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Overview of the Research 
 
Over the past four months our team has had the opportunity to immerse ourselves in the sports 
apparel industry. Within this sector, we conducted extensive research and analysis on one of the 
industry's most prominent companies; Under Armour. The first part of our research was to 
conduct a situational analysis and gather secondary data pertaining to Under Armour. We looked 
at the key components that make up their company and the industry.  
  
The first stage of our research was conducted with the primary objective of uncovering the 
reasons behind Under Armour's rapid success. We then evaluated Under Armour and its present 
day identity and the ways in which it has transformed as a business in the past 20 years. Next, we 
focused our evaluations on the product, consumers, competition, marketing and concluded with a 
detailed SWOT analysis. The purpose of this research was for us to be able to uncover all layers 
of this industry and the Under Armour company. We were then able to properly identify the key 
research questions that would guide our primary research.  
 
Our research questions were 1.) If Under Armour advertised female models wearing athleisure 
clothing, would women be more inclined to purchase?  2.) If Under Armour sponsored fashion 
icons and celebrities in addition to athletes, would customers be more interested in their 
products?  With these clear objectives stated, our primary research was ready to begin. A survey 
of about 25 questions was created. We then managed to acquire over 100 responses which gave 
us quality quantitative data to analyze and evaluate.  Our two focus groups were conducted to 
obtain detailed qualitative information about the attitudes and opinions individual participants 
have about Under Armour and its competitors.  
 
What we did for Under Armour was very similar to what Kevin Plank did for the sports industry 
20 years ago. Our goals were to see if there was a need that was not being filled. More 
importantly, we set out to evaluate and offer solutions as to how Under Armour can continue to 
grow in a very competitive industry and expand into the female and athleisure markets.  
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I. Introduction 
 
Under Armour is one of the most innovative sports apparel brands in the country. It was 
established in 1996 by Kevin Plank and in less than 10 years after its launch, Under Armour 
ended the year with $281 million in revenue (Under Armour, Inc. - history, 2016). This company 
started out simply as an idea that “things could be better.” Plank believed that it was unnecessary 
for athletes to change their shirts every time they broke a sweat and what they needed was a shirt 
that not only helps keep athletes cool and dry but also boosts muscle performance (Under 
Armour, Inc. - history, 2016). This small idea started on the football field at the University of 
Maryland, made its way to a small basement in Washington D.C., and is now a 
multimillion-dollar brand that sells more than apparel, it sells achievement, victory and success. 
 
1. Company History & Evaluation: 
 
In 1996, a 23-year-old former University of Maryland football player had an idea while suffering 
on the football field. This 23-year-old’s name was Kevin Plank. Players constantly had to change 
their cotton shirt after it became drenched in sweat during practice or a game. While Plank 
played football, he thought there had to be something better and more efficient to wear on the 
field while surviving the torture of two-a-days. This small idea became the basis of a 
multimillion-dollar business, and has officially changed the way athletes dress and perform on 
and off fields, tracks and courts forever (Under Armour, Inc. History, 2016).  
 
Plank began shopping for the perfect performance fabric that would not only keep moisture 
inside the shirt, leaving athletes dry and light, but he also wanted to boost muscle performance 
and have a shirt that could regulate your body temperature (Under Armour, Inc. - history, 2016). 
Finding a fabric that incorporates everything Plank was looking for would leave the athlete with 
more energy and the ability to play a better game. He searched for the fabric from Maryland to 
New York City. Once the fabric was discovered, Plank created the original and launched Under 
Armour from his grandmother’s basement in Washington D.C. By the end of 1998, Under 
Armour outgrew the basement and was forced to move to their current headquarters in 
Baltimore, Maryland (Under Armour, Inc. History, 2016).  
 
Plank spent a lot of his time on the road. He visited locker rooms so that he could introduce his 
innovative shirt to athletes. Once the athletes and equipment managers were sold, they bought 
the product directly from the trunk of Plank’s car. By the end of 1998, the first ever contract 
between Under Armour and a sports team was made; Plank’s newborn company earned $17,000 
in sales (Under Armour, Inc. History, 2016). 
 
 

 



Conclusion: 
Years later, Under Armour now creates some of the country’s most groundbreaking performance 
footwear, apparel and accessories. Revenue is approaching $2 billion and the innovative brand 
has changed the way athletes will practice and play for eternity. In addition to serving athletes, 
the company is also a key competitor in exercise and outdoor sportswear, and comfort and 
leisurewear for average consumers. Under Armour is a strong force in America, and will 
continue its rise to the top of the athletic apparel and footwear industry.  
 

II. Product Evaluation 
 
It’s been a little over two decades and the Under Armour brand has established itself as a main 
competitor in not only sportswear, but the clothing and business brand. Just about every athlete 
that has suited after the year 2000 is familiar with the brand. Just like Nike, Adidas, Columbia 
Sportswear, and other athletic apparel and footwear brands, Under Armour has excelled in 
manufacturing quality gear that is sustainable in all types of weather, varying age groups and 
both genders. In Under Armour’s first years of business, Kevin Plank, a senior football player on 
the University of Maryland’s football team, had his grandmother design a style that he named 
“heatgear.” Its cloth remained light and absorbed sweat while aiding in the prevention of heat 
exhaustion. This idea was used to avoid sweating through cotton t-shirt after cotton t-shirt. 
Throughout the years, Under Armour’s consumers have chosen good quality over the somewhat 
high cost of products. The brand started with the simple concept of producing athletic wear, but 
it has evolved into producing products that maintain durability and resistance in harsh weather 
conditions.  
 
1. Technology and Fabrics: 
Year in and year out, Under Armour has been providing us with the necessary equipment and 
apparel that has got us through harsh seasons and fashionable events. With over 25 different 
fabric styles and technologies, one of Under Armour’s most recent releases are the Coldblack 
and Iso-Chill Coldgear. The coldblack makes it as if you’re in the shade even when you’re in the 
sun. “When the sun’s blazing, ordinary fabrics heat up quick, meaning you sweat harder, fatigue 
and lose focus. Coldblack reflects heat and IR rays so even dark colors don’t get as hot,” (Under 
Armour, 2016). Iso-Chills construction helps dissipate heat from the body which creates a 
cooling effect (Under Armour, 2016).  
 
2. Other Under Armour Innovations and Creations: 

● CoolSwitch: Uses an exclusive coating on the inside of the fabric that pulls heat away 
from the skin. 

● HeatGear: This super-breathable fabric diminishes sweat and regulates body temperature 
so you feel cooler, drier and lighter than ever. 

 



● MicroThread: UA MicroThread technology creates a cool, moisture-balancing 
microclimate. It doesn’t cling or chafe, and it stretches without absorbing sweat. 

● Coldgear Infrared: ColdGear Infrared lining uses a soft, thermo-conductive coating to 
absorb and retain body heat for lasting warmth. 

● PrimaLoft: PrimaLoft is an incredibly light, breathable, and ridiculously warm insulation 
that encourages the passage of moisture and air–delivering a convenient water-resistant 
finish. 

 
3. Expanding the Brand: 
Under Armour has been chosen to sponsor events and teams in U.S. and other countries. 
Currently, their biggest market is in the U.S, but its biggest team deal is in the U.K with a 
London soccer team, the Tottenham Hotspur (O'Reilly, 2015).  Sporting equipment has also 
cracked the production scene. Stemming from a football player, Under Armour has made major 
gains in regards to other sports. Soccer, Lacrosse, Basketball, etc. On the website and in other 
sporting good stores you can find UA branded gear for those and a few more sports (Under 
Armour equipment, 2016). Under Armour also used the olympics as a way to advertise and 
expand their brand. Unfortunately, it turned out to be a small downfall for the brand and exposed 
a weakness. Back in 2014, the United States’ speed skating team wore Under Armour's new 
Mach 39 speed suits and performed poorly (O'Reilly, 2015). This portrayed the United States’ 
talent and Under Armour’s validity in a negative light. Because of this situation, the stock 
dropped 2.3%. With multiple athletic endorsements, including the addition of NBA’s MVP, 
Stephen Curry, signing with Under Armour, their stock has been growing tremendously. Along 
with the deals and endorsements UA is going further with multiple styles of shoes that are good 
for leisure and different sports and even military style gear (Men's Under Armour, 2016). 

 
Figure 1.  Stephan Curry’s Under Armour Advertisement 

 
 (source; Belzer, 2015) 

 



4. Channels and Targets: 
A transcript of the market is pretty wide even though they channel through mostly younger males 
and females. It has grown tremendously over time. Typical consumers have an above average 
income; this might be considered a strength  or a weakness. Normally, the people using Under 
Armour’s apparel are already physically fit or working towards becoming physically fit. Even 
outside of clothing, they sell equipment and accessories for over 14 sports making it easy for 
teams and establishments to buy in bulk. 
 
Conclusion: 
After evaluating the product, it's apparent that Under Armour sells a wide variety of clothing for 
not only men, but women and children too. Consumers can purchase compression, fitted, or 
regular apparel that is created for different weather scenarios whether it’d be the coldgear, 
heatgear, etc. It’s premium pricing is due to its high quality, extended use and technological 
advances. Customers are satisfied with the features Under Armour puts into their apparel and 
continue to return to stores for more. 
 

III. Consumer Evaluation 
 
1. Under Armour Users: 
Under Armour users consist of athletes and/or people that are interested in fitness, training or 
outdoor activities. Consumers tend to be financially stable white males with a household income 
ranging from $75,000-$150,000. Their occupations are typically professional or related 
occupations or they are involved in management, business and financial operations. Most 
consumers have attended some amount of college and range in age from 18 to 44 (GfK 
Mediamark Research & Intelligence). 
 
Consumers have a tendency to watch shows on the ESPN and History Channel cable services. 
Users’ choices of magazines are likely to be General Editorial and Home Services themed while 
their websites of choice consist of amazon.com, weather.com and Gmail.com (GfK Mediamark 
Research & Intelligence). 
 
2. Under Armour Non-Users: 
Non-users of Under Armour are likely to consist of those who have an income of higher than 
$150,000 and lower than $75,000. Asians, African Americans, Spanish, American Indians, as 
well as those who classify themselves in multiple races are less likely to consume Under Armour 
(GfK Mediamark Research & Intelligence). 
 
Women, overall, are less likely to purchase Under Armour products, especially women without 
children. Non-athletic men are less inclined to purchase, as well as men ages 45 and older.  

 



 
Those who have not graduated high school are not common Under Armour users. (GfK 
Mediamark Research & Intelligence). 
 
3. Consumer Habits: 
Consumers tend to use and wear Under Armour products on the field/court during training and 
performance. Professional and collegiate teams that are sponsored by Under Armour are required 
to wear their products on and off the field. Consumers who are not physically active tend to use 
these products for leisure and comfort wear.  
 

Figure 2. Under Armour’s Celebrity/Professional Athlete & Team Roster

 
(source; Under Armour Athlete & Team Roster) 

 
Out of the 50 Sponsored Athletes/Celebrities on their roster, only 10 are females. Sponsoring 
professional athletes/teams is their main marketing strategy for their target audience. Because of 
this, Under Armour makes it clear that they mainly target men (Under Armour Athlete & Team 
Roster).  
 

 



As seen in Under Armour’s Celebrity/Professional Athlete & Team Roster, it is evident that the 
company’s strategies for targeting its audience is mainly through sponsoring men. However, 
Gisele Bundchen, highly known for her modeling, is also on the roster. Instead of featuring 
Bundchen wearing Under Armour apparel in a fashionable sense, Under Armour advertised her 
boxing in a warehouse (Kell, 2016). In an effort to attract women to the Under Armour brand, 
the company changed the way women normally view Bundchen into an athletic advertisement. 
Women in the United States, according to studies, are not nearly as interested in sports as men 
are. Due to this fact, it can be assumed that even though women are seeing both females and 
males promoting Under Armour, they aren’t always successfully encouraged to purchase the 
products. 
 
According to Huge Inc.’s analysis of Under Armour’s website, they discovered that the site did 
not appeal to women. Previous use of the tagline, “shrink and pink it,” had no additional impact 
to their women’s apparel sales. Online purchasing by female consumers has been significantly 
lower in comparison to sales in other areas.  
 
Under Armour thought they were targeting women who were athletic and physically active; 
however, it is actually the opposite. “Most of the women shoppers were not athletes themselves, 
but moms buying for their teens,” (Huge Inc.). On the other hand, male customers were targeted 
as current athletes that used Under Armour apparel for fitness purposes. In reality, “male 
customers were more often former athletes than current ones, and generally older and less 
active,” (Huge Inc.). Even though their target audience was not purchasing their goods, Under 
Armour still had an impact on adult male and females to buy, just not in the areas they were 
hoping.  
 
Conclusion: 
Overall, Under Armour focuses on sponsoring athletic teams, and targets adult men and teen 
boys. According to the University Reporter, in 2015, the total number of men’s clothing that was 
trending was more than double the number of women’s clothing trending. Sponsoring 
professional athletes is a beneficial way to gain brand awareness and continue targeting teen 
boys and adult males, but does nothing for women. According to the statistic, women are less 
likely to watch sporting events and/or pay attention to what brand the athletes are sporting. From 
this information, Under Armour can conclude that their aim should be to target adult women 
through different advertising outlets in order to appeal to them successfully. 
 
 
 

 

 



IV: Competitive Evaluation 
 

The athletic apparel and shoe industry is dominated by four top players, including Under 
Armour.  Throughout the last few years, Under Armour’s main competitors have been Nike, 
Adidas and Columbia Sportswear.  Each company has excelled in multiple aspects of the 
industry. For example, operations, manufacturing, net sales, net income, marketing and 
advertising have all served as ways to set the companies apart from one another.  
 
1. Key Competitors: 
  
Nike: 
Founded in 1964, Nike is the world’s #1 shoe and apparel company, and operates more than 
1,000 retail stores worldwide. The company has 70,700 employees. Net sales and net income for 
Nike have seen an upward trend since 2012; In 2016, fiscal net sales increased by 6 percent.  In 
North America alone, the increase in revenues is credited to Nike’s Sportswear, Jordan Brand 
and Running categories (Hoovers, Inc). 
 
Nike maintains a competitive advantage over companies like Under Armour by capitalizing on 
its strong brand image and implementing customization of their products, especially athletic 
footwear.  Nike’s brand image and slogan, “Just do it,” has taken the United States’ athletic 
apparel and footwear market by storm.  According to an article published by Forbes, the 
company’s branding techniques allow them to charge premium prices over competitors.  In 
addition to the strong brand image, “NikeiD” lets customers design and initial their shoes 
(Mourdoukoutas, 2014). 
  
Adidas: 
Founded in 1920, Adidas is a company that sells sports shoes, apparel and equipment in 160 
countries. It ranks third in sporting goods manufacturers, behind Nike and Under Armour. 
Adidas had more than 55,000 employees in 2015 and produces more than 660 million products 
every year. The company does the majority of its business through wholesaling, which accounts 
for nearly two-thirds of total sales (Hoover’s, Inc). In August 2016, Adidas’ North America 
President, Mark King, said the company’s domestic resurgence “poses an ongoing threat to 
Under Armour,” (Lowe, 2016). 
 
Adidas remains a key member of the competitive landscape by capitalizing on athletes and 
fitness through multiple brands.  For example, TaylorMade is a brand manufactured by Adidas 
that caters specifically to golfers.  According to the Adidas Group website, the company has set 
itself apart from competitors effectively.  “Through our unique portfolio of leading sports brands, 

 



we cater for the needs and desires of more consumers than any of our competitors,” (Adidas 
Group).  
 Columbia Sportswear: 
Founded in 1938, Columbia Sportswear is known as one of the “global powerhouses in the 
development, marketing and distribution of active outerwear.” The company has 5,978 
employees, and the majority of its products are sold through wholesale distributors to specialty 
outdoor/sporting goods stores and major retail chains. Columbia has recently boosted its 
advertising spending and spent $120.8 million on advertising alone in 2015 (Hoover’s, Inc). 
 
Despite Columbia Sportswear’s successful annual sales compared to competitors, the company 
has struggled to keep up with millennial consumer demands because of its dependency on 
weather.  The winter/holiday months have been the most profitable for Columbia Sportswear in 
recent years.  In 2014, the company doubled its annual sales to $2 billion (Gustafson, 2015).  To 
keep that number growing and as a way to better appeal to the millennial demographic and 
transition its brands into more warm-weather seasons, the company launched a new marketing 
initiative in 2015 (Gustafson, 2015).  With this newer initiative, Columbia Sportswear’s 
marketing has been focused on the company’s heritage and internal culture, a different take on 
advertising compared to competitors.  
 

  Figure 3.           Figure 4. 

 
(source; Hoover’s, Inc) 

 
Figure 3 and 4 depict the 2015 Annual Sales and 2015 Net Profit Margin of Under Armour and 
its competitors Nike, Columbia Sportswear and Adidas (Hoover’s, Inc). Nike surpassed all 
companies displayed and showed a dominant industry lead. For the 2015 Net Profit Margin 
graph, the industry median was 3.24% and Under Armour reached 5.53%.  Despite Under 
Armour’s low numbers in comparison to many of its competitors, the company still remains a 
key player in the industry and displays strong characteristics outside of its annual sales and net 
profit margin.  
 

 



2. Indirect Competitors: 
The indirect competitors of Under Armour include brands like Vans, Sketchers and Toms.  All of 
these companies focus on casual fashion, and have established competitive advantages by setting 
high standards in comfort and customization.  For example, Vans takes pride in allowing 
customers to control the style, colors and material of their shoes.  “The result is a culturally 
malleable product that's somehow everything to everyone, while still just being a pair of Vans,” 
(Klara, 2016).  As indirect competitors of Under Armour, Vans, Sketchers and Toms are all 
casual, fashionable shoes that aren’t necessarily bought to wear for athletics.  
 
Conclusion: 
When it comes to succeeding in such a highly competitive industry, Under Armour remains a 
leading player in the game.  However, the company’s competitors have shown advantages when 
it comes to Annual Sales and Net Profit Margin. The indirect competitors show a need to reach 
the market through fashion and personalization, instead of investing solely on athletic apparel 
and shoes. Each competitor has shown distinguished and unique operating and marketing 
techniques, and make it very clear that there is no room for mistakes when the competition is at 
its tightest.  
 

V: Marketing Environment Evaluation 
 
1. Current Market Trends: 
 
Celebrities and Athletes as Pitchman: 
Sports companies for decades have increased signing professional athletes to their brand. 
Selecting athletes that are popular and have positive public images enable these companies to use 
them to build, boost, and validate their brand. They then have the option to give the athletes an 
opportunity to develop their own line of products within their brand. 32 years later, Michael 
Jordan’s signing with Nike increased the company to a $2.6 billion brand (SportScanInfo). 
Currently sports companies are deciding to bring on celebrities such as Drake, Rihanna, Kanye 
West, and many more to create their own line of shoes (Gbadamosi, 2015)  
 
Casual Athletic Wear (Athleisure) 
Athletic wear is comfy and versatile. With its surging popularity, there has been an increase in 
the demand for athletic wear that is also casual and fashionable. Earlier this year, the 
Merriam-Webster Dictionary added athleisure, and defined it as “casual clothing meant to be 
worn both for exercising and for general use,” (Merriam Webster, 2016).  Athleisure has an 
estimated market size of $44 billion in the U.S. according to the research firm, NPD Group 
(Weinswig, 2016).  
 
Market Changes: 
Athletic apparel companies are beginning to turn their attention to the women's market. In the 
beginning, most of the top brands would target men with their high performance products. This 

 



market change is seen as an opportunity for exponential growth. The emergence of this market 
has prompted campaigns and strategized plans from the athletic apparel industry. In order to 
capture as much of this market as possible, companies are implementing high fashion 
components to their apparel lines and getting high profile public figures to support it. The 
societal shift towards less formal fashion styles has led to the emergence of the athleisure culture. 
Wearing sneakers and comfortable clothing as professionals is becoming the new norm. The 
market is beginning to converge with the tech industry and sports apparel companies have 
invested in wearable tech that can be supported with their products.  
 
Economy: 
According to a new report by Allied Market Research titled, "World Sports Apparel - Market 
Opportunities and Forecasts, 2014-2020,” the world’s sports apparel market is expected to 
generate $184.6 billion in revenue by 2020. The sports apparel industry is very dependent on the 
overall level of consumer spending. Actual and perceived conditions of our economy influence 
the purchasing habits. There is a strong correlation between our healthy lifestyles and 
economical condition. QYResearch Reports concluded through extensive research that sports 
apparel companies are growing due to the rising levels of disposable income and living standards 
of consumers. Their report also stated that counterfeit products are a substantial threat to this 
industry (QYResearch, 2015).  
 
Conclusion: 
Under Armour is identifying and adapting to the changing market environment effectively. The 
opportunity in this market is growing annually with the continuous, positive shift in our society’s 
attitude toward health. Under Armour has recognized that the market for woman is up for grabs 
and is a vital key to their brand success. They have also utilized celebrity and athlete 
endorsements very well by ensuring they choose individuals that reflect their values as an 
organization. Because athleisure culture is going to keep expanding, Under Armour must be 
consistent in their efforts to keep up with the changing trends and styles.  
 

 
 
 

 
 
 
 
 
 

 

 



VI: SWOT Analysis 
 

STRENGTHS 
  

· 25 different fabric styles to uniquely suit 
individual consumers 
· Athletic endorsement of NBA’s Most 
Valuable Player, Stephan Curry 
· Wide range of products, including, 
performance apparel, footwear, as well as 
equipment and accessories. 
· Consumers typically have an above average 
income, therefore they will spend more for 
quality 
· The sports apparel market is a solid market 
expected to continue to grow and eventually 
generate $184.6 billion in revenue by 2020 

 WEAKNESSES 
  

· Speed skaters wearing Under Armour 
apparel performed poorly in 2014 and left a 
bad brand image 
· Only 10 of Under Armour's 50 sponsored 
athletes/celebrities are female 
·  Website and marketing does not appeal to 
female consumers 

 OPPORTUNITIES 
  

· Women typically spend money on athletic 
apparel and footwear when they have children, 
therefore, an opportunity is present to expand 
into the female market while maintaining male 
consumers. 
· With athleisure having an estimated market 
size of $44 billion in the United States, Under 
Armour has the opportunity of expanding into 
that market and profit from the consumer 
demand for athleisure apparel (especially 
pertaining to female consumers).  

 THREATS 
  
· Growing success of dominant industry 
competitors like Nike, Adidas and Columbia 
Sportswear 
· Competitors are also capitalizing on popular 
culture icons by using them as brand 
ambassadors in advertising, instead of focusing 
on athletic sponsorships. 
· Counterfeit products remain in the market 
and are enticing to consumers because of low 
cost 

  
Strengths:  
Various advantages have attributed to the rapid success of Under Armour.  Firstly, the sports 
apparel and footwear industry that Under Armour operates within, is a solid market expected to 
continue growth and eventually generate $184.6 billion in revenue by 2020 (Allied Market 
Research 2016).  Operating in this growing market allows Under Armour to explore options, 
such as expansion and maintain its role as a key player in the industry as direct and indirect 
competitors attempt to enter the market.  Under Armour’s wide range of superior products is also 
an important strength. The brand’s 25 different fabric styles are innovative and unique to suit 
individual athletes, giving Under Armour a competitive advantage through product 

 



differentiation (Under Armour 2016).  Similarly, Under Amour’s endorsement from NBA’s 
Most Valuable Player, Stephan Curry, aligns the brand with desirable qualities of successful 
athletes and professionalism.  Finally, Under Amour’s main consumers are advantageous to the 
brand because they have above average incomes, making them more likely to pay for quality 
products at a high volume (GfK Mediamark Research & Intelligence).  

  
Weaknesses: 
Unfortunately, several factors have hindered Under Armour’s success in the sports apparel 
industry since its establishment.  Firstly, the poor performance of speed skaters wearing Under 
Armour sponsored apparel in the 2014 Winter Olympics contradicted Under Amour’s primary 
message of high performance apparel (O'Reilly, 2015).  Another weakness that Under Armour 
must address is its lack of presence and attraction to the female market. Only 10 of Under 
Armour's 50 sponsored athletes are female (Under Armour Athlete & Team Roster).  Similarly, 
recent studies have found that the company’s website also lacks appeal to female consumers.  
  
Opportunities: 
In order to prosper within the sports apparel and footwear industry, Under Armour must take 
advantage of several key opportunities and maximize their success. Regarding consumers, the 
company has the ability and opportunity to further its expansion into female market by better 
targeting female consumers.  Recent research has revealed that most customers are male and 
female customers tend to purchase items for their children more so than for themselves (GfK 
Mediamark Research & Intelligence).  Additionally, Under Armour also has the option to join 
competitors in the growing and highly successful athleisure market. With a market size of $44 
billion in the United States, this athleisure market would be a highly profitable area for the 
company to invest in and expand into.  It would certainly allow for a wider range of consumers, 
especially women (Weinswig, 2016). 
  
Threats:  
Several factors pose threats to the success of Under Armour within the athletic apparel industry. 
Firstly, competitors like Nike, Adidas, Columbia Sportswear and Puma are continuously proving 
successful within the market. Puma and Adidas recently aligned with exceedingly famous and 
popular celebrities, Kylie Jenner, Rihanna and Kanye West, allowing them to gain a competitive 
advantage over Under Armour (Fernandez, 2016).  Counterfeit products on the market also pose 
a threat to Under Armour because they offer consumers cheaper alternatives to the high quality 
and high cost products, as well as manufacturing products that do not meet Under Armour’s 
standards of innovation and quality, thus damaging the brand’s image and discouraging potential 
consumers (QYResearch, 2015).  
  
  

 



VII: Research Questions 
 
1. What action does Under Armour need to take in order to become a strong competitive 
force within the women’s sporting apparel market?  
In order to become a strong competitive force within the women’s athletic apparel market, Under 
Armour needs to both create and market their women’s apparel by keeping up with the current 
‘athleisure’ trend. This would involve an increased emphasis on fashion and style as well as 
performance. Sales could also increase by hiring an ambassador with a strong following in 
popular culture.  
 
Evidence/ Rationale:  

● The SWOT Analysis revealed that Under Armour produces women’s products of a high 
quality, yet these products only account for a small amount of Under Armour’s Sales. 

● Under Armor CEO Kevin Plank has publicly stated that the company’s $1 billion 
women’s business “has the potential to be larger than men’s” (O’Mara, 2016).  

● Nike recently announced a new line of products in an effort to get its women’s sales up to 
$2 by next year (O’Mara, 2016). 

● Dick’s Sporting Goods launched an “athleisure” line, CALIA by Carrie Underwood 
(O’Mara, 2016).  

● Since appointing reality television and social media personality, Kylie Jenner as a brand 
ambassador, Puma has seen a 13% increase in its apparel sales (Fernandez, 2016).  

● Fast fashion clothing brands such as Topshop, H&M and Gap have recently expanded 
from their traditional casual attire, to producing their own athletic apparel in order to 
maximise their profits in this growing market (Weinswig, 2016).  

 
2. How can Under Armour differentiate itself from competitors while still operating within 
the same market? 
Although Under Armor can learn many successful marketing tactics from its close competitors 
Nike and Adidas, it is important they remain a desirable individual brand so that they can have 
their own niche within the marketplace.  
 
Under Armour can achieve this by remaining true to its original brand image, of high 
performance athletic attire designed for athletes by athletes. Therefore, the brand must ensure 
that all aspects of PR and media express this image to consumers. Other brands such as Nike, 
Adidas and Puma affiliate themselves with celebrities and appeal to consumers with fashion and 
popular culture, therefore, leaving a space in the market for pure performance crafted athletic 
apparel.  
 

 



Under Armour can send this message by focusing on sponsoring athletes that embody their 
values, such as Stephen Curry, rather than sponsoring a popular celebrity in the media.  
 
Evidence/Rationale: 

● An Under Armour representative recently stated that “The number one brand message for 
us is simply being health conscious,” and that they had no desire to get big celebrities 
such as “Kanye West” associated with their brand (Hobbs, 2016).  

● Under Armour also intends to keep their values apparent in their ambassadors through 
“signing up athletes before they hit superstardom,” thus allowing them to grow with the 
brand as well as inspiring future athletes (Hobbs, 2016).  

 
3. Would expanding into the global market be advantageous for Under Armour?  If so, 
what steps does the company need to take to make this happen?  
Under Armour currently holds a strong stable position in the U.S. athletic apparel and shoe 
market. It’s rapid market growth and superior product technology allow it to be a competitive 
force within the U.S. market against strong competitors; however, in order to remain a 
competitive force against globally operating competitors, Under Armour must further expand its 
operations and sales globally.  
 
This would be advantageous to Under Armour because it would allow them to profit from 
markets experiencing growth especially in regards to the eastern Asia region.  
 
However, expanding globally is not a simple process. Firstly, before Under Armour chose to 
expand, it would have to conduct extensive research on local competition that may exist in the 
area of the proposed expansion, as well as determine whether their products would suit the 
foregone market or not. Then, teams overseas would need to be established once the company 
has strong knowledge of the market trends and social/cultural norms of the new area.  
 
Evidence/Rationale: 

● China is the leading footwear consumer, selling approximately 3.8 billion pairs of shoes 
in 2016 (Apiccaps, 2016).  

● Globally in 2015, Under Armour represented 0.8% of the athletic footwear market, 
considerably less than its globally operating competitors, Nike (22.9%), Adidas (9.7%) 
and Puma (2.1%) (Basic, 2016). However, within the U.S., Under Armour accounts for 
2% of the athletic footwear market, placing them within the top four (Fortune 2016). 
Therefore, a conclusion can be drawn that in order for Under Armour to remain 
competitive with these top global brands, it must begin the process of global expansion. 
Due to their proven success within the U.S., a global expansion is the next logical step for 
the company.  

 



 
 
 
 
 
 

 
 

Research I 
Qualitative Study:  

Focus Group Interviews 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



I. Overview 
 
In order to obtain detailed qualitative information from Under Armour’s consumer groups we 
conducted two focus group interviews.  In both focus groups we aimed to create a relaxed and 
casual atmosphere in which participants could feel comfortable enough to answer the 
moderator's’ questions honestly, free from judgement and discuss their opinions. We 
endeavoured to gain insight into participants opinions and experiences with athletic apparel and 
footwear, for both Under Armour, competing brands and athleisure.  We recorded both sessions, 
with the full consent of participants in order to further analyze their responses and discussion 
amongst the group. 
 
II. Objectives 
 
Our focus groups were conducted in order to gain in depth understanding of the attitudes and 
views of members of Under Armour’s consumers and potential consumers. Our objectives 
included:  

- Investigating whether the target groups’ purchasing habits were influenced by brand 
ambassadors such as athletes, celebrities and/or fashion icons. 

- Investigating if and how females are left out of Under Armour’s marketing and 
advertising techniques, and if the female markets’ consumer interests and needs are being 
met to the fullest potential. 

- Exploring how much or how little participants knew about the athleisure trend and if 
Under Armour should be taking advantage of this current market based on the attitudes of 
group members.  

- Investigating why members of the focus groups wear athletic apparel, whether it is for 
sports, exercise, leisure, comfort, etc. 

- Exploring the factors that influence members of the group's purchasing decisions such as 
price, quality and style. 

- Investigating Under Armour’s competitors and how participants feel about competing 
brands and products. 

 
III. Project Details 
 
Location – Evansdale Crossing, 4th Floor Innovation Center in the Think Tank 
Date and Time of Focus Group 1 – Thursday, November 10 from 6:00 p.m. to 7:00 p.m. 
Date and Time of Focus Group 2 – Tuesday, November 15 from 6:00 p.m. to 7:00 p.m. 
 
 
  

 



  Focus Group 1 Focus Group 2 

# of Female Participants 5 3 

# of Male Participants 2 4 

  
Participants of both focus groups were West Virginia University students, ages 20-23.  It was 
important that we included a significant number of female participants in our sample because one 
of the main objectives of our study was to investigate whether Under Armour was absent within 
the female and athleisure markets, and how they can enhance their involvement in those markets. 
However, it was also important that males were included to get feedback and opinions on Under 
Armour’s current brand image and products because while it is important to consider markets 
that are potentially profitable, it’s also important to check into the success of the current market 
and products. 
  
The moderator guides for each focus group can be found in the appendices of this report and 
include an outline with questions that were used to spark discussion among participants.  
 
IV. Analysis of Focus Group 1 
 
After carefully reviewing our notes from the first focus group, there were multiple aspects that 
stood out and ended up aiding our further research. The first focus group consisted of five 
females and two males. It was important to get valuable information from both males and 
females in the room.  However having more females than males was beneficial when discussing 
the female market. As we had hoped, all participants from that focus group had recently 
purchased athletic apparel or footwear products.  
 
Since the room consisted of mainly females, they discussed the leggings, socks and headbands 
they had purchased from Under Armour. They spoke about the quality of the leggings and that 
they were “actually worth the price that they were paying.” Instead of going to Walmart and 
purchasing a pair for $10 that would be destroyed within a month, they purchased Under Armour 
leggings for anywhere from $30-$40 and they felt would last a lifetime. Two of the female 
participants even mentioned having the same Under Armour leggings for 3 years.  
 
Regarding sports equipment, one female and one male spoke about the skiing equipment that 
they had purchased from Under Armour. This is something that we found interesting.  Everyone 
knew of Nike but it seemed like the only reason they knew of Under Armour was because their 
parents had purchased them some type of Under Armour apparel when they were younger in 
order for them to stay warm in the sports they were playing. The males in the room spoke about 
the different products Under Armour provided them with for various outdoor sports. The 
coldgear was the main point of this conversation. Everyone in the focus group agreed that the 
coldgear items Under Armour manufactures and is known for, are a great aspect of their brand. 

 



The room agreed that it makes Under Armour stand out from competing brands. One participant 
even said, “I think the cold gear is what makes them more unique.” 
 
When the participants were asked how long they have been purchasing Under Armour they 
responded with 4-6 years.  However, discussion was constantly shifting to brands such as Nike. 
Nike was discussed after almost every question. We therefore concluded that if our participants 
were able to purchase Under Armour or Nike at the same price, they would choose Nike. Even if 
Nike was more expensive, our participants made it clear that because of the brand’s reputation, 
they would always purchase it. “If I walked into a sporting goods store and saw Nike and Under 
Armour racks next to each other, I would gravitate straight to Nike,” said one of our female 
participants. After this comment was made, everyone in the room tended to agree. This was 
discouraging, as we aimed to have the discussion centred around Under Armour, in order to gain 
as much information about Under Armour and we tried as much as we could to bring the 
conversation back around in order to figure out how the brand was succeeding or what issues the 
participants believe it had.  
 
From this focus group’s discussions, we came to the conclusion that it wasn’t because of the 
quality or the price of products but because of the attention and advertisements that Nike 
currently has. Nike is everywhere and if Under Armour wants the same amount of notability that 
Nike has achieved then it is important that they enhance their marketing and advertising 
techniques and make the brand more well-known.  The participants were unable to discuss any 
Under Armour advertisements because they hadn’t seen any which hindered the discussion that 
was focused on Under Armour’s advertising and only provided us with information about the 
competitors’ success. 
 
V. Analysis of Focus Group 2 
 
The second focus group resulted in an abundance of high-quality insights about the Under 
Armour brand, marketing, advertising and products.  The majority of participants were active in 
the discussions and provided their own opinions and experiences with Under Armour and 
competing brands.  We were able to meet most of our objectives and find out how these 
consumers perceive Under Armour and how effective Under Armour has been when it comes to 
meeting the needs of all consumers, including females, through their innovative products and 
advertising techniques.  A few key topics of discussion were what type of Under Armour 
products participants had purchased, how satisfied they are with those products, what is 
important when making athletic apparel or footwear purchases, how focused Under Armour is on 
the male consumer market, participants’ awareness of the athleisure trend and if and how 
athletes, celebrities and fashion icons influence what products are purchased. 
  
All of the participants in the second focus group had made Under Armour athletic apparel and 
footwear purchases.  This was extremely beneficial for our group’s research because knowing all 
participants were familiar with the brand and actually own Under Armour products made the 

 



discussions easier to conduct. In addition to owning some of our brand’s products, all 
participants were very aware of what is sold by Under Armour, including: clothing, shoes, 
headbands, socks and undergarments.  Most participants mentioned that they have been wearing 
Under Armour products for many years, some for more than six years, and continue to be 
satisfied with their purchases.  Male participants in particular said they enjoy Under Armour’s 
spandex material and believe it is the best on the market. On the other hand, participants also 
mentioned that they usually don’t specifically target one athletic apparel brand over the other. 
For all but one male participant who is a supporter of Nike, it depends on where they are 
shopping and what brands are available when making athletic apparel purchases. 
  
When participants were engaged in conversation about what is important when purchasing 
athletic apparel, the defining factors were price, quality and style.  According to multiple 
participants, price is important when making purchases because they always want to go with the 
most affordable option.  However, some participants shared that they believe even the more 
expensive items from Under Armour are worth purchasing because of the high quality.  When it 
came to the discussion of style, most participants agreed that it is the most important factor when 
it comes to choosing a product to purchase.  One participant in particular said, “…if I had a pair 
of Under Armour and a pair of Nike shoes I would pick style because they’re both known for 
their quality.” 
 
The most significant aspect of this focus group was the discussion of Under Armour’s focus on 
the male consumer market.  Both female and male participants agreed that Under Armour’s 
marketing and advertising tend to be more appealing for males rather than females.  Even though 
the female participants did in fact own Under Armour products, they all agreed that other brands, 
especially Nike, do a better job of catering to the style and interests of most female consumers. 
One participant also mentioned that even the word “armour” in the brand name is masculine. 
Based off of this analysis, our group believes that if Under Armour was to enter the athleisure 
market, females would be more apt to make purchases.  Pertaining to athleisure, all participants 
were aware of the trend and the females said they wear athleisure outfits almost every day.  Even 
though participants agreed that athleisure would be a profitable market for Under Armour, they 
also mentioned that it would have to be a very smooth transition for the brand.  One participant 
suggested a “sub-brand” or an athleisure line that is separate from Under Armour’s normal 
performance apparel.  
 
Lastly, participants were able to recall multiple athletes and celebrities used in athletic apparel 
advertisements.  Specifically, Nikes collaboration with Michael Jordan for their successful 
Jordan brand was brought up multiple times throughout the focus group.  Under Armour’s 
sponsorship of Stephen Curry was also brought up when a participant mentioned a television 
commercial and said, “Like the Steph Curry one where he’s playing basketball and shooting 

 



threes and he’s hitting all the shots. You relate those shoes to how good he is at basketball, so 
you want to buy those shoes because you want to be good at basketball.”  Another participant 
was able to recall Under Armour’s “Project Rock Collection” by Dwayne “The Rock” Johnson. 
Puma, a competitor of Under Armour, was also mentioned during the discussion of celebrities 
and fashion icons because of the brand’s collaboration with Kylie Jenner.  This information tells 
us that the focus group’s participants do pay attention to athlete, celebrity and fashion icon 
sponsorships in athletic apparel and footwear brands.  
 
VI. Conclusion of Analysis 
 
Both focus groups allowed us to gain in depth qualitative information from Under Armour’s 
consumers.  For the most part, information was consistent with the surveys and our previous 
predictions based on our secondary research.  However, some factors were notable. In the focus 
groups it was evident athletes, celebrities and fashion icons can influence purchasing decisions. 
The focus groups also allowed us to gain detailed insight into the reasons behind Nike’s 
domination within the athletic market.  Our secondary research showed evidence that Nike is a 
market leader, but the focus groups allowed us to engage with consumers and uncover the 
reasons behind that brand’s success. 
 
Additionally, participants from both focus groups engaged in discussion about the cost and 
quality of products, providing better insight into the reasons behind purchasing items and the 
point in which consumers are willing to spend money on products of superior quality. 
Participants also demonstrated their beliefs that Under Armour is lacking dominance in both 
female and athleisure markets.  Overall, conducting both focus groups was advantageous and 
allowed us to gain a greater understanding of the factors that influence and motivate consumers 
when purchasing athletic apparel and footwear and athleisure.  Although conclusions cannot be 
drawn about the larger consumer population due to the small number of samples for the focus 
groups, the information received was still significant because it answers our objective questions.  
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Quantitative Study:  
Online Survey 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



I. Overview 
 
4UA Marketing conducted an online survey regarding Under Armour using Qualtrics Survey 
Software. It was open for a total of two days from November 14 through November 16. By 
promoting the online survey link through social media platforms, text messages and emails, 4UA 
Marketing was able to advertise our survey to a large population in a short amount of time. Our 
main target audience was females ages 18-25 years old. Out of the 169 participants that listed 
their age, 126 of them were in our target age group and 81% of the total 189 participants were 
females.  
 
II. Objective 
 
The objective of this survey was to identify consumer behaviors toward athletic apparel and 
footwear, with a focus on the Under Armour brand, and investigate consumer awareness of 
athleisure. We also wanted to uncover the female consumer market and gain insight on Under 
Armour’s effectiveness in meeting the needs of this market. The survey’s questions involved 
individuals’ familiarity with athletic apparel and footwear brands and athleisure, as well as their 
purchasing influences, habits and demographics. Answers to the questions thoroughly helped us 
determine how Under Armour’s marketing techniques have been successful and how they can be 
improved.  
 
III: Project Details 
 
Survey Platform: Qualtrics Survey Software 
Opened: November 14, 2016 
Closed: November 16, 2016 
Sampling Method: Social Media 
Total Number of Respondents: 189 
 
IV: Summary and Analysis 
 
1. Survey Findings - Brand Analysis  
 
Have you heard of the brand Under Armour? 
The first step in getting consumers to purchase your products is making sure they know the 
brand. From our secondary research, we know that Under Armour is a known brand among other 
top brands in their category such as Nike, Adidas, Puma and etc. To validate this information, we 
asked this question with a simple answer selection of “Yes,” “Maybe” and “No”. Out of the 189 
participants, 100% of them had heard of the brand Under Armour.  

 



 
Do you currently own any Under Armour products? 
Knowing that all of our participants had heard of the Under Armour brand at least once in their 
lifetime, we needed to know how many of those 189 people own an Under Armour product. As 
seen in Figure 1, with a simple “Yes” or “No” possibility, 158 (83.6%) individuals do own an 
Under Armour product. 
 

   Figure 1.        Figure 2. 

 
 
Which Under Armour products do you currently possess? (Choose as many that apply.) 
Our survey responses helped us to make a connection between what companies our sample had 
heard of, which companies they purchase from and which products they owned. With 100% of 
our sample population having heard of the brand before and 83.6% of them actually owning an 
Under Armour product, we had to know which Under Armour products that 83.6% own. This 
question provided five options to choose from: shoes, accessories, clothing apparel, under 
garments and other. The sample was able to choose as many that applied to them. If “other” was 
selected, they were prompted to specify what their other was. We discovered that out of those 
individuals, clothing apparel and under garments were the most commonly owned items (Figure 
2). From the 20 times that other was selected, the top answers were “none,” “gloves/hats” and 
“socks”. 
 
Why do you buy Under Armour? (Choose as many that apply.) 
This question was aimed at figuring out what qualities consumers desire in athletic clothing. We 
had five options available for them: “comfort,” “appearance,” “brand name,” “price” and 
“other.” Individuals were able to choose as many that applied to them in this question. If 
selecting “other” as an answer, they were asked to specify what other reasons they would buy it 
for.  

 
 

 

 



 
Chart 1. 

  
As you can see in Chart 1, comfort, appearance and brand name were the most commonly 
selected purchasing reasons with 137, 109 and 70 selections respectively. The option of other 
was still chosen 21 times. In the text section, there were multiple answers but the most common 
five were “I don’t wear Under Armour,” “I have to wear it for work,” “Gift,” “Warmth/Fit” and 
“Reputation”.  
 
Where do you buy Under Armour? (Choose all that apply.) 
From our secondary research, we knew that Under Armour was having some trouble with the 
actual purchase of their products especially online. To discoverer where the sample purchase, 
helps the company revamp their marketing techniques. This question had six possible options, 
but participants could choose as many that applied. The answer options were “Online Under 
Armour Store (www.underarmour.com),” “Other Online Vendors,” Under Armour Physical 
Stores (Under Armour Factory House),” “Other Stores that Sell Under Armour (ex: Dick’s 
Sporting Goods, Modell’s, etc.),” “Outlets” and “Other, please specify”. The results showed that 
135 individuals shopped for Under Armour at “Other Stores that Sell Under Armour (ex: Dick’s 
Sporting Goods, Modell’s, etc.).” “Outlets” came in second with 65 people choosing that option. 
This question confirmed our previous research that many people do not shop online for Under 
Armour products.  
 
For the following questions, please rate your answers. 
For this question, using a 5-level Likert Scale was the best way for the sample to rate how 
important each situation was to them regarding their purchasing influences. This question had 
five questions within it. These five were: 

 



 
1. Does the gender of the model influence your purchase? 
2. Does a celebrity’s endorsement influence your purchase? 
3. Would fashion icon endorsements influence your purchase? 
4. Do athlete endorsements influence your purchase? 
5. Does the ethnicity of the model influence your purchase? 

 
For each of those five questions, the sample was able to rate their response by choosing one of 
the following responses: “Definitely yes,” “Probably yes,” “Might or might not,” “Probably not” 
or “Definitely not”. In Table 1 below, you can see which scaling category got the highest scores. 
From this question we can gather that the gender of the model plays more of a role on the 
consumer’s influence to purchase than ethnicity or careers.  
 

Table 1. 

Question 
Definitely 

yes 
Probably 

yes 
Might or 
might not 

Probably 
not Definitely not Total 

Does the gender of the model 
influence your purchase? (8.00%) 14 (29.71%) 52 (31.43%) 55 (15.43%) 27 (15.43%) 27 175 

Does a celebrity's endorsement 
influence your purchase? (2.29%) 4 (11.43%) 20 (26.86%) 47 (30.29%) 53 (29.14%) 51 175 

Would fashion icon 
endorsements influence your 
purchase? (2.29%) 4 (19.43%) 34 (24.57%) 43 (31.43%) 55 (22.29%) 39 175 

Do athlete endorsements 
influence your purchase? (1.71%) 3 (16.57%) 29 (23.43%) 41 (36.57%) 64 (21.71%) 38 175 

Does the ethnicity of the 
model influence your 
purchase? (1.14%) 2 (2.29%) 4 (10.86%) 19 (24.00%) 42 (61.71%) 108 175 

 
 
Which of the following brands have you purchased in the last 6 months? 
Competition has a huge influence on who, where and where consumers purchase a product. To 
gauge the sample population’s athletic apparel purchases from other brands, they were given 
nine options: “Under Armour,” “Nike,” “Adidas,” “Reebok,” “Puma,” “New Balance,” “All of 
these brands,” “None of these brands” and/or “Other.” If other was selected, they were asked to 
specify their answers. The sample was allowed to choose as many answers that applied to them.  
 

 
 

 



 
 

Chart 2. 

 
 

As seen in Chart 2, Nike was the most common purchase with 142 individuals having purchased 
one of their products in the last six months. Being the second most purchased brand on this list, 
Under Armour is purchased more than research originally showed us. When other was selected, 
the top few answers were “Lulu Lemon,” “Sketchers” and “Asics.”  
 
 
2. Survey Findings - Athleisure Awareness 
 
How often do you work out per week? 
Secondary research showed that the majority of Under Armour’s customers are currently 
physically active or were once physically active. On Chart 3 below, it’s seen that only 52 out of 
the 187 survey participants never work out. That means that 72% of our sample is physically 
active on a regular basis. These findings support our original research. 
 
 
 
 
 

 



 
 

Chart 3. 

 
Do you prefer wearing athletic clothing over any other clothing? 
The purpose of this question was to prepare the sample to understand that they may already wear 
athleisure clothing. In order to provide a smooth transition into that mentality, we asked if they 
prefer athletic clothing over other clothing. This question had three possible answers: “Yes,” 
“Maybe” and “No”. “Yes” was answered most frequently by 42% of the sample, “Maybe” was 
answered by 30% of the sample and “No” was answered by 28% of the sample. Providing 
“Maybe” as an answer option skewed the results a little bit. If the answers were limited to “Yes” 
and “No,” the results could have been more beneficial. 
 
When do you wear your athletic clothing? (Choose as many that apply.) 
As stated above, asking when/where individuals like to wear their athletic apparel can help to 
prime them for questions/ideas regarding athleisure clothing. This question allowed the sample 
to choose as many answers that worked in their lifestyle. The answer options were: “Physical 
activity,” “Around the house,” “Errands,” “To work/class,” “Other” and/or “Never.” As seen in 
Figure 3, “Physical activity,” “Around the house,” “Errands” and “To work/class” were all 
selected a similar amount of times proving that this sample likes to wear their athletic apparel 
during physical activity and for leisure wear. When other was selected, hunting was the only 
answer that was stated. On the contrary, only 0.4% do not like wearing athletic apparel for 
physical activity or leisure type activity. 
 

 



 
 

Figure 3. 

 
When buying sports apparel which of the following attributes are most important to you? 
In order to adjust products and advance their characteristics, it is crucial to know what your 
audience wants and needs out of your athletic clothing. The attributes the sample had to rate 
were: 

1. Performance 
2. Price 
3. Style 
4. Comfort 
5. Brand name  
6. Quality 

By using a 5-level Likert scale, the sample was able to rate how important each attribute is to 
them using the following scale: “Extremely important,” “Very important,” “Moderately 
important,” “Slightly important” and “Not at all important.” As seen in Table 2 below, price, 
comfort and style scored the highest in the “Extremely important” rating whereas brand name 
and performance scored the highest in “Moderately important.”  
 

Table 2. 

Question 
Extremely 
important 

Very 
important 

Moderately 
important 

Slightly 
important 

Not at all 
important Total 

Performance (12.70%) 24 (30.19%) 57 (38.62%) 73 (8.99%) 17 (9.52%) 18 189 

Price (40.74%) 77 (38.62%) 73 (18.52%) 35 (2.12%) 4 (0.00%) 0 189 

Style (28.04%) 53 (48.15%) 91 (22.22%) 42 (1.59%) 3 (0.00%) 0 189 

Comfort (60.85%) 115 (37.04%) 70 (2.12%) 4 (0.00%) 0 (0.00%) 0 189 

 



Brand name (5.82%) 11 (20.63%) 39 (34.39%) 65 (19.58%) 37 (19.58%) 37 189 

Quality (44.44%) 84 (40.21%) 76 (13.76%) 26 (1.59%) 3 (0.00%) 0 189 

Do you know that Athleisure clothing is a trend in fashion in which clothing designed for 
workouts and other athletic activities is worn in other settings, such as during work, casual or 
social occasions? 
Although 83.6% of the sample population know what Under Armour is, that doesn’t mean they 
know exactly what Athleisure is. As previously researched, athleisure is a new market in the 
apparel world. This question had three possible answers of “Yes,” “Maybe” and “No.” It turned 
out that 56% of the sample already knew what athleisure was. This was asked after priming the 
sample. Asking about athleisure and informing them that it was a new market would have 
potentially skewed the answers to other questions due to individuals potentially wanting to be 
portrayed as fashionable and in-the-know. This question also showed the sample that they 
already use athletic clothing in a athleisure way. These answers proved arranging the questions 
in this order was a strong strategy. 
 
On Social Media what types of accounts do you follow? (Choose all that apply.) 
Social Media is a huge outlet in the modern advertising industry. Asking the sample what type of 
people/companies they follow allows Under Armour to know where to focus. The answers to this 
question were: “Friends and acquaintances,” “Family,” “Popular Culture Celebrities i.e., Kim 
Kardashian, Rihanna,” “Sports teams/Athletes,” “Businesses,” “Other” and “I do not use social 
media.” Unfortunately this question was not allowing the sample to select more than one answer 
to the question. This skewed our results because we were unable to see all of the accounts one 
follows. Due to this, “Friends and acquaintances” being selected by 105 out of the 175 answers 
was the only information this question gathered.  
 
 
3. Survey Findings - Demographics 
 
What is your gender? 
There were 189 people who participated in the online survey. As illustrated in Figure 4, 143 out 
of 189 participants were females (81.3%) and 33 were males (18.8%).  

 
 
 
 
 
 
 

 



 
 
 

Figure 4. Chart 4. 

 
What is your age? 
Of the 189 people who took the survey, only 169 of them documented their age. In Chart 4, 126 
of them were in our target age group of 18-25 years old. 
 
Please choose which category you best identify yourself with. 
Answers for this question had to do with which ethnicity each individual identified themselves 
as. The options for this question were: “Caucasian,” “Hispanic/Latino,” “Black/African 
American,” “Native American/American Indian,” “Asian/Pacific Islander” and “Other.” Out of 
the 176 people who answered this question, 161 of them were Caucasian and 9 were 
Black/African American. 
 
Employment Status: 
The answer options for this section included “Employed,” “Unemployed,” “Student,” “Military,” 
“Retired” and “Other.” As seen in Chart 5, “Students” represented 55.1% of the sample and and 
“Employed” represented 34.6% of the sample for the online survey.  
 
 

 



Chart 5. 

 
Income Level (per year): 
This question had these seven possible answers: “$10,000 or less,” “$10,001 - $20,000,” $20,001 
- $30,000,” “$30,001 - $40,000,” “$40,001 - $50,000,” “$50,001 - $60,000” and “$60,001 or 
more.” Chart 6 below shows that 60% of the sample makes $10,000 a year or less. Having 
already seen above that 55.1% of the online survey sample are students, the results of this 
question are not very shocking.  
 

Chart 6. 
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Summary 
 
Phase One of this project was based on extensive secondary research in order to further our 
knowledge of Under Armour. We created a SWOT analysis and touched on the users and target 
markets along with the technology and much more. After learning everything there is to know 
about the brand, its products and competitors, we went on to conduct primary research in Phase 
Two. Our primary research was composed of qualitative and quantitative data. By using an 
online survey and conducting two focus groups, our team received a large amount of insights 
directly from Under Armour’s consumers. This data was essential to determining how Under 
Armour can continue to grow in the athletic apparel industry by expanding the focus on female 
consumers and the athleisure market. Overall, our entire group learned detailed information 
about Under Armour’s operations and its consumers.  
 
Discussion and Implications  
 
Throughout the assignment, several notable aspects of the brand were analysed in depth. From 
the beginning of the assignment, in the secondary research stage, it was evident that Under 
Armour was lacking presence in the female and athleisure market, especially in comparison to its 
competitors, Nike, Puma and adidas. Therefore, this was an area in each we focused on in the 
second stage of our research. We also utilized primary research to explore the use of 
endorsements, specifically popular culture icons, for the brand.  
 
The online survey uncovered the motivations behind consumers purchasing decisions; these 
attitudes were further explored in our focus groups. From both of the focus groups, it was evident 
that there is a strong female demand for athletic and athleisure apparel; however, in this area, 
both males and females agreed that Nike was the preferred brand and Under Armour was 
associated with more masculine brand attributes. This information in regards to the female and 
athleisure market was further confirmed by the results of our survey. 
 
In regards to our second area of focus, sponsorship of fashion icons and celebrities in addition to 
athletes, results from the focus groups and survey were somewhat conflicting. The survey 
revealed that consumers did not believe the use of fashion icons and celebrities in advertisements 
would influence their purchasing habits; however, the discussion in the focus groups indicated 
otherwise.  
 
Overall, it is an implication of our extensive research that Under Armour does not appropriately 
cater towards the female market through its current marketing strategies. Through our research 
regarding the potential strength in this market, we would recommend that Under Armour 
attempts to move into the growing athleisure market in order to cater to the demands of female 
consumers. Due to the conflicting nature of the results we received, we would make the 
recommendation that Under Armour conducts further research on the type of marketing 

 



strategies and brand ambassadors the company chooses to utilize when targeting consumers. It is 
our belief that Under Armour would become a stronger force within the competitive market if 
they were to focus on improvement within these identified areas.  
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Research Plan 

4UA Marketing wants to conduct a survey and focus group to research ways to improve Under 
Armour’s sales and loyalty from their customers. We plan to do this by answering these two 
questions: 

1. If Under Armour advertised female models wearing athleisure clothing, would women be 
more inclined to purchase? 

2. If Under Armour sponsored fashion icons and celebrities in addition to athletes, would 
customers be more interested in their products? 

With these two questions, we hope to gauge how athleisure clothing and fashion icons affect the 
potential buying patterns of consumers. 
 
4UA plans to use an internet/online survey as a way to reach as many people as possible. Our 
goal is to get over 100 people to take our survey and provide us with useable information. We 
will ask specific questions in order to have our participants answer as precisely as possible.. We 
will also test our survey questions on a few people first to see how they react to it. Based on their 
conflict with questions, hesitance and feedback, we will alter our survey questions respectively 
before sending it to our sample population. Because we want to get at least 100 people to take 
our survey, we will be reaching out to many different groups of people to take it, including clubs 
and organizations like sororities and fraternities. We recognize that not everyone will fill out the 
survey and not every survey completed will be valuable to our research. With that being known, 
we want to attempt to get as many surveys completed as possible. We will ask that only students 
ages 18-24 take the survey; they do not have to be WVU students. 4UA is keeping into 
consideration that students and millennials in general, are very influenced by celebrities, fashion 
icons, athletes, etc. From our secondary research we know they are the main consumers of Under 
Armour products. Our survey will allow us to collect valuable quantitative research. 
 
4UA feels conducting focus groups is the most effective way to gather appropriate qualitative 
information for our research questions. There will be two focus group sessions with five to seven 
participants in each. The moderator of the sessions will be a member of 4UA Marketing who will 
ask open ended questions regarding Under Armour and our research questions to encourage and 
guide open conversations amongst the group. 4UA needs specific information in regards to what 
women want out of their athletic/athleisure clothing, what all genders want to see from Under 
Armour to make them inclined to purchase their products, and if fashion icons/celebrities have 
an effect on their purchases. Without open conversations in the focus groups, we will not be able 
to gauge what a sample of consumers specifically desires from an athletic apparel and footwear 
company. We will recruit our sample population for our focus group through random selection 
and by posting flyers around campus and sending out an email explaining our study. The flyers 
will be posted in different academic buildings that include, but are not limited to, Armstrong, 

 



Martin, Brooke, Life Sciences and Woodburn. We will also contact professors to see if flyers 
could be passed out before or after their lectures. Our sample will come from WVU and will be 
students ages 18-24, similar to the audience of our online survey. Our hope is that the 
participants are not friends but will at least be comfortable enough around each other so that 
there will be smooth discussions that will provide us with useful data.  
 
Upon asking our research questions, we hope to have enough information to understand how 
athleisure clothing and fashion icons affect the potential buying patterns of Under Armour’s 
consumers. We think that conducting an online survey and focus groups will be the most 
efficient ways to get the information we need in order to formulate a final report on our findings.  
 

Week Task 

Oct. 17 • Polish RQs/HPs – make them more specific. 

• Discuss/Decide a research plan (focus group and survey 

questionnaire) 

Oct. 24 • Research Plan Due (October 24) 

• Meet on Monday (Oct. 24) to complete guidelines and create 

questions for our survey 

• Focus group guideline complete – determine who our 5-7 

participants will be, our moderator, pick two dates and complete a 

discussion guide prior to conducting the focus group 

Oct. 31 • Survey Link Due (Oct. 31) 

• Complete recruiting participants for focus group 

                          • Contact professors, attend lectures, pass out flyers 

                          • Post flyers in specific buildings on campus 

                          • Send out an email explaining our study 

Nov. 7 • Data collection begins this week 

• Conduct focus group interviews (two with 5-7 participants) 

• Conduct an online survey (100-150 students) 

Nov. 14 • Complete data collection – make sure our focus groups have 

been completed and we have enough valuable responses from our 

online survey 

• Data analysis begin – begin writing the final paper with the data 

we received 

• Team status check meeting with the professor (we will have all 

of our data from the surveys and focus group ready to present to 

Dr. Ahn) 

Nov. 21 • Complete Data Analysis and write up results 

• Complete the last edits on the final paper 

• Prepare for research presentation 

November 28          Final Paper Due 

 



Nov. 28 – Dec. 5          Research presentation 

November 10, 2016: Focus Group Moderator Guide 
 

I. INTRODUCTION (5 minutes) 
1. My name is Alyssa Cantisani and I will be the moderator today. 
2. The purpose of this discussion is to talk about athletic apparel and footwear. We will 

also be defining and discussing athleisure apparel. I am interested in your opinions 
and your experiences with a specific brand. 

3. I am a student at West Virginia University. I am not working for any company, nor 
am I trying to sell products. I’m just here to listen and discuss your opinions and 
experiences.  
 

II. GROUND RULES (5 minutes) 
1. This session will last about an hour and a half. 
2. This session is being recorded unless anyone states otherwise in his or her consent 

form.  
3. There are observers present who will be taking notes. 
4. There are no wrong answers in marketing research. We want to hear the different 

points of view of each of you. 
5. Everyone needs to talk but each person doesn’t have to answer each question.  
6. Please make sure you are talking one at a time and speaking as clear as possible. Try 

to avoid side conversations to the best of your ability. 
7. Exchange points of view with each other. It isn’t necessary to address all of your 

answers to me. 
8. Please turn off all cell phones. 
9. Does anyone have any questions before we begin? 

 
III. BACKGROUND (5-7 minutes) 

1. We are going to take the first 5-7 minutes of this discussion to get to know each other. 
Please look to the person next to you and find out a little bit about them.  

2. We will now each share one thing we learned about someone we spoke to in the 
room. This is a great way to start the discussion and make sure everyone feels 
comfortable. 

 
IV. PREVIOUS EXPERIENCE (10-15 minutes) 

1. Have any of you ever purchased athletic apparel or footwear products? 
2. If you responded yes to the previous question, why did you decide to make that 

purchase?  
3. Were any of the products you purchased Under Armour?  
4. If you responded yes to the previous question, why did you choose Under Armour 

over a different brand? 
5. How long have you been purchasing Under Armour? 
6. Which other brands under this category have you had experience with? 
7. Which brands? Were they good experiences? Would you purchase that brand again? 

 



8. Has there ever been anything that pushed you to switch from one product to another? 
What was it that caused you to switch? 

9. What is most important to you when making an athletic apparel/footwear or athleisure 
purchase? Why? 

 
V. PREVIOUS EXPERIENCE – SPECIFIC (30-40 minutes) 

1. How knowledgeable do you consider yourself of Under Armour?  
2. Do you know what types of products that they offer? Do they offer anything that you 

think is unique? 
3. When it comes to quality, price and material what is most important to you? 
4. What image do you think Under Armour has? What do you feel their reputation is as 

a brand? 
5. What are some of the known competitors that Under Armour has? 
6. What do you feel draws people away from Under Armour, if anything? 
7. If you do consume Under Armour, how satisfied are you with their products? 
8. Would you recommend Under Armour to others? Explain. 
9. What could Under Armour improve on in order to make you a more loyal Under 

Armour shopper? 
10. How many of you are familiar with the athleisure trend? 
11. Why do you believe so many people have begun to like athleisure apparel? 
12. Do you think Under Armour should begin to make a move towards more athleisure 

apparel? 
13. On the topic of celebrities and athletes, do you think professional athletes motivate 

you to purchase specific brands if they are associated with that brand? Explain. 
14. Do you think fashion icons or celebrities motivate you to purchase specific brands if 

they are associated with that brand? Explain. 
15. Do you think Under Armour gains more consumers by sponsoring celebrities, fashion 

icons, or athletes? Explain. 
 
VI. COMMUNICATION (5-10 minutes) 

1. Where do you get information about Under Armour or any other brands that were 
previously mentioned in this discussion? 

2. How well does Under Armour communicate with you through marketing and 
advertising? 

3. What is the best way for any company to communicate with you? 
 
VII. CLOSING  

1. Is there anything else you would like to add to this discussion regarding Under Armour? 
2. Thank you for your comments and for your time. This has been an extremely valuable 

session! 
 
 
 
 
 

 



 
November 15, 2016: Focus Group Moderator Guide 

 
INTRODUCTION (2 to 5 minutes) 

1. My name is Savannah Ashworth and I’m the moderator today.  
2. The purpose of this discussion is to talk about athletic apparel and footwear with an 

emphasis on athleisure apparel.  I’ll be asking your opinions and your experience with a 
specific brand.  

3. I am a student at West Virginia University.  I’m not working for any company, nor am I 
trying to sell products.  I’m just here to listen and discuss your opinions and experiences.  

 
GROUND RULES (2 to 5 minutes) 

1. This session will last approximately one hour.  
2. This session will be audio recorded unless anyone objects to being recorded, as stated in 

the consent form.  
3. Observers are present and they will be taking notes throughout our discussion.  
4. There are absolutely no wrong answers, so please share your different points of view and 

provide specific details in your answers.  
5. Everyone needs to talk but each participant does not have to answer every question.  
6. Please talk one at a time and in a clear voice while avoiding side conversations.  It is 

important that there are not any distractions and I am able to hear all of your comments.  
7. Does anyone have any questions before we begin?  

 
BACKGROUND (5 minutes) 

1. We’re going to take a few minutes to get acquainted with one another. 
2. We’ll go around the room and introduce ourselves to each other.  Please share something 

about yourself such as your interests and hobbies, major, academic year, etc.  
 
PREVIOUS EXPERIENCE (20 minutes) 

1. Have any of you ever purchased athletic apparel or footwear products?  If so, why did 
you decide to make the purchase(s)? (For exercise, comfort, etc.) 

2. Were any of the products you purchased Under Armour? If so, why did you choose that 
brand?  

3. How long have you been an Under Armour consumer?  
4. Do you have experience with any other brands? Which ones?  
5. Has anyone switched from one company’s product to one from a different company? 

What caused you to switch?  
 
PREVIOUS EXPERIENCE – SPECIFIC (20 to 30 minutes) 

1. How knowledgeable do you consider yourself regarding Under Armour?  What types of 
products do they offer?  Do they offer anything unique? (Quality, price, material, etc.) 

2. What is the image of Under Armour?  What reputation does it have?  What are some of 
its competitors?  What image and reputation do they have?  

3. What do you value most about being an Under Armour customer?  
4. Overall, how satisfied are you with the service you receive?  

 



5. Would you recommend Under Armour to others?  Why or why not?  
6. How loyal do you consider yourself to Under Armour?  What could they do to make you 

more loyal?  
7. Is there anything that would encourage you to use other products from the same 

company? (Probe with specific products, like athleisure) 
8. Is there anything else that would make Under Armour more successful? If so, what? 
9. How many of you are familiar with the athleisure trend?  
10. Why do you believe so many consumers have adapted to and enjoy athleisure apparel?  Is 

this an area in which Under Armour should expand into?  
11. Would you say professional athletes inspire you to purchase products? If so, why?  
12. Would you say fashion icons or celebrities inspire you to purchase products? If so, why? 

By sponsoring celebrities, do any of you believe Under Armour could gain more 
consumers? If so, why?  

13. Does race or ethnicity influence your purchasing methods?  
14. What is most important to you when making an athletic apparel/footwear or athleisure 

purchase? Why?  
 
COMMUNICATION AND ADVERTISING (20 to 30 minutes) 

1. Where do you get information about Under Armour or competing brands?  
2. How well does Under Armour communicate with you? (Through marketing and 

advertising) 
3. What is the best way for any company to communicate with you? (Athlete/celebrity 

endorsements, social media advertising, etc.) 
4. Have you seen any advertising for Under Armour?  What types of advertisements have 

you seen?  
5. Are Under Armour’s advertisements and marketing techniques memorable and effective?  

 
CLOSING STATEMENTS (5 minutes) 

1. Is there anything else any of you want to add about Under Armour or other athletic 
apparel and footwear brands?  Is there anything else any of you want to add about 
athleisure apparel?  

2. Thank you all for your comments and your time! 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



November 15, 2016: Focus Group Interview Transcript 

Savannah Ashworth:  Hi guys, I’m Savannah and I’m going to be moderating this focus group 
today. We’re going to be talking about athletic apparel and footwear and athleisure apparel. 
Please share your opinions and your experiences when you answer the questions and don’t be 
afraid to speak up.  It’ll take us about an hour to get through everything and my group members 
are going to record the session and take notes.  All of you have signed the consent form so I 
think we’re good to go.  Remember, there are no wrong answers so please share your different 
points of view and give us details on your experiences.  You all don’t have to answer every 
single question but please speak up throughout the hour and try not to talk over anyone. Do you 
guys have any questions?  Okay then I think we can get started.  I think we’ve all gotten to know 
each other in the past ten minutes or so, so we’ll just jump right into the questions.  

Have any of you ever purchased athletic apparel or footwear products?  

Candace Mellen:  Yes, I have.  

Benjamin Wasse: I think we all have.  

Josh Chancey: Yeah, I know I have.  

Sophie Feller: Yes. 

Savannah Ashworth:  Okay so why did you decide to make those purchases?  For example, was 
it for exercise or comfort purposes?  

Bryden Rasenburgh:  I think definitely for exercising and just to wear on normal days.  

Candace Mellen:  I wear athletic apparel all the time because it’s comfortable, especially when I 
don’t have to work or anything special.  It’s also just cute and I like it. 

Sophie Feller:  Same.  

Elizabeth Schaeffer:  I definitely buy athletic apparel just to wear around to class and anywhere 
on a daily basis.  

J.P. Bisceglia: But like I wear it every time I work out too.  So I think definitely for exercise and 
also for comfort and every day wear.  

Savannah Ashworth:  Great.  Were any of the products you purchased Under Armour?  

Benjamin Wasse:  I know I buy a lot of Under Armour stuff for snowboarding.  

J.P. Bisceglia:  Yeah, Under Armour has that spandex material.  I think that’s what I buy the 
most from them and probably what they’re most known for.  

Josh Chancey:  Oh yeah, I’ve definitely been wearing the Under Armour spandex for years. 

 



Sophie Feller:  I don’t have anything from Under Armour just because they don’t sell it in 
Australia, but since I’ve been in the states it seems like a pretty nice brand.  

Savannah Ashworth:  So why did you guys choose Under Armour over other brands when you 
made those purchases?  

Candace Mellen:  I think I buy Under Armour just because of the name.  Like it’s popular and 
always really good quality.  

Benjamin Wasse:  I’ve never been disappointed with any of the stuff I have from Under Armour. 
Especially for cold weather and performance.  It’s all just really good quality and I think it’s 
worth the price for sure.  

Elizabeth Schaeffer:  I don’t know, I feel like I don’t have a lot of it because it is expensive and 
it’s just pretty masculine.  I think it’s targeted towards guys more than women and I just prefer 
other brands that aren’t as masculine if I’m going to spend that much money on something.  You 
know?  

Josh Chancey:  Yeah, I think it has been directed towards guys because it literally says “Armour” 
in the name.  That’s just a masculine word in itself.  

Benjamine Wasse:  Yeah, I totally agree but I never thought of it like that.  

Bryden Rasenburgh:  I like Nike better.  I just think it’s like a better brand and I buy more of it 
than Under Armour for sure. But Under Armour is for guys.  I don’t think they cater as much to 
girls as guys for sure.  

Savannah Ashworth:  We’ll definitely get to that in a little while.  Okay, so for those of you who 
have made Under Armour purchases, how long have you been Under Armour consumers?  

J.P. Bisceglia:  I don’t know like I’ve been wearing it for a long time.  My mom definitely 
bought it for me a lot growing up especially for sports and stuff.  

Josh Chancey:  I’ve at least been wearing it since the beginning of high school and that was like 
6 years ago.  

Candace Mellen:  Yeah, since high school and maybe a little more now that I’m in college.  

Bryden Rasenburgh:  I don’t really know.  I just definitely have a lot more Nike and I’ve liked 
Nike for way longer.  

Benjamin Wasse:  So Under Armour has some of my favorite snowboarding stuff and I’ve been 
snowboarding for years, so a pretty long time and I’ll keep buying it.  

Savannah Ashworth:  I know someone has already touched on this, but what have your 
experiences been with other brands and which brands in particular?  

 



Sophie Feller:  Definitely Nike and Adidas.  They’re the most popular I think and definitely what 
I buy most of.  

Bryden Rasenburgh:  I have a ton of Nike and I like it better than any other brand.  

Savannah Ashworth: So what makes you prefer Nike over other brands like Under Armour?  

Bryden Rasenburgh:  I guess part of it’s the brand image and just the way we all remember Nike 
and the products are really good.  I haven’t ever gotten anything from Nike that I don’t like.  

Savannah Ashworth: Has anyone switched from one company’s product to one from a different 
company? If so, why?  

Benjamin Wasse:  I mean I have a lot of different brands but I’ve never specifically bought one 
of the other.  I actually just prefer Under Armour over some other brands because of the good 
experiences I’ve had with them.  But I also really like Nike and I buy it a lot too.  

Candace Mellen:  Yeah, I don’t think I’ve ever actually switched brands it just depends on what 
I’m buying and where I’m at I guess.  Like I think TJ Maxx has a lot of Under Armour, so I buy 
it sometimes there just because Nike isn’t.  

Savannah Ashworth: How knowledgeable do you guys consider yourselves when it comes to 
Under Armour as a brand?  What products do they have and are they unique in any ways?  

Josh Chancey:  They have really awesome spandex and a lot of hunting stuff.  

J.P. Bisceglia:  Yeah and they have the normal stuff like tennis shoes, sweatshirts, sweatpants, 
tshirts and like socks.  

Benjamin Wasse:  And coats and gloves and stuff.  Hunting is a really good point because I’ve 
heard of a lot of people buying the Under Armour camo stuff for hunting and apparently it’s 
really good for that purpose.  

Elizabeth Schaeffer:  They also have little accessories like headbands and hair ties.  

Savannah Ashworth: So is there anything unique about Under Armour?  What sets it apart from 
other companies?  

Bryden Rasenburgh:  I mean every company has good products of some kind.  Under Armour is 
probably just unique because of its name and brand.  

Josh Chancey:  Well and they’re really the only athletic apparel brand that has hunting apparel so 
that’s unique.  

Elizabeth Schaeffer:  Compared to other brands they’re just really focused on male consumers I 
think.  

Savannah Ashworth:  What do you all think the image of Under Armour is and do they have a 
positive reputation?  

 



Benjamin Wasse:  I mean other than giving more attention to their male customers, I think the 
image of Under Armour and their reputation is strong and that’s why they’re doing so well in the 
industry.  

Josh Chancey:  Yeah, I definitely don’t know of anything that has happened that might have 
damaged their reputation.  There haven’t been any scandals or anything like that and I’ve at least 
always had really good experiences with the brand.  

Savannah Ashworth:  So how satisfied are you guys with your Under Armour Purchases and 
would you recommend the brand to others? Why or why not?  

Benjamin Wasse:  Like I said, I’ve really enjoyed all my Under Armour purchases and I’d 
definitely recommend it to a friend.  

Candace Mellen:  Yeah, I would too.  

J.P. Bisceglia: Yeah, I mean I think it’s a really nice brand all their stuff is good quality.  

Savannah Ashworth: How loyal do you consider yourself to be towards Under Armour then?  

Benjamin Wasse:  I’ll definitely keep buying it just because it’s good quality and I think it’s 
worth the money but I also buy other brands so I’m not one hundred percent dedicated to just 
Under Armour.  

Josh Chancey: Yeah, I agree.  

Bryden Rasenburgh:  I’m definitely more of a Nike guy.  

Elizabeth Schaeffer:  I think if it wasn’t so pricey I’d buy it more often.  I don’t have a lot of 
Under Armour products as is because it is a little expensive, but so is Nike.  I guess I don’t wear 
athletic apparel enough to invest my money into any specific brand.  

Savannah Ashworth: Are any of you familiar with the athleisure trend and do you know what it 
is?  

Sophie Feller:  Yeah, it’s like taking athletic wear and making it fashionable.  

J.P. Bisceglia:  And wearing athletic clothes just for comfort instead of to work out.  Like what 
I’m wearing right now.  

Candace Mellen:  And brands like Victoria Secret and Lululemon have matching athleisure 
outfits that are really popular and I think people like them because they are stylish and 
comfortable and don’t take much effort.  

Savannah Ashworth:  So is this an area that Under Armour should expand into?  

Benjamin Wasse:  Yeah, so fashion is uncomfortable and athleisure changes that.  I think if 
Under Armour marketed some athleisure clothing they’d get more female customers instead of 
being so heavily focused on men because we already know women are wearing athleisure outfits.  

 



Elizabeth Schaeffer:  I think because the market is already out there it’d be an easy transition for 
Under Armour and it’d be worth it.  

Josh Chancey:  I don’t think it’d be a super easy transition because it’s hard to change a brand 
image quickly.  Like Under Armour already has a pretty masculine image and it’s been that way 
for years so I don’t think it’d be easy to market athleisure right away.  They’d probably have to 
do like a sub brand for athleisure, but I definitely think it’d be worth it.  

Benjamin Wasse:  Yeah, a sub brand is a good idea.  That’s a good way of putting it.  

Savannah Ashworth:  Would you say professional athletes inspire you to purchase products? If 
so, why?  

J.P. Bisceglia: Yeah like Michael Jordan has been this iconic athlete and Nike has the Jordan 
brand and I think that’s influenced a lot people to buy them because they want to be like Michael 
Jordan.  

Bryden Rasenburgh: Yeah and know Under Armour has Steph Curry which I’ve noticed and 
probably everyone else.  So they’re kind of doing what Nike did with Jordan.  Using this really 
talented athlete for marketing and people really like Steph Curry because he is such a good 
basketball player, so I think that probably makes them want to buy the products he supports.  

Savannah Ashworth: So then would you say fashion icons or celebrities inspire you to purchase 
products? If so, why?  

Sophie Feller:  Well like Kylie Jenner.  She’s not an athlete.  You’re not going to buy athletic 
wear because Kylie Jenner told you to, you’re going to buy athleisure.  

J.P. Bisceglia:  Yeah.  

Benjamin Wasse:  But you might buy a fashion piece.  

J.P. Bisceglia:  Yeah like not to workout.  

Sophie Feller:  But more of a fashion statement, yeah.  

Josh Chancey:  Speaking of that, I think Kevin Hart just did a commercial and I think it might’ve 
been Under Armour.  It was some sports brand.  

J.P. Bisceglia:  Oh that would be good.  

Bryden Rasenburgh:  I also saw the Rock to an Under Armour ad.  

Elizabeth Schaeffer: You almost have to have like a harder edge kind of fashion icon to be 
sponsored.  I feel like Under Armour can kind of maintain that harder aspect but still be 
fashionable.  

Savannah Ashworth:  So moving on from that, does race or ethnicity influence your purchasing 
methods? Of the models I mean.  

 



J.P. Bisceglia:  No.  It’s like going back to Jordan.  

Josh Chancey:  Well I don’t buy Jordan shoes because I think they’re bulky but I do see like a 
black person wearing them.  I just don’t think I’d look as good in them because my culture is like 
Sperrys.  

J.P. Bisceglia:  Well no, it makes sense.  I think I kind of agree like that but it’s more of a 
basketball thing.  Like people who wear Jordans it’s more for basketball.  I boat.  I’m from Cape 
Cod so I wear Sperrys, but my buddies who play basketball in the city, white or black, they’re 
wearing Jordans.  I feel like it’s where you’re from.  

Benjamin Wasse:  Yeah, it’s more like lifestyle than race.  

J.P. Bisceglia:  Yeah exactly, it’s lifestyle not race.  

Savannah Ashworth:  Okay, good.  So a couple of you have almost covered this question.  What 
is most important to you when making athletic apparel or footwear or athleisure purchases?  

Bryden Rasenburgh:  Style.  

Benjamin Wasse:  Yeah, style and price.  

Josh Chancey:  I think it’s a balance between those things. 

Savannah Ashworth:  So what about quality?  

Bryden Rasenburgh:  Everything nowadays is around the same quality, especially shoes.  

J.P. Bisceglia:  But like if I had a pair of Under Armour and a pair of Nike shoes I would pick 
style because they’re both like known for their quality.  

Benjamin Wasse:  Yeah.  

Sophie Feller:  It’s like the value for your money.  

Benjamin Wasse:  I feel like on that level of at least the competition of like Nike and Under 
Armour and Adidas and all of them, they’re all decent products so durability might not be so 
much a big deal.  Vans might not be as durable as one of those I mean after a while they just fall 
apart but on that performance level, yeah.  

Savannah Ashworth:  Would you consider Vans or Sperry or Toms an indirect competitor to 
Under Armour?  

J.P. Bisceglia:  No.  

Benjamin Wasse:  For sure:  

J.P. Bisceglia:  Wait, you would?  

Bryden Rasenburgh:  Just because they’re in the shoe market.  

 



Josh Chancey: I know it’s a shoe market but they’re on opposite ends of that market.  

J.P. Bisceglia:  Yeah, exactly. 

Savannah Ashworth: But would you say some people might prefer a shoe like Vans over shoes 
from Under Armour, especially for an athleisure outfit?  

Benjamin Wasse:  I do.  Like those are Nike SPs and they’re not really like athletic shoes and 
you can definitely wear shoes like vans with leggings or whatever.  I see it all the time as far as 
athleisure goes.  

Elizabeth Schaeffer:  I cross over because I mean for me personally I’m not as athletic or 
anything like that so I buy like Vans or Converse.  So I already have those and I’ll probably wear 
those with athleisure because I’ve already invested my money in them.  

Savannah Ashworth:  Okay, cool.  We’re going to move onto communication and advertising. 
The first question is, where do you guys get information about Under Armour or competing 
brands?  

J.P. Bisceglia:  Like in the store because when we first started wearing Under Armour social 
media wasn’t a big thing.  

Bryden Rasenburgh:  TV commercials for sure.  

Benjamin Wasse:  I see ads on Youtube for a lot of athletic brands.  

Candace Mellen:  When I ran track I started wearing Under Armour because it was like the big 
brand for our team to wear.  

Josh Chancey:  Yeah, I don’t think Under Armour is necessarily for social media.  I don’t see 
them popping up on social media all the time.  

Benjamin Wasse:  I actually do like what Under Armour is doing right now where they sponsor 
athletes and then those athletes appear in other people’s commercials. The ad’s not Under 
Armour but they’re wearing Under Armour clothes.  Michael Phelps is doing it right now with 
those Windows ads.  So it’s a Windows ad with Michael Phelps and he’s wearing like a blatantly 
branded Under Armour jacket.  I like that.  I think it’s a successful ad for Under Armour and I 
see it on Youtube a lot.  

Josh Chancey:  That probably save costs too.  

Benjamin Wasse:  Yeah, it’s like product placement.  

Savannah Ashworth:  So when it comes to advertisements, what do you guys think is the best way 
for a brand to communicate with you?  

Benjamin Wasse:  Online videos or something like that.  

J.P. Bisceglia:  Relatability. How much you relate to it.  

 



Savannah Ashworth:  So where would you see an ad?  

J.P. Bisceglia:  On TV.  Like the Steph Curry one where he’s playing basketball and shooting 
threes and he’s hitting all the shots.  So you get what I’m saying? You relate those shoes to like 
how good he is at basketball so you want to buy those shoes because you want to be good at 
basketball.  

Bryden Rasenburgh:  And you buy the Jordans to be like Michael Jordan.  

Savannah Ashworth:  Do you think that Under Armour’s current advertising and marketing 
techniques are memorable and effective?  

Josh Chancey:  I mean none of us know their slogan so.  

J.P. Bisceglia:  But I don’t think they use a slogan.  

Bryden Rasenburgh:  Yeah, the “Protect this House” one just focused on like dudes so they 
probably don’t want to use it anymore.  

Elizabeth Schaeffer:  I feel like a couple years ago, they had like really strong TV commercials 
and stuff but they’ve more transitioned to like I’ve seen billboards or like magazine ads and 
stuff.  

Savannah Ashworth:  Is there any way for them to improve the advertisements?  

Sophie Feller:  I just feel like the brand as a whole is a very specific market.  So with Nike it can 
be anyone and anyone can relate to Nike.  But to me like you’re getting the whole male focus.  It 
doesn’t matter how good their ads are if they leave out girls then why would I buy it?  

Josh Chancey:  Well I know for their hunting stuff they do have women. I don’t think Nike has 
hunting.  

Sophie Feller:  But that’s still very masculine to me.  Like, I don’t hunt.  I’ve never been hunting 
in my life.  

Savannah Ashworth:  So do you think there is a market that they’re missing out on and it’s 
female?  

Sophie Feller:  Yes.  

J.P. Bisceglia: I wouldn’t say all female.  

Sophie Feller:  But like the average female.  

J.P. Bisceglia:  Yeah, exactly. 

Elizabeth Schaeffer:  I feel like they could’ve latched onto the whole Crossfit movement because 
a lot of women do that.  

J.P. Bisceglia:  Reebok did Crossfit.  

 



Josh Chancey:  Yeah, the Crossfit Games were completely sponsored by Reebok so if Under 
Armour did it would kind of be a waste especially to try and target females because that’s still 
not a lot of females.  

Elizabeth Schaeffer:  Yeah but I’m just saying it’s that intense workout that has both channels of 
gender.  

Savannah Ashworth:  So what is the thing that they’re missing?  

Sophie Feller:  Just the whole athleisure thing. I mean I get that they’re focused on performance 
but that’s a very specific market and when people exercise they’re not necessarily athletes I 
guess so to speak.  

Savannah Ashworth:  So if they had an athleisure line do you guys think that girls would buy it? 

J.P. Bisceglia:  I think if they advertised it.  

Savannah Ashworth:  What would be an effective advertisement for that?  

Benjamin Wasse:  I was going to say if they had like a really well known athlete but just chilling 
out relaxing and wearing Under Armour clothes just chilling in her house watching TV.  

J.P. Bisceglia:  I would say more like Kylie Jenner.  Have her post a picture of herself out by the 
pool wearing Under Armour.  

Bryden Rasenburgh:  I wouldn’t say athlete I’d say celebrity, yeah.  

Josh Chancey:  Like get more women to use it but like since they’re already on athletic 
performance start with women who play sports and then go into the celebrities.  

Sophie Feller:  So don’t like jump right into it.  

Josh Chancey:  Yeah, because people will be like, “wait a minute, what?” 

Elizabeth Schaeffer:  Like they could do a famous female athlete.  She’s just left the gym and 
she’s at her house hanging out.  She has a life outside of sports.  

Savannah Ashworth:  So why should they still focus on athletes?  

Benjamin Wasse:  Because Under Armour has already branded themselves as a performance 
brand so to try and go right into comfort and fashion you might miss the point but if you take the 
performance branding that they already have and say athletes are wearing Under Armour at 
home and outside of exercising and sports it would transition into the athleisure style.  

Savannah Ashworth: Does anyone have anything they want to add about Under Armour or any 
other brand?  No? Alright, I think that’s it.  Thank you all so much for coming.  

 
 
 

 



November 10, 2016: Focus Group Interview Notes 
 
IV. PREVIOUS EXPERIENCE 

● Everyone purchased athletic apparel or footwear products 
● Purchased to workout / play sports 
● Parents purchased UA for them when they were younger 
● Parents leaned more towards UA because of the cold gear 
● Wouldn’t have known much about the brand if it weren’t for their parents purchasing it in 

the first place 
● UA isn’t the first choice but some products were UA that they own 
● 4-6 years: range of years regarding how long they have been purchasing UA 
● NIKE, Adidas – two brands that they were most familiar with. Everyone felt really 

strongly about NIKE. Very well known, they all own some sort of NIKE apparel.  
● All good experiences – nothing negative was talked about  
● They all continue to still buy NIKE. They would purchase UA but when they see NIKE it 

is just more natural to them to buy that 
● They said that the price was most important to them when making a purchase for athletic 

apparel but they also said they lean more towards NIKE whenever they see it. 
Contradiction. If NIKE weren’t in the picture, it would be solely on price 

● Two of the female participants (Sami and Dana) said that they didn’t care about the 
brand. They would prefer NIKE for some things but workout clothes are workout clothes, 
whatever they see and like is what they will purchase 

● Quality for the most part they think is equal for all the athletic apparel brands that they 
have used (UA, Adidas, NIKE) 

● Females → Adidas mostly for shoes 
 
V. PREVIOUS EXPERIENCE – SPECIFIC 

● No one was aware of the background. Generally no knowledge of Under Armour except 
the fact that they are an athletic apparel brand 

● Everyone really liked the cold gear 
● Quality, price, material – they chose price 
● Under Armour has a masculine feel to it. Not female friendly (both females and males 

agreed) 
● NIKE → known competitor again 
● Very satisfied with the cold gear. MALE: played football in high school, always wore 

UA. His parents trusted it the most 
● UA should make themselves more known. Put their products everywhere just like NIKE 

and Adidas does 
●  Female participant who likes NIKE more – “more variety, different colors and stuff, cool 

designs” 
● No one knew what athleisure was 
● Celebrities do not influence their purchases – maybe subconsciously but nothing that they 

have personally noticed 
● MALE participant – “seeing one athlete over another supporting one brand makes me 

feel like they are more trusted” 

 



● Fashion icons/celebrities – NO 
 
VI. COMMUNICATION 

● Information about UA from when they were younger. Don’t see many AD’s for them 
nowadays. So used to NIKE that it is hard to notice the advertisements for other brands 

● ^ Doesn’t communicate well through marketing and advertising 
● Social media  
● Television 
● Ad’s on the internet  
●  Social media was the most popular among the participants  

 
VII. ADVERTISING 

● NO ONE SPOKE ABOUT ADVERTISING FOR UNDER ARMOUR  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 



November 15, 2016: Focus Group Interview Notes 
 
All participants have purchased athletic apparel or footwear products + all have purchased/own 
Under Armour product.  
 
Multiple participants believe Under Armour’s products focus on outdoor, weather and 
performance.  
 
Style and price seem to be the two most important factors when it comes to purchasing athletic 
apparel and footwear – “…if I had a pair of Under Armour and a pair of Nike shoes I would pick 
style because they’re both known for their quality.”  
 
All participants know what products Under Armour makes – clothing, shoes, headbands, socks, 
etc.  
 
Male participants like Under Armour spandex and say they’ve been wearing it for years 
 
All participants except for one enjoy Under Armour products and are satisfied with their 
purchases, but most participants don’t specifically target one brand over the other.  One 
participant does prefer Nike over any other brand and seems to dislike Under Armour.  
 
Participants believe Under Armour focuses on male consumers 
 
Race doesn’t really matter when it comes to marketing/advertising – “It’s lifestyle, not race.” 
 
All participants are aware of the athleisure trend and wear athleisure outfits.  
 
One participant suggested that Under Armour release a “sub-brand” or a separate line of 
athleisure clothing as a way of introducing itself into the athleisure market (I think this is a good 
idea) 
 
“Fashion is uncomfortable” but athleisure makes being stylish possible while still wearing 
comfortable clothes – I think this explains the success of the athleisure trend  
 
Under Armour has camo/hunting apparel – this is definitely something we missed in research – 
still caters more toward males 
 
One participant also said the word “armour” is masculine and believes this is one way the brand 
is overlooking females – interesting thought that other participants agree with 
 
One participant recalled a commercial for Windows that uses product placement to advertise 
Under Armour 
 
Participants believe Under Armour is missing out on the female market 

 



Athlete endorsements/sponsorships encourage purchases but celebrities not so much – however, 
participants mentioned the Rock as a celebrity sponsor for Under Armour so they obviously 
notice celebrities in advertisements  
 
How should Under Armour transition into a more female focused market or athleisure? Use 
female athletes in advertisements – don’t just jump right into sponsoring a fashion icon or 
celebrity because that could hinder the already successful performance based brand image 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



November 10, 2016: Focus Group Interview Moderator Reflection 
 
Both focus groups that our team conducted gave us a ton of information regarding Under 
Armour along with other athletic apparel brands, some that even we were unaware of. As we 
spoke about in our research, Under Armour is mostly known for their athletic wear that “keeps 
everything in.” You’re able to wear this while on the field for hours and not feel the way you felt 
in your cotton t-shirt. That product is what we researched a lot about but what we noticed in the 
first focus group was, that wasn’t actually the first thing people thought of when they thought of 
Under Armour.  
 
Overall, I think our first focus group went well for the most part. At some points our questions 
weren’t being answered but we did everything we could to have a good flow of conversation. I 
do wish we had stayed on some of the topics for a longer period of time in order to find out more 
information instead of just taking their answers and moving on. More of a discussion would have 
been more beneficial instead of a simple question and answer. We used the small issues that we 
came in contact with during our first focus group to better our second focus group. So for next 
time, I will definitely remember to make sure the participants are elaborating and if they aren’t, 
add more questions relevant to that specific topic. A lot of the information we got from these 
participants was useful and helped us to create a better understanding of the people who purchase 
Under Armour and the reasons those people purchase Under Armour which was exactly what we 
were looking for.  
 
If you look back to our research plan something we were most interested in finding out about 
was how athletic, celebrity and fashion icons influence purchases. Our group found it interesting 
that the first focus group made it clear that celebrities did not influence what brand they 
purchased which was something we weren’t expecting for the most part. We were hoping to talk 
more about that but because of the lack of communication in the room, we were unable to. Some 
of our participants admitted that maybe subconsciously celebrities and athletes were the reason 
they leaned towards one brand over the other but they made it clear that it wasn’t something they 
knew was happening.  
 
Again, for the most part, we were able to accomplish what we set out to in the beginning of this 
process. There was a lot that we thankfully learned during this focus group. I don’t think our 
second focus group would have been as successful if we didn’t make the mistakes we did during 
this one. I think this also relies on the types of people we had in our focus group. At the first one, 
I could tell most of the participants were generally pretty shy and not very talkative. It is very 
hard to try to get participants to talk about something they clearly have no interest in talking 
about. Our second focus group, luckily, had 7 extremely talkative and interested participants. 
That was completely out of our control and something we couldn’t have foreseen. 
 
Unfortunately, we didn’t get as much information as we needed but the little that we could did 
benefit our research in multiple ways. We found how these participants felt about celebrity, 
athlete and fashion icons, when and why they started purchasing Under Armour and lastly, the 
fact that they do not see any advertisements for this brand.  
 

 



 
November 15, 2016: Focus Group Interview Moderator Reflection 

 
Overall, I feel that the second focus group was successful and our group received a lot of 
valuable insight from the participants’ answers, opinions and experiences with athletic apparel 
and footwear, Under Armour, competing brands and athleisure. Because our first focus group did 
not go as planned and seemed to be a little unorganized, I was better prepared for this one. I 
knew we needed more qualitative data for the second half of our research project so it was 
important that this focus group go as smoothly as possible. As the moderator, I prepared an 
outline with questions and it helped a lot when communicating with the participants.  However, 
there were some downsides to this focus group. At times, it was difficult to get good quality 
responses and a couple participants hardly spoke at all. Despite this, the information we did 
receive from the participants will be extremely useful and help us move forward with our 
research analysis.  

I learned a lot from the participants. Most importantly, it was agreed that Under Armour is 
missing the market of female consumers. This is one of the fundamental issues the second phase 
of our research project is focusing on, so it’s good that we received this feedback from 
individuals who have purchased Under Armour products, including a few women. From the 
answers and discussions, the perceptions of Under Armour’s brand image became clear. All 
participants believe that Under Armour caters more to male consumers with their performance 
based products and athletic sponsorships. One participant even said, “I think it has been directed 
towards guys because it literally says “armour” in the name.  That’s just a masculine word in 
itself.” This is something I never actually thought of myself but all the other participants agreed 
with.  

When asked if athletes inspired them to make purchases, especially pertaining to athletic apparel, 
the participants were able to bring up specific examples. For instance, one participant mentioned 
Nike’s sponsorship of Michael Jordan and the successful Jordan brand. Another participant 
mentioned Under Armour’s sponsorship of Steph Curry and the use of Curry in advertisements 
by saying, “Like the Steph Curry one where he’s playing basketball and shooting threes and he’s 
hitting all the shots…You relate those shoes to how good he is at basketball so you want to buy 
those shoes because you want to be good at basketball.” On the other hand, when asked if 
celebrities or fashion icons influenced buying decisions the participants seemed indifferent. 
When it came to Kylie Jenner, though, the women especially felt she is a good representative for 
athleisure.  

Athleisure was another important topic of discussion because Under Armour has yet to 
participate in the athleisure trend, or at least they aren’t known for contributing to athleisure 
outfits. The participants all agreed that the athleisure market has potential to be a positive 
investment for Under Armour. One participant mentioned that “fashion is uncomfortable” but 
athleisure makes it possible to be stylish while wearing comfortable clothing. Even though the 

 



participants believe Under Armour should dive into the athleisure market, they think it should be 
a subtle transition. One participant suggested Under Armour manufacture a “sub-brand” for 
athleisure and separate it from the existing performance lines. So instead of jumping into 
celebrity and fashion icon sponsorships, the participants suggested that Under Armour use a 
female athlete to show that athletic apparel isn’t only worn for sports and exercise, it’s also worn 
for style and comfort. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



Online Survey Questionnaire  
  
The purpose of this survey is to identify consumer behaviors toward athleisure apparel and 
footwear.  Athleisure is a type of clothing that can be worn for both exercise and comfort, or just 
for daily activities.  The following questions involve individuals’ familiarity with brands, 
purchasing habits and demographics, and will help us gain a better understanding of the brands' 
consumers.  Answers to the questions will also help us determine how the brand’s marketing 
techniques might be improved.  All responses must come from individuals aging 18 years or 
older and will be completely anonymous and confidential.  This survey is not affiliated with 
West Virginia University or any company and is for educational purposes only.  If you have any 
questions for our research group, or need further information, please contact us by email at 
slashworth@mix.wvu.edu. Thank you for your time! 
 
Q1 How often do you work out per week? 

● Never (1) 
● 1 - 2 times a week (2) 
● 3 - 4 times a week (3) 
●  5 - 6 times a week (4) 
● Everyday (5) 

  
Q2 Have you heard of the brand Under Armour? 

● Yes (1) 
● Maybe (2) 
● No (3) 

  
Q3 Do you currently own any Under Armour products? 

● Yes (1) 
● No (2) 

  
Q4 Do you prefer wearing athletic clothing over any other clothing? 

● Yes (1) 
● Maybe (2) 
● No (3) 

  
Q5 When buying sports apparel which of the following attributes are most important to you?  

  Extremely 
important 

(1) 

Very 
important 

(2) 

Moderately 
important (3) 

Slightly 
important 

(4) 

Not at all 
important 

(5) 
Performance 

(1) 
     

Price (2)      

Style (3)      

 



Comfort (4)      

Brand Name 
(5) 

     

Quality (6)      
  
  
Q6 Why do you buy Under Armour? (Choose as many that apply.) 

● Comfort (1) 
● Appearance (2) 
● Brand Name (3) 
● Price (4) 
● Other, please specify (5) ____________________ 

  
Q7 Which Under Armour products do you currently possess? (Choose as many that apply.) 

● Shoes (1) 
● Accessories (2) 
● Clothing Apparel (3) 
● Under Garments (4) 
● Other, please specify (5) ____________________ 

  
Q8 Where do you buy Under Armour? (Choose all that apply.) 

● Online Under Armour Store (www.underarmour.com) (1) 
● Other Online Vendors (2) 
● Under Armour Physical Stores (Under Armour Factory House) (3) 
● Other Stores that sell Under Armour (ex: Dick's Sporting Goods, Modell's Sporting 

Goods, etc.) (4) 
● Outlets (5) 
● Other, please specify (6) ____________________ 

  
Q9 When do you wear your athletic clothing? (Choose as many that apply.) 

● Physical activity (1) 
● Around the house (2) 
● Errands (3) 
● To work/class (4) 
● Other, please specify (5) ____________________ 
● Never (6) 

If Never Is Selected, Then Skip To Gender: 
  
Q10 Do you know that Athleisure clothing is a trend in fashion in which clothing designed for 
workouts and other athletic activities is worn in other settings, such as during work, casual or 
social occasions? 

● Yes (1) 
● Maybe (2) 

 



● No (3) 
  
Q11 For the following questions, please rate your answers. 

  Definitely 
yes (1) 

Probably 
yes (2) 

Might or 
might not 

(3) 

Probably 
not (4) 

Definitely 
not (5) 

Does the 
gender of the 

model 
influence your 
purchase? (1) 

     

Does a 
celebrity's 

endorsement 
influence your 
purchases? (2) 

     

Would 
fashion icon 
endorsements 
influence your 
purchases? (3) 

     

Do athlete 
endorsements 
influence your 
purchase? (4) 

     

Does the 
ethnicity of 
the model 

influence your 
purchase? (5) 

     

  
Q12 Which of the following brands have you purchased in the last 6 months? 

● Under Armour (1) 
● Nike (2) 
● Adidas (3) 
● Reebok (4) 
● Puma (5) 
● New Balance (6) 
●  All of these brands (7) 

 



● None of these brands (8) 
● Other, please specify (9) ____________________ 

  
Q13 On Social Media what types of accounts do you follow? (Choose all that apply.) 

● Friends and acquaintances (1) 
● Family (2) 
● Popular Culture Celebrities i.e. Kim Kardashian, Rihanna (3) 
● Sports teams / Athletes (4) 
● Businesses (5) 
● Other, please specify (6) ____________________ 
● I do not use social media (7) 

  
Q14 What is your gender? 

● Male (1) 
● Female (2) 

  
Q15 What is your age? ______________ 
  
Q17 Please choose which category you best identify yourself with. 

● Caucasian (1) 
● Hispanic/Latino (2) 
● Black/African American (3) 
● Native American/American Indian (4) 
● Asian/Pacific Islander (5) 
● Other, please specify (6) ____________________ 

  
Q18 Employment Status: 

● Employed (1) 
● Unemployed (2) 
● Student (3) 
● Military (4) 
● Retired (5) 
● Other, please specify (6) ____________________ 

  
Q19 Income Level: 

● $10,000 and less (1) 
● $10,001 - $20,000 (2) 
● $20,001 - $30,000 (3) 
● $30,001 - $40,000 (4) 
● $40,001 - $50,000 (5) 
● $50,001 - $60,000 (6) 
● $60,001 or more (7) 

  
Q20 Thank you for taking the time to complete this survey. Your participation is greatly 
appreciated! 

 


