and well 
documented its link to consumers’ purchase intention towards licensed products (Kwon & Amstrong, 2002; Kwon, 
Trail, & James, 2007). For example, Kwon and Amstrong (2002) incorporated impulsive buying tendency into an 
empirical study for team-licensed merchandise. They found that symbolic meaning (i.e., social network) largely 
influences consumers’ purchase patterns. In relation to sportswear consumption behaviors, others tested this model 
to identify desirable consumer values (Chi & Kilduff, 2011). In Chi and Kilduff’s (2011) study, price value, followed 
by social and emotional values, captured the most influential factor of casual sportswear. However, these results 
might be different for athleisure-based conspicuous consumption behaviors, as the younger generation particularly 
cherishes social and emotional values when purchasing luxury brands (Kim et al., 2011). Thus, the purpose of 
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current study was to shed light on an empirical examination of the relations between the younger generation’s 
consumer values, conspicuous consumption behaviors, and intention to purchase athleisure brands. Drawing from 
the consumer value framework (Sweeney & Soutar, 2001), five hypotheses are developed: 
 
H1: Price value will positively influence the younger generation’s conspicuous consumption of athleisure brands. 
H2: Quality value will positively influence the younger generation’s conspicuous consumption of athleisure brands. 
H3: Emotional value will positively influence the younger generation’s conspicuous consumption of athleisure 
brands. 
H4: Social value will positively influence the younger generation’s conspicuous consumption of athleisure brands. 
H5: The younger generation’s conspicuous consumption behaviors will positively influence their purchase intention 
towards athleisure brands. 
 
To test the hypotheses, researchers will recruit 100 participants from Amazon Mechanical Turk (Mturk) for a pilot-
test. The pilot testing will serve to determine the feasibility of measurement instrument and study protocol (e.g., use 
of Mturk) and to gather potential high status athleisure brands. After modifying the survey instrument, the actual 
study will be performed. For the primary study, a total of 350 participants will be recruited, and the instrument will 
be distributed and collected using a Qualtrics link via Mturk. To meet the criteria of eligibility for both studies, 
participants must be Millennials—the generation born after 1982 (Howe & Strauss, 2009), a US citizen, and have 
spent at least $500 for purchasing athleisure brands during the past 12 months. The online survey instrument 
consists of consumer values (19 items), conspicuous consumption (7 items), behavioral intention (3 items), and 
demographic information. For data analysis, both confirmatory factor analysis (CFA) and structural equation 
modeling (SEM) will be conducted. The data collection is in-progress, and data analysis will be completed before the 
2018 Sport Marketing Association conference. 
 
Findings are expected to support previous research (Kim et al., 2011; Sweeney & Soutar, 2001) that Millennials’ 
perceived values will be positively associated with their athleisure-related conspicuous consumption behaviors. The 
implications stemming from these findings will aid sport marketers in their marketing strategic plan, as this study will 
contribute to gauge the younger generation’s motivations and attitudes towards athleisure brands. 
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