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Abstract 

Based on the National Survey of the Central Statistics Agency (Susenas BPS), 
running is the majority sport preferred by 41.45% of respondents. Interest in running 
as a sporting activity continues to increase in society, creating an atmosphere 
supporting the running community's growth. Social aspects, health, and lifestyle 
trends are several factors that influence this development. Based on several 
previous studies, several of these things affect the decision to purchase running 
sportswear. So, this research examines the purchasing decision of running 
sportswear with a sample of running enthusiasts in Indonesia.  

The respondents of this research are running enthusiasts in Indonesia. Data 
collection was carried out by distributing questionnaires online. The statistical tool 
used is Smart Partial Least Square (SmartPLS 3.0). The results show that purchase 
decisions are influenced by several factors, namely reference groups, lifestyle, and 
consumer preferences. The results obtained can be used by running sportswear 
companies to pay more attention to marketing strategies by always adapting to the 
dynamics of the times, including understanding market trends, changes in consumer 
behavior, and new technologies that may impact marketing strategies. 
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1. INTRODUCTION 

The development of sports in Indonesia has experienced various changes over 
time. Sports, once known as a necessity, have changed their purpose, and running 
has now become a lifestyle for most citizens. Indications of this can be seen from the 
excitement of various events in big cities in Indonesia in recent years. Based on the 
National Survey of the Central Statistics Agency (Susenas BPS) in 2021, running, 
cycling, gymnastics, football, badminton, and golf are the sport’s most popular among 
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Indonesian people. However, running is the majority sport preferred by 41.45% of 
respondents (BPS, 2022). 

The high level of public enthusiasm for running is due to several factors. First, 
the development of running communities everywhere. Second, the lack of land in 
urban areas has caused many running enthusiasts to appear. Third, there is a 
response that running is a relatively simple and cheap sport to do. The fourth factor 
that causes running to develop rapidly is public awareness of healthy living and the 
importance of an active lifestyle. The fifth factor is the influence of social media, which 
has an important role in promoting and motivating healthy lifestyles to other people. 
The sixth factor is the number of running events currently held in almost every city 
(Indraswari, 2022). 

The running sportswear industry in Indonesia has experienced significant 
growth along with the increasing public interest in a healthy lifestyle and running. 
Local and international manufacturers compete to attract consumers with various 
strategies. Understanding the strategic factors that influence these purchasing 
decisions is essential for companies to win the competition and meet consumer 
needs (David & David, 2017).  

Companies compete to understand consumer trends and preferences for 
running clothing as needs continue to grow by innovating through their product 
designs. In a statement via Mc. Kinsey, Amed et al. (2023) explain that the need for 
fashion in 2023 and beyond will continue to grow. For example, the Puma brand, 
which has been concerned with running sportswear, experienced an increase of 20% 
at the end of 2022, and New Balance experienced an expansion of product 
diversification in running clothing products. New models and trends continue to be 
created every year, influencing consumer fashion awareness and influencing the 
formation of consumer preferences. Nike products are currently also developing 
products specifically for women who wear the hijab. 

The increasing interest in running sports influences the fashion industry to 
provide comfortable and fashionable running clothing. Companies compete to 
understand consumer trends and preferences for running clothing as needs continue 
to grow by innovating through their product designs. In a statement via McKinsey, 
Amed et al. (2023) explain that the need for fashion in 2023 and beyond will continue 
to grow. For example, the Puma brand, which has been concerned with running 
sportswear, experienced an increase of 20% at the end of 2022, and New Balance 
experienced an expansion of product diversification in running clothing products. 
Companies try to understand consumer preferences to offer products that fit market 
needs. 

Fashion is a term known in everyday life as a basic human need for self-
actualization. Tenaya (2021) states that fashion is a form of one's self-application of 
the clothing or accessories one wears and is a tool for measuring one's attitudes and 
feelings. Consumers are often inspired by the latest fashion trends they see on social 
media, which can encourage consumers to update their wardrobes. Consumers will 
create unique styles that may not fully follow current trends (Amed et al., 2023). 

A reference group is a collection of people who are considered to have a 
significant influence or impact on someone's purchasing decisions (Kotler et al., 
2021). Reference groups, such as running communities, provide product 
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recommendations and reviews to members in three ways, namely introducing new 
things and someone's lifestyle, affecting their self-perception and attitudes, as well 
as putting them under pressure to be comfortable, which may affect the products they 
choose (Nugraha, 2019). Ghegreab & Heale (2023) state that although reference 
groups can influence consumer preferences, consumers must also have self-
awareness and the ability to make decisions based on their personal preferences 
without being influenced by their reference group. 

Genarsih (2021) states that lifestyle can make an individual always follow 
current developments in fashion styles, thereby forming preferences that tend to 
choose products and developments in fashion styles. Someone who likes running 
will look for running equipment that suits their needs. This is the gap in this study. 
Many studies explore individual factors that influence purchasing decisions 
(Indraswari, 2022; Genarsih, 2021; Sferianto et al., 2018), but this research examines 
the synergy between consumer preferences, fashion trends, reference groups, and 
lifestyle in one analytical framework by taking runner respondents. Therefore, the 
author wants to explain the relationship between fashion trends, brand awareness, 
reference groups, lifestyle, and consumer preferences for running sportswear. 

 

2. LITERATURE REVIEW 

This section will explain the theoretical basis, including consumer preferences, 
fashion trends, reference groups, lifestyle, and purchase decisions. Apart from that, 
it will also explain the research directions that have been studied. 

 
2.1. Theory of Planned Behavior 

One of the most important ideas for understanding human behavior is the 
Theory of Planned Behavior (TPB), which was created by Icek Ajzen in 1985. 
Numerous disciplines, including marketing, education, health, and the environment, 
have made extensive use of this notion. TPB is concerned with the ways in which 
attitudes, subjective norms, and perceived behavioral control impact a person's 
intention to behave, which in turn influences actual behavior. 

The consumer’s attitude to behavior is greatly influenced by personal 
preferences for the product. For example, if a consumer prefers eco-friendly or high-
tech running clothing, they are likely to have a positive attitude toward purchasing the 
product. These preferences influence purchase intentions because the product is 
perceived to fit the individual’s needs and wants.  

The Theory of Planned Behavior has made significant contributions to 
understanding and predicting human behavior, especially those involving planned 
and rational decisions. However, the theory has also faced criticism, particularly in 
its ability to handle unplanned behavior, the role of emotions, and the complexity of 
social influence (Azjen, I., 2011; 2019). 

 
2.2. Competitive Advantages 

Competitive Advantage or competitive advantage is a concept first popularized 
by Michael E. Porter (1985; 2019). This theory explains how companies can create 
more value for their consumers compared to their competitors through differentiation 
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and low-cost strategies (cost leadership). Competitive Advantage Theory provides a 
strong framework to analyze how strategic factors implemented by running 
sportswear companies in Indonesia can influence consumer purchasing decisions. 

By understanding and implementing differentiation and cost leadership 
strategies effectively, companies can create greater value for consumers and 
strengthen their position in a competitive market (Chuchulayna, 2019). This study 
contains information about how brand value contributes to competitive advantage 
and strengthens the company’s position in the market. 

 
2.3. Consumer Preferences  

Consumer preferences are choices or tendencies that individuals or groups 
have when choosing a product. The product selection is based on quality, price, style, 
and other factors (Shadrina et al., 2021). Preference is an independent subjective 
attitude under needs based on the individual's desires.  

Consumer preferences can vary from one individual to another and can be 
influenced by several factors, including personal experience, education, culture, 
social group references, and the influence of certain advertising (Kotler & Armstrong, 
2018). 

The brand also added that product development is closely related to the benefits 
offered by the product, including several product attributes contained in it, for 
example, product quality, product features, and product design or appearance 
(Suryani et al., 2021).  

 
2.4. Fashion Trends 

Fashion has become a part of style and everyday life, and it involves language 
styles, certain clothing models, and even behavior. Fashion is the way people 
describe themselves, communicate, and express their identity through their own 
clothing choices (Haryanti & Nurdin, 2019). Amed et al. (2023) stated that fashion 
trends change from time to time and are often influenced by factors such as culture, 
economy, social environment, and various other behaviors. They also added that 
fashion is not only about physical appearance but also shows an individual's 
response to the values in society (Sumitha & Suganya, 2022). 

Fashion trends can influence the personalities and preferences of very diverse 
consumers. These two relationships are very dynamic and influence each other 
(Abbas, 2022). He added that fashion trends can emerge because of consumer 
preferences that continue to develop and are a cycle that will repeat itself. Sari & 
Patrikha (2021), through their research, stated that fashion trend is a term that refers 
to aspects of the appearance and construction of fashion products related to a 
particular season. 

The indicators of fashion trends are 1) Accepted style, 2) Majority Group, 3) 
Time Cycle, and 4) Opinion Leaders (Kotler & Armstrong, 2018). They added that 
trends influence consumer preferences, which are also closely related to product 
development. 

H1: Fashion Trends have a positive influence on Consumer Preferences. 
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2.5. Reference Group 

Reference groups are groups of individuals who influence a person's behavior. 
Either direct influence with individuals such as family or close friends or those that do 
not have direct interaction with individuals, such as influence on certain groups 
(Pransopon & Hoonsopon, 2019). Reference groups can influence the formation of 
consumer preferences if they can provide a good picture and the right way to 
influence an individual's view of a particular product or brand (Hawkins & 
Mothersbaugh, 2019). 

The reference group has three indicators including normative influence, value 
expression influence, and information influence (Christianti & Remiasa, 2018). 
Normative explains the influence of a reference group on a person through social 
norms that must be obeyed and followed. Value expressions explain reference 
groups that will influence a person through their function as bearers of value 
expressions. Meanwhile, the influence of information explaining the reference group 
will influence other people. They are trusted because they have better knowledge 
and information. 

H2: Reference groups have a positive influence on consumer preferences. 

 
2.6. Lifestyle 

Lifestyle has a definition regarding the way individuals carry out their daily 
habits. How do these individuals carry out their activities, interact with other groups, 
and make decisions that suit themselves? According to Kotler & Armstrong (2018), 
lifestyle can include many things, namely clothing style, shopping patterns, eating 
habits, physical activity, social interaction, use of technology, and hobbies or 
recreation. Kotler et al. (2021) added that lifestyle is a person's lifestyle, which is 
reflected in activities, interests, and opinions. Lifestyle changes can influence 
consumers' preferences or choices of products to buy. By understanding consumer 
lifestyles, marketers can predict consumer living habits. 

Shadrina et al. (2021) According to their studies, lifestyle is influenced by both 
internal and external variables. Attitudes, observations and experiences, personality, 
self-concept, motivations, and perceptions are examples of internal variables. In the 
meantime, socioeconomic status, culture, and familial reference groups are 
examples of external variables. 

H3: Lifestyle has a positive influence on consumer preferences. 
 

2.7. Purchase Decision 

Purchase decision refers to the process or steps taken by consumers to choose 
or buy a particular product. Dawn et al. (2023) explain that purchase decisions are 
influenced by several processes, namely the first stage of paying attention (attention), 
the second stage of interest (interest), the third stage of desire (desire), the fourth 
stage of deciding to buy (action), the fifth stage of satisfaction (satisfaction). 

According to Sferianto et al. (2018), there are eight factors that influence 
purchasing decisions: perceived utility and ease of use, perceived affordability, the 
experience of the purchase, compatibility (with values, norms, and beliefs), 
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interpersonal and external influences, facilitating circumstances, and self -efficacy 
(knowing how to conduct an internet search). In addition, they stated that the choice 
to buy a product is the result of a number of steps, beginning with the need or want 
stage, followed by research and the assessment of other possibilities, and concluding 
with the decision to buy the product. 

H4: Consumer preferences have a positive influence on purchase decisions. 

 

Figure 1. Research Framework 

 

3. METHODOLOGY 

This section will explain the research methods used, such as sample, operating 
definitions of research variables and indicators, and analysis methods. 

  
3.1. Sample 

The sampling criteria used in this research were people who had a running 
hobby and had experience participating in race events for at least 1 year. The 
minimum sample size is 100 respondents (Hair et al., 2018). Researchers used g-
form media, which was distributed via the running community WhatsApp group. The 
sampling technique used purposive sampling, selecting intentionally based on 
certain criteria or objectives.  

 
3.2 Operational Definitions of Research Variables and Indicators 

Operational definitions of research variables and indicators are important in 
ensuring research clarity, consistency, and replication. The following are the 
indicators and operational definitions of the variables in this research. 

Table 1. Operational Definitions of Research Variables and Indicators 

No Variable Definition Indicators 
1 Consumer 

Preferences (CP) 
Consumer preferences are 
defined as whether a person 
likes or dislikes the goods or 
services consumed (Kotler & 
Keller, 2018). 

1. Brand awareness refers to 
consumers' understanding of a 
product that they believe has the 
quality that meets their 
expectations. 

2. The brand image includes 
perceptions or assessments 
formed by consumers before 
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No Variable Definition Indicators 
carrying out the purchasing 
process. 

3. Brand loyalty includes consumer 
loyalty to certain products. 

4. Brand quality refers to consumer 
confidence in the product based 
on previous experience. 

5. Brand personality includes the 
emotional connection between 
consumers and a particular 
brand, which is based on the 
values or characteristics of that 
brand. 

Kotler & Keller (2018) 

2 Fashion Trends (FT) Fashion trends reflect social 
or economic status, which 
can explain popularity (Sari 
& Patrikha, 2021) 

1. Accepted style refers to certain 
choices that become popular in a 
certain period. 

2. Majority Group refers to the style 
or choice of clothing followed by 
the majority of people or groups 
of society. 

3. Time Cycle refers to the natural 
pattern of continuously changing 
dynamics in the fashion industry. 

4. Opinion Leaders refer to 
individuals or groups who have a 
significant influence on shaping 
and directing the preferences of 
other individuals in the fashion 
industry. 

Kotler & Armstrong (2018) 

3 Group References 
(GR) 

Individuals or groups that 
encourage customers to buy a 
particular product consist of 
normative reference groups, 
including friends and family, 
comparative reference 
groups, including educational 
community leaders and 
multiple reference groups 
(Kotler & Armstrong, 2018). 

1. Informational influence occurs 
when an individual uses group 
members' behavior and opinions. 

2. Normative influence, which refers 
to utilitarian influences, occurs 
when an individual fulfills group 
expectations for immediate 
reward to avoid sanctions. 

3. Identification influence occurs 
when an individual has 
internalized group values and 
norms. 

Kotler & Armstrong (2018) 
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No Variable Definition Indicators 
4 Lifestyle (LS) Lifestyle is a person's pattern 

in the world as expressed in 
their activities, interests, and 
opinions. Lifestyle describes 
the consumer's whole self as 
it interacts with the 
environment (Priansa, 2017). 

1. Activities, refer to individual 
activities regarding a product 
because of a need. 

2. Interest leads to an individual's 
choice of a product according to 
their respective characteristics. 

3. Opinions refer to insights 
received by individuals from 
outside parties about certain 
products. 

Priansa (2017). 

5 Purchase Decision 
(PD) 

Purchase decisions are not 
only influenced by rational 
factors, which are related to 
the influence of the 
purchasing decision 
process, market 
segmentation, to 
psychological and social 
factors (Kotler et al., 2022). 

1. Perceived ease of use and 
usefulness refers to the ease 
with which consumers buy a 
product. 

2. Perceived low cost refers to 
consumers' ability to purchase 
products at affordable prices. 

3. Purchase experience refers to 
the consumer's experience 
when purchasing a product. 

4. Compatibility (with values, 
norms, and beliefs) refers to the 
extent to which a product can 
meet consumer expectations or 
needs. 

5. Interpersonal influence refers to 
the process of interaction and 
the role of other people in the 
process of deciding to purchase 
a product. 

6. External influence refers to the 
extent to which current dynamics 
or trends influence the product 
purchasing process. 

7. Facilitating conditions refers to 
the situation where consumers 
are interested in purchasing due 
to the presence of facilities (for 
example, technology) that meet 
the consumer's needs or 
desires.  

8. Self-efficacy (familiarity with 
internet search) refers to an 
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No Variable Definition Indicators 
individual's ability to purchase 
the desired product. 

Kotler et al. (2022) 

Source: Author (2024). 
 
3.3 Analysis Method 

Factor analysis is used in this study to assess validity. Factor analysis with a 
standardized loading of at least 0.5 or, ideally, 0.7 will be employed to evaluate 
construct validity. This study used Cronbach's coefficient alpha to determine 
reliability. If an instrument's dependability coefficient is around 1.0, it might be 
considered good. Cronbach's coefficient alpha is regarded as high if it is over 0.8 and 
acceptable if it is between 0.7 and 0.8. (Bougie & Sekaran, 2019).  

A Likert scale with five possible responses—1 for strongly disagree, 2 for 
disagree, 3 for neutral, 4 for agree, and 5 for strongly agree—was employed in this 
study. Software called Smart Partial Least Square (SmartPLS) 3.0 is used to process 
the data for this study. The structural equation model (SEM) is the analytical model 
employed in this study. Using R-Square as a suitable metric, PLS maximizes the 
amount of variation explained by the predictor variable to the dependent variable 
(Hair et al., 2018). 

 

4. RESULT AND DISCUSSION 

4.1. Respondents’ Characteristics  
All respondents are running enthusiasts who are members of the running 

community. Data was collected from November 2023 until January 2024. The data 
shows that most respondents have liked running and have been involved in the 
running community for more than 1 year. These characteristics will help in answering 
questions regarding the influence of group references on consumer preferences and 
purchase decisions. 

Table 2. Respondents by Gender 

Gender Total % 
Man 87 44.39 

Woman 109 55.61 
Total 196 100 

Source: Data processed (2024). 

 

Table 3. Respondents based on length of time joining the running community 

Time Total % 
<1 year 52 26.53 
>1 year 144 73.47 

Total 196 100 
Source: Data processed (2024). 
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4.2. The Measurement Model 
The first step is to carry out validity and reliability tests to ensure the adequacy 

and accuracy of the data for analysis. Table 4 shows no strong relationship between 
variables, as indicated by the absence of any intervariable correlation coefficient 
values above 0.80. 

Table 4. Validity Test Results 

 FT RG LS CP PD Information 
FT1 0.901        Valid 
FT2 0.913     Valid 
FT3 0.915     Valid 
FT4 0.920     Valid 
RG1  0.782    Valid 
RG2  0.877    Valid 
RG3  0.873    Valid 
LS1   0.910   Valid 
LS2   0.917   Valid 
LS3   0.935   Valid 
CP1    0.805  Valid 
CP2    0.824  Valid 
CP3    0.800  Valid 
CP4    0.837  Valid 
CP5    0.881  Valid 
PD1     0.890 Valid 
PD2     0.916 Valid 
PD3     0.923 Valid 
PD4     0.905 Valid 
PD5     0.924 Valid 
PD6     0.901 Valid 
PD7     0.898 Valid 
PD8     0.878 Valid 

Source: Questionnaire data processed (2024). 
 

4.3.  Reliability Test 
The composite test findings and Cronbach's Alpha values of every variable 

examined in this study were deemed trustworthy, according to the reliability test in 
Table 5. This is because the study data is deemed dependent as all variables have 
Composite Reliability and Cronbach's Alpha values greater than 0.7. 

Table 5. Composite Reliability Test Results and Cronbach’s Alpha 

 Composite 
Reliability Cronbach’s Alpha Information 

FT 0.875 0.812 Reliable 
GR 0.889 0.829 Reliable 
LS 0.955 0.891 Reliable 
CP 0.912 0.875 Reliable 
PD 0.913 0.892 Reliable 

Source: Questionnaire data processed (2024). 
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4.4.  Model Feasibility Test 
The model's viability was tested using the Goodness of Fit (GoF) index value 

technique. The GoF index value in this study is the sum of the AVE values for each 
latent variable and the R2 value for the dependent variable. 

Table 6. Model Feasibility Test Results 
Latent 

Variable 
Number of 
Indicators AVE Weighted 

Amount R2 GoF 
Fashion 
Trends 4 0.824 3.296   

Group 
References 3 0.779 2.337   

Lifestyle 3 0.790 2.37   
Consumer 
Preferences 5 0.887 4.435   

Purchase 
Decision 8 0.891 7.128   

Total 23  19.566 0.781  
Average     0.6701 
Source: Questionnaire data processed (2024). 
 

According to the findings of the model feasibility test, the GoF value is 0.6701. 
According to these findings, 67.01% of the model variance can be explained by the 
sample data used in this investigation. The fashion trend, group references, lifestyle, 
and consumer preferences variables can all have a 78.1% impact on the purchase 
choice variable, according to the R2 value of 0.781. However, factors not included in 
the study model account for 21.9%. 

 
4.5. Hypothesis Testing Results 

Table 7. t Testing Results 

Hypothesis Original 
Sample St. Dev t-statistics p-values Results 

Fashion 
Trends-
Consumer 
Preferences 
(H1) 

0.175 0.078 2.214 0.063 Positive, not 
significant 

Group 
References-
Consumer 
Preferences 
(H2) 

0.127 0.101 2.106 0.001 Positive, 
significant 

Lifestyle- 
Consumer 
Preferences 
(H3) 

0.201 0.176 2.467 0.000 Positive, 
significant 

Consumer 
Preferences -
Purchase 
decision (H4) 

0.219 0.197 1.780 0.000 Positive, 
significant 

Source: Questionnaire data processed, 2024 
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From Table 7, there is 1 hypothesis that is rejected, namely fashion trends on 
consumer preferences. Meanwhile, hypotheses 2 to hypothesis 4 were accepted with 
p-values below 0.05. 
 

4.6. Discussion 
The first hypothesis is not accepted because the p-values are above 0.05. The 

results of this research are based on the opinions of Abbas (2022) and Sari & 
Patrikha (2021), who state that fashion trends are the result of consumer preferences 
that continue to develop and are a cycle that will repeat itself. Both are increasingly 
influential due to the influence of the media and shifts in social culture, which are 
continuously promoted by the mass media. 

The second hypothesis is accepted because the p-values are also below 0.05. 
Reference groups can influence the formation of consumer preferences because 
they can provide a good picture and the right way to influence an individual's view of 
a particular product (Hawkins & Mothersbaugh, 2019). This opinion is also supported 
by Pransopon & Hoonsopon (2019) and Allen (2020), who added that everyone has 
a lifestyle that comes from their assumptions that they are part of society in general, 
including when they join a community or group. 

The third hypothesis is accepted with p-values of 0.00 (below 0.05). This is the 
opinion of Kotler & Armstrong (2018), where lifestyles have strong interactions with 
other groups and will make decisions that suit themselves. Shadrina et al. (2021) also 
added that lifestyle includes the way individuals live their daily lives, including 
activities, habits, values, and preferences. Consumer preferences, on the other hand, 
include the choices made by consumers regarding the products, brands, or services 
they choose. Nur et al. (2023) add that lifestyle can also reflect social status and 
income level. Consumer preferences can be influenced by financial capabilities and 
aspirations to reflect the desired social status. Consumers may choose products or 
brands that reflect their values and lifestyle to form a desired self-image (Patty & 
Kairupan, 2022). 

The fourth hypothesis is accepted because the p-values are below 0.05. This is 
because consumer preferences include preferences for products, brands, features, 
prices, and various other aspects that can influence purchasing decisions (Pangestu, 
2017). This is also supported by Fitria & Mahfudz (2018), who state that consumer 
preferences greatly influence purchase decisions. So, companies that can 
understand and respond to consumer preferences will have a greater opportunity to 
influence consumer purchasing decisions positively. This can include developing 
products that suit market needs, appropriate marketing strategies, and maintaining a 
good brand reputation. 

 

5. CONCLUSION  

The objectives of this have been achieved, namely, to find out what factors 
influence consumer purchasing. This study reveals that differentiation, branding, 
digital marketing, pricing, and distribution strategies play a key role in influencing 
consumer purchasing decisions for running sportswear products in Indonesia. 
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Brands that can implement these strategies effectively will have a competitive 
advantage in attracting consumers and increasing market share. 

Consumer purchasing decisions are not driven by a single factor but rather are 
the result of complex interactions between various elements of business strategy. 
Therefore, companies must adopt a holistic approach to developing their marketing 
and operational strategies. By combining product innovation, effective brand 
communication, and competitive pricing strategies, local running sportswear 
companies can better compete with international brands and strengthen their position 
in the dynamic Indonesian market. 

By leveraging the findings of this study, managers can make more informed and 
strategic decisions, which will ultimately support sustainable business growth and 
long-term success in the sports apparel industry. 
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