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1)   Introduction  
 

A.   Overview of the brand’s product category/market 
The product category/market for Under Armour products is activewear/ athletic 

apparel. The current market has been strong in recent years due to the sharp growth of the 
athleisure fashion trend (NPD Group, 2014). This fashion trend aligns with the millennial 
shift towards more casual clothing and gives the allusion of a healthy and active lifestyle. 
However, some groups have been pessimistic about about its continued growth as the 
market has become saturated in 2016 and sales have slowed (Banjo, 2016). The three 
main brands in this market are Nike, Under Armour, and Adidas (Strider, 2016). 

 
B.   Relevant consumer info for the product category 

Consumers of Under Armour products ranges from young children all the way to 
professional athletes. Market sectors include men, women, children, shoes, and sports 
(Under Armour, 2016).  Consumers of this product would also typically be those that are 
focused on quality of materials and technology within the product (Under Armour, Inc., 
2016). Marketers of this product tend to target consumers with an active lifestyle who are 
looking for clothing that will help them achieve their athletic or exercise goals. 
Additionally, extra effort and resources have been given to grow women product lines 
and target women consumers (Meehan, 2013). In their footwear category, the company is 
targeting runners and basketball players (Under Armour, Inc., 2016).  

 
2)   Preliminary Market Analysis  

A.   Major Trends 
Activewear and athletic apparel has been a growing market sector for several 

years. According to the NPD Group, sales of activewear exceeded $36 billon in 2013 
(2013a). Kids activewear especially exceeded 15% of the kids apparel market place 
during the same time period (NPD, 2013b). Value and multiple uses are what drive the 
growth of activewear sales as consumers continue to dress more casually NPD Group, 
2013a). Additionally, activewear accounted for 16% of the total U.S. apparels market 
from July 2013 through June 2014 with sales growth exceeding that of the total U.S. 
apparel market (NPD Group, 2014).  

 
The shifts towards casual clothing has helped the athletic apparel market boom in 

recent years due to athleisure product lines (Tabuchi, 2016). Essentially clothing that can 
be worn at while working out and while doing almost anything else (Merriam-Webster, 
2016). The athleisure clothing trend gives an allusion of a healthy and active lifestyle, 
which is a priority among consumers, and is comfortable to wear. Following this trend, 
millennial women are looking at sports bras as as wardrobe staple to be worn daily NPD 
Group, 2016).  
 

However, the future of the activewear market is up in the air as the market has 
become saturated and sales in this area have become slow (Banjo, 2016). For example, 
Nike is marking down its shoes and hoodies at factory stores and selling to third-party 
discounters, which the companies has previously avoided doing at all costs (Tabuchi, 
2016). Companies are looking towards e-commerce and over sea sectors as areas of 



growth (Barrabi, 2015).  
 

B.   Main Competitors 
The three largest athletic apparel companies are Nike, Adidas, and Under Armour 

(Strider, 2016).  
 

The mission statement of the Nike brand is to bring inspiration and innovation to 
every athlete in the world (Nike, 2016). The brand further defines an athlete as anyone 
with a body. The company also touts the positive impact it has on local communities and 
its future focus on sustainable innovation. (Nike, 2016). Their long term “Just Do It” 
campaign taps into their mission that everyone is an athlete. This opened up their 
potential consumers from just college and professional athletes to every single person 
who exercises (Conlon, 2015). The thought behind the campaign is that instead of 
alienating people who are not great athletes, inspire and support them and therefore grab 
a wider share of the market. 

 
The Adidas brand posits itself as a sport’s brand (Adidas, 2016). A lot of their 

clothing is broken down by on their website and specialized towards different sports. 
Their philosophy is focused on sports and the ability of sports to change lives. Their 
headline for their five-year strategic business plan is “Creating the New”. Which focuses 
on innovation and the future (Adidas, 2016). Additionally, the brand places a lot of focus 
on sustainability of their products.  

 
The Under Armour brand is very innovative and technology focused. The brand 

touts’ superior products that help athletes perform better (Under Armour, 2016).  This 
technology includes keeping athletes cooler in hot weather, warmer in cold weather, and 
products for in-between. In addition, the company believes in global philanthropy and 
openly sponsors programs to support breast cancer patients and survivors, first 
responders, military support organizations, law enforcement officers, veterans, and 
programs that connect kids to sports (Under Armour, 2016). Recently, Under Armour 
launched the “It Comes From Below” campaign which emphasizes the importance of 
footwork in athletics (SGB Media, 2016).  
 

C.   Main marketing and branding strategies in the product market 
The main motivator for consumers to make activewear purchases include sports and 
exercise. However, general everyday wear has recently been an additional driving factor 
with the introduction of athleisure fashion. As a result, marketing campaigns have tended 
to highlight the use of products by using professional athlete sponsors and have also 
recently put more effort into making activewear more fashionable. Advertisements are 
typically upbeat, inspirational, and feature people playing sports or exercising.  
 

3. Brand Analysis 
 Founder and CEO Kevin Plank developed the name element of the brand Under Armour. 
The name has a symbolic meaning of “underdog” because of its competition among highly-
ranked sportswear brand, Nike and for its professional sport endorsees. Plank had created several 
names before settling on Under Armour. However, all previous names were denied during the 



trademarking process. In casual conversation, someone mentioned the business and accidently 
said “Under Armour” instead of the recently denied “Body Armour” name. Shortly following 
this situation, he reapplied for a trademark and it was granted. Plank went with a British spelling 
of armor because of the phone number. He felt “888-4ARMOUR was much more compelling 
than 888-44ARMOR” (Feloni, 2015). 
 
 Under Armour’s slogan began as “protect this house” and has evolved over the years to 
“I Will.” It makes sense that the slogan began as a male-focused audience because that is where 
their products also began. However, in today’s market, with so many potential consumers, it’s 
necessary that the slogan be vaguer and applicable to all audiences. “I Will” leaves the actual 
task in question up to the consumer to decide for themselves and how they will use Under 
Armour’s product. It’s even said that the “I Will” slogan is answering to close competitor Nike’s 
“Just Do It” slogan (Mihoces, 2013).  
 
 The logo of Under Armour is the letter U and A combined together to form the 
company’s initials in a font that only Under Armour has exclusive rights to. “The white color 
represents the charm and elegance of the Under Armour brand while the black color reflects its 
courage, excellence and prestige” (Under Armour Logo, 2016). 
 
 Under Armour’s past marketing programs have advertised in a variety of ways including 
“sales employees in their retail stores, television, billboards, magazines, the Internet, and 
sponsorships” (Rassman, F., Rashford, D., & Williams, J, 2013). They have highly utilized TV 
advertisements with the ‘I WILL’ campaign and it was designed to impact a large number of 
viewers by incorporating athletes from various races, genders, ages, and backgrounds, in hopes 
that more viewers will be able to relate. They are all outworking their competition in each of 
these commercials and end with an updated slogan of “I Will.” They also utilize paid for ads on 
YouTube, online music sources, and sidebar ads. “These ads do not show up on all users’ 
computers, but rather only those whose Internet history suggests that they are someone who is 
interested in living a healthy lifestyle” (Zmuda, 2013; Rassman, F., Rashford, D., & Williams, J, 
2013). Under Armour has many equipment commercials during and before the season in which 
they hoping to sell for (Rassman, F., Rashford, D., & Williams, J, 2013). In addition to online 
media advertising, they participate in mailers to potential buyers. With a very specific target 
market in these mailed discount codes, they are able to reduce potential waste – another way they 
are environmentally responsible (Zmuda, 2013; Rassman, F., Rashford, D., & Williams). “In 
fact, Under Armour won the Interactive Advertising Official Honoree award for e-mail 
marketing in 2007 and since then their efforts have only improved” (Under Armour, Inc.-Brand 
News, 2013). There are many specific commercials, yet they also have many broad 
advertisements that include the “I Will” slogan. In conclusion, their marketing programs have 
been successful to get them thus far. However, if they are wanting to continue to grow, they will 
need to keep up this pace to surpass leading competitors, such as Nike. 
 
4. Consumer Profile Analysis  
 In the athletic sector of apparel, Nike has held its dominant position in the marketplace 
for decades, as demonstrated by figure x Nike revenue (Reuters, 2016).  



 
 

It has managed to grow its revenue by 125% since in the early 2000s (NIKE, 2013). 
“One of the keys to Nike's success has been that it has been able to balance sales of men, women, 
and youth sportswear” (Nijjar, 2015). Therefore, this is a proven formula for a successful 
company in the athletic sector of apparel. Under Armour is following suit in terms of occupying 
the same target market sectors, such as men, women, kids, shoes, and sports (Under Armour, 
2016).   
 
 When targeting consumers in the marketplace, it is their mission to “make athletes better 
through passion, design and the relentless pursuit of innovation” (Under Armour, 2016). Their 
demographics consist of men, women, and kids looking for sports gear and sports shoes. These 
targets may range in age from young children playing sports to college teams to professionals. 
They also tend to target more financially stable consumers with a higher income due to the 
higher price tag of their products (Rassman, F., Rashford, D., & Williams, J, 2013). Under 
Armour has directed their psychographics toward those with an active lifestyle looking to “wear 
HeatGear® when it's hot, ColdGear® when it's cold, and AllSeasonGear® between the 
extremes” (Under Armour, 2016). These lines of products are directly targeted toward 
professional athletes as well as consumers, and make up approximately a 70% market share 
(Under Armour, Inc., 2016). Another highly broadcasted aspect of the target consumer 
psychographic is the concept of an “underdog-to-champion” (Nijjar, 2015). In 2013, Stephen 
Curry was signed away from Nike to Under Armour for $2.5 million per year to endorse their 
brand. At the time, Nike believed this was too steep for an athlete who was only well-known 
throughout Northern California. As of today, “Curry has become a global phenomenon [for 
Under Armour]. He recently surpassed Lebron James to lead the NBA in jersey sales, and is 
having another MVP season as his team makes a run for back-to-back championships” (Nijjar, 
2015). According to company executive Matt Merchin, "young, underdog, and next" are the key 
attributes Under Armour targets with its athlete endorsers and consumers. This concept is not 



only symbolic to overcoming physical feats, but also the Under Armour brand as whole versus 
Nike, a pre-established brand.   
  

As a whole, the target market for “Under Armour has come a long way from being 
known as a macho brand that made its way into footwear selling football cleats” (Nijjar, 2015). 
In today’s market, Under Armour focuses its brand toward all areas of the athletic sector of 
apparel. However, one of Under Armour’s main focuses has been their women’s line since 2013, 
when Under Armour CEO, Kevin Flank stated in a conference call with investors, “We’re 
putting our money where our mouth is. Women’s sales have the potential to be even bigger than 
men’s” (Meehan, 2013). Since then, “Under Armour’s women’s apparel accounts for nearly 
30% of their revenue, which is higher than leading competitor, Nike’s, 22% of revenue from 
women’s apparel (Nijjar, 2015). This has been done through “efforts to elevate its brand image 
among women customers by altering the retail experience at its [brick and mortar] stores to suit 
them” (Under Armour, Inc., 2016). It has also been enhanced through an alteration of its 
“product portfolio and a new retail presentation to suit the tastes of female customers” (Under 
Armour, Inc., 2016). The company was targeting women who were looking to wear “studio gear, 
designed to be worn in training, on the field and beyond” (Meehan, 2013). In this sector, they 
have also “signed endorsement deals with female athletic and fitness icons such as Misty 
Copeland, Gisele Bundchen, and Lindsey Vonn” to show the applicability of Under Armour in 
the professional world of women’s sports (Under Armour, Inc., 2016).  

 
 Although Under Armour has increased their share of the women’s market, established 
players such as Nike and Adidas are tougher competition in the footwear and accessories 
businesses (Under Armour, Inc., 2016). Within this category of footwear, Under Armour is 
particularly looking to snag the running and basketball consumers (Under Armour, Inc., 2016). 
Thus, more of a younger target that is more likely to idolize a professional athlete, such as 
previously mentioned Steph Curry (Fleming, 2016). With Nike’s branding “they have guys who 
are bigger than life — LeBron [James], Kobe [Bryant] and Durant. Curry is more realistic. You 
look at him and he can relate to the average guy on the street,” which is who Under Armour was 
looking to target with him (Fleming, 2016). 
 
 Within the athletic sector of apparel, Nike is one of the highest competing brands. It is 
considered a central brand, and Under Armour would be considered the competing brand that is 
differentiating themselves. Overall, they have similar target consumers. 
  
 Some of the many reasons target consumers will purchase products from Under Armour 
are for their quality products and their company culture. The first benefit of buying Under 
Armour is the quality, patented product that is copyright by Under Armour only (Under Armour, 
2016). This line of products includes HeatGear, ColdGear, and StormGear – all of which have 
slight differences from other brands competing products (Rassman, F., Rashford, D., & 
Williams, J, 2013). In addition to the quality products, the company is dedicated to a positive 
culture inside and outside of the headquarters. They achieve this through endorsing up-and-
coming sports stars versus professionals, their prominent code of ethics and their portrayal of the 
company from the public’s perspective. “While Nike is often associated with and slandered by 
claims of using sweatshops, Under Armour has been able to avoid bad press for the most part” 
(Rassman, F., Rashford, D., & Williams, J, 2013). Under Armour has a broad array of benefits to 



attract many different types of consumers. Because of these details and their aggressive 
marketing strategy (11.4% revenue spent on marketing compared to Nike’s 10.1%), they are able 
to differentiate themselves from competition, which also speaks to many consumers as a benefit 
(Nijjar, 2015).  
 
 When comparing points of difference and points of parity in companies within the 
athletic apparel market, Nike and Under Armour are on similar levels. Adidas is also included in 
the market, but are deemed too “inconsistent” by many retailers and analysts (Rassman, F., 
Rashford, D., & Williams, J, 2013). Similarities between Under Armour and competing brands 
include Nike’s knockoff product of Dri-Fit apparel and Adidas Climacool apparel (Gear, 2012). 
A product based with similar technologies to keep purchasers warmer during cool weather in 
outdoor training. Points of difference for target consumers are that Under Armour is increasing 
its direct-to-consumer marketing. This is a marketing avenue many other brands have already 
pursued. “The company increased its factory store count in North America to 125 stores in 2015, 
and continues to focus on e-commerce sales” (Under Armour, Inc., 2016).  
 

A major difference between Under Armour and Nike’s consumers occurs as a 
geographical detail. Almost all of Under Armour’s revenue comes from sales in North America, 
and only ~12% are from international sales (Under Armour, Inc., 2016). “The company plans to 
expand in the key markets of Asia (China, Korea, and Japan), Europe (U.K., France, and 
Germany), Australia, New Zealand and Latin America (Brazil, Mexico, Argentina, and Chile) to 
enhance its international business” – something Nike has done long ago (Under Armour, Inc., 
2016). A large final point of difference between Nike and Under Armour is there public 
perception. In today’s market, people are finding value and allotting brands equity “based on 
their social and environmental responsibility” (Rassman, F., Rashford, D., & Williams, J, 2013). 
There’s also a difference in the consumer as how they view the products of both companies. 
“Today’s generation of kids can’t relate to Michael Jordan and don’t understand the influence he 
really had on basketball” (Fleming, 2016). Nike relies more on previous products, like Jordan’s, 
and a well-built foundation to keep sales; whereas, “Under Armour is coming up with the new 
products and interesting ideas” (Rassman, F., Rashford, D., & Williams, J, 2013). 
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