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Aspiring Athletes
The target audience for Adidas

encompasses dynamic individuals who
lead act ive l i festyles and pr ior i t ize both

performance and style.  This demographic
typical ly consists of aspir ing athletes,

f i tness enthusiasts,  and trend-conscious
consumers aged 18 to 35.

Background

Behaviours and decision making processes 

Pain points

Needs, goals and desires 

Aspir ing athletes within the Adidas target demographic,  aged 18 to 35, are passionate about sports and
f i tness. They include both men and women with diverse career interests and educat ional backgrounds,
residing in urban and suburban areas. Their  family and mari tal  statuses vary, and they typical ly fal l
wi thin the middle to upper-middle income brackets.

Aspir ing athletes pr ior i t ize performance and style when purchasing Adidas products. They thoroughly
research and compare product features and reviews, often seeking input from inf luencers l ike
professional athletes and onl ine communit ies. This helps them enhance their  athlet ic performance whi le
al igning with their  values and aspirat ions.

Athletes often face chal lenges related to f inding high-performance athlet ic gear that balances
funct ional i ty with style,  alongside issues of af fordabi l i ty and accessibi l i ty.  Adidas products address these
pain points by offer ing innovat ive solut ions designed to enhance athlet ic performance whi le pr ior i t iz ing
comfort  and durabi l i ty.  

Aspir ing athletes aspire to reach peak performance levels in their  chosen sports whi le maintaining a
healthy and balanced l i festyle.  They seek products that support  their  athlet ic goals by providing opt imal
performance, durabi l i ty,  and comfort .  Addit ional ly,  they desire gear that of fers excel lent value for their
investment,  al lowing them to pursue their  f i tness and sport ing hobbies without breaking the bank.
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ASPIRING ATHLETES

CONSUMER PROFILE 1

Aspiring athletes, aged 18 to 35, are urban and suburban residents with diverse careers. They
priorit ize f itness and sports, seeking high-performance gear for training and competit ions, often

with disposable income.

Age

Typical ly mi l lennial
and Gen Z age

groups, These age
groups encompass
individuals typical ly

ranging from late
teens to mid-30s.

Location

Consumers within the
mil lennial  and Gen Z

age groups reside
predominant ly in

urban and suburban
areas.

Hobbies

Usual ly,  athletes in
these demographics

engage in a var iety of
athlet ic act iv i t ies,
such as running,

basketbal l ,  and other
sports,  as part  of  their
hobbies and interests

outside of work.

Work

Aspir ing athletes often
balance their  pursuit
of  athlet ic excel lence

with var ious career
roles and

responsibi l i t ies, whi le
their  income varies

widely depending on
factors such as
endorsements,

competi t ion winnings,
and sponsorships.
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Athleisure 
Millennials

Athleisure Mi l lennials seek styl ish,
sustainable athleisure wear for act ive

l i festyles. Adidas offers innovat ive
products al igning with their  f i tness,
fashion, and environmental  values.

Background

Behaviours and decision making processes 

Pain points

Needs, goals and desires 

Athleisure Mi l lennials within the Adidas target demographic,  aged 18 to 35, embrace an act ive l i festyle
with a keen interest in both f i tness and fashion. This diverse group comprises individuals of var ious
genders, professions, and educat ional backgrounds, predominant ly located in urban and suburban
sett ings.

Athleisure Millennials exhibit distinct behaviors and decision-making processes when considering
purchases within the realm of athleisure wear. Their buying journey often begins with extensive
research, uti l izing a variety of online platforms and social media channels to explore product
reviews, celebrity endorsements, and influencer recommendations. 

Athleisure Mi l lennials face chal lenges f inding sustainable and ethical ly produced athleisure wear that
meets their  style and performance needs. Adidas addresses these issues by offer ing a diverse range of
products crafted with sustainable mater ials and ethical  manufactur ing pract ices. 

Athleisure Millennials lead dynamic l ives characterized by a pursuit of balance, well-being, and
self-expression. Their primary goal is to seamlessly integrate f itness and style into their daily
routines, seeking athleisure wear that enables them to transition effortlessly from workouts to
social engagements. 
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ATHLEISURE MILLENNIALS

CONSUMER PROFILE 2

Athleisure Millennials, a dynamic demographic aged 18 to 35, are predominantly urban dwellers.
They thrive in various career paths, from creative industries to corporate sectors, valuing work-
l ife balance. With disposable income, they priorit ize f itness, socialization, and sustainabil ity in

their l i festyle choices.

Age

Athleisure Mi l lennials,
aged 18 to 35, blend
f i tness and fashion
seamlessly.  They

prior i t ize
sustainabi l i ty,  seek

versat i le apparel ,  and
engage extensively

with onl ine platforms
for research and

purchase decisions.

Location

Athleisure Mi l lennials
predominant ly reside

in urban and suburban
areas, seeking act ive

l i festyles. They
frequent gyms, parks,

and social  hubs,
engaging with f i tness

communit ies and
embracing versat i le

athleisure wear.

Hobbies

Athleisure Mi l lennials
pursue diverse

hobbies, including
f i tness act iv i t ies l ike
yoga, running, and

gym workouts. They
enjoy social iz ing with

fr iends, explor ing
outdoor adventures,

and attending
wel lness events and

fest ivals.

Work

Athleisure Mi l lennials
have varied careers,

spanning from
creat ive industr ies to
corporate roles. They

prior i t ize work- l i fe
balance and may have

disposable income,
often fal l ing within
middle to upper-
middle income

brackets.
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