ABSTRACT

ATRAM, ANNIE ASHOK. From Athletic Wear to Athleisure Wear: How Companies Have Used
a Narrow Function Advantage to Become a Major Brand, A Master's Thesis Case Study on
Three Companies: Nike, Lululemon, and Under Armour. (Under the direction of Dr. A. Blanton
Godfrey)

In recent years, customers have sought practical and fashionable athleisure wear. Cultural
shifts toward better living and exercise have fostered this development. In this research,
examples of other companies both inside and outside of the textile and apparel industry are also
reviewed. The companies mentioned in this study used a narrow functional advantage in the
product to enter into the respective market becoming a leading brand in their markets.

This thesis defines athleisure wear, uses secondary data research, and examines in-depth
case studies of how Nike, Lululemon, and Under Armour used a narrow functional advantage to
enter a competitive market, expanded into other markets, and became a major brand. The goal is
to understand how narrow functional advantages can be leveraged to drive growth and success in
a competitive market. Through these in-depth case studies, the research aims to identify key
factors contributing to the success of these brands and to provide insights into growth strategies,
market positioning, and competitive advantage.

Three companies shared and differed. Parallels pertain to innovation, resilience,
cooperation, product comfort, athleisure wear, product excellence, performance, and athletic
wear. Differences include ideology, product specialization, experience, marketing strategies,

product offerings, target market, brand resonance and image, product positioning, business

growth, market expansion, and competitive edge.
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CHAPTER 1

INTRODUCTION

1.1 Background

Consumers are prepared to pay a premium for fashion apparel that offers variety and
special functionality. Athleisure wear garments that can be used in the office, the gym, and
wherever one goes are a response by the apparel industry to the Millennial-led shift in culture
that emphasizes experience, livelihood and wellbeing via healthy behaviors and physical exercise
(The Evolution of Athleisure, 2019).

Lululemon, a firm that specializes in yoga-inspired sportswear, ushered in the era of
athleisure wear nearly two decades ago. This emergence in athleisure wear occurred during a
period when consumers' lives were changing, as they ate better, worked out more, and became
healthier. This caused athleisure wear styles to meet both practical and aesthetic demands.
Athleisure wear has become ubiquitous across all ages and demographics assuring its longevity
(The Evolution of Athleisure, 2019). Conventional apparel stores such as H&M and Forever 21
debuted athletic wear lines in 2015 marking their entry into the athletic market. In addition,
Beyoncé has partnered with Topshop on an athleisure wear line, while J. Crew has paired with
New Balance. Moreover, haute-couture companies such as Gucci, Dior, Fendi, and Balenciaga
have replicated the success of athletic performance wear brands such as Adidas, Champion,
Nike, and Under Armour (The Evolution of Athleisure, 2019).

Influencers, celebrities, and sportsmen are increasingly adopting this kind of apparel that
complements diverse lifestyles. Many apparel companies that were traditionally rooted in

cotton-rich materials have also added to the surge of athleisure wear. The incorporation of these



comfort and performance elements into well-known vintage brands and styles accelerated the
spread of the athleisure wear trend (The Evolution of Athleisure, 2019). As soon as customers
understood that their clothing could offer both casual comfort and performance qualities such as
UV protection, adaptive wicking, and odor management, they began to expect these qualities in
everything from t-shirts to coats (The Evolution of Athleisure, 2019).

The textile industry was prepared to fulfill this demand and accelerated fabric innovation
and technological breakthroughs in garment design and production. With features like moisture
wicking, stretch, and odor management, many textiles that were formerly just for athletic wear
are now being developed to provide all-day comfort. This movement has contributed to the
ongoing erosion of formality in American clothing; athleisure wear blurs the boundary between
athletic and business clothes, providing designs that are multifunctional (The Evolution of
Athleisure, 2019).

During the past ten to fifteen years, retail and industry gear providers have adapted the
athleisure idea to popular lifestyle shifts. Individuals, especially Millennials, are more
health-conscious in general, yet they still desire to seem attractive. Under the influence of the
Kardashians, track suits, leggings, and sneakers can now be worn anywhere (The Evolution of
Athleisure, 2019). Thus, most athleisure outfits consist mostly of French terry or layered shirts,
combined with joggers or yoga trousers. Athleisure wear is not sloppy, thus just any sweatpants
will not suffice. In the last few decades, athletic materials have also advanced significantly.
Stretch and recovery, colors, heathering, and fiber composition have all evolved. The current
yoga pants, the quarter-zip that doesn't seem like a garbage bag, and the breathable, one-piece
woven running shoe would not exist without this research and development. A quality athleisure

shirt feels and fits just as well with yoga pants as it does with a bomber jacket or even a blazer



(The Evolution of Athleisure, 2019). Due to the diversity of athleisure clothing, the items may be
dressed and embellished in an unlimited number of ways. A pair of yoga pants, for instance, may
be worn to the gym or to a yoga class when paired with a hoodie or a regular t-shirt. Athleisure
wear is flexible when manufacturers incorporate aspects of design, comfort, and performance
into their clothing, it's very beneficial for end consumers (The Evolution of Athleisure, 2019).

If customers continue to exercise at home and seek solace during tough times, the athletic
wear and athleisure wear business will be a clear winner for years to come. While many business
meetings are now conducted in front of a laptop at home, leggings, sweatpants, and loungewear
have fast become essential components of our professional outfits. As per Statista, the U.S.
market for athletic apparel was valued at $105.1 billion in 2020 and was anticipated to reach
$113.4 billion in 2021 (Bringé, 2021). Target's All in Motion athletic wear brand, which had only
been introduced before the pandemic, reportedly generated $1 billion in sales (Bringé, 2021).

Allied Market Research predicted that by 2024, the worldwide athletic wear market
would be worth around $547 billion (Bringé, 2021). Nonetheless, this tendency is not quite
novel. The '90s, which many consider to be a decade that established an outstanding music
culture, have inspired today's fashion trends: long skirts, white sneakers, sweatshirts, and
baseball hats were as stylish then as they are now. Since the beginning of the pandemic, few have
questioned clothing rules. The apparel industry has hit a point where most analysts feel there is
no going back. An increasing number of individuals now participate in home training. Most
consumers now invest their cash on apparel that are both multi seasonal and multifunctional
(Bringe, 2021).

Athleisure wear is just not styling or is just wearing clothes for aesthetics. It is a

combination of multifunctionality and style. This clearly indicates that customers know what



they want, and where they can use the product. The product can be used in multiple settings
because athletic wear and gear is expensive, buying different outfits or clothes for various
occasions is not sustainable, and is expensive.

1.1 Defining the Terms

Athleisure apparel has been an important catalyst in the comeback of sportswear on the
fashion landscape primarily due to its combination of usefulness and simple style. The
movement, which promotes "transformation" phases with leggings as well as other yoga pants
that can be dressed everywhere and at any moment, became viral and eventually reached
premium and luxury companies (Gosselin, 2020).

When defining these two important terms “athletic” and “athleisure” it is important to be
clear about the differences. Athletic wear in this study means clothing, footwear and sports
accessories which are meant to be worn or used for any extracurricular or sports activity.
Athleisure wear in this study means clothes, footwear, and accessories that are not only trendy
and suited for many other activities but also comfortable and appropriate for sports or any
extracurricular activity.

Athletic is used as a synonym to sports. Therefore, many use the terms sportswear or
athletic wear. There are many other definitions of athleisure wear, a useful one is, “A style of
clothing that is comfortable and suitable for doing sports, but also fashionable and attractive
enough to wear for other activities,” (Cambridge Dictionary, 2023). Another useful definition is,
“Athleisure wear refers to athletic apparel which people can wear in non-athletic settings or
casual clothing designed to be worn both for exercising and for general use,” (Gosselin, 2020).
Athleisure is a combination of the concepts "athletic" and "leisure." In a 1979 edition of Nation's

Business, the word was used to describe clothing and footwear created for persons who wish to


https://dictionary.cambridge.org/us/dictionary/english/style
https://dictionary.cambridge.org/us/dictionary/english/clothing
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https://dictionary.cambridge.org/us/dictionary/english/fashionable
https://dictionary.cambridge.org/us/dictionary/english/attractive
https://dictionary.cambridge.org/us/dictionary/english/wear
https://dictionary.cambridge.org/us/dictionary/english/activity

seem athletic (Poplin, 2020). In 1997, Women's Wear Daily defined athleisure footwear as
"non-performance styles such as canvas or suede." The core concept of these early definitions of
athleisure is that these designs are designed to imitate athletic clothing but do not act as workout
attire. This differs from the current definition of the phrase, which was added to the dictionary by
Merriam-Webster in 2016. Athleisure was no longer only imitating the appearance of athletic
wear; it also attempted to fulfill multiple objectives (Poplin, 2020).

In this study, a narrow functional advantage is defined as how a company has used a
small functional advantage in the product to enter into the respective market. With respect to the
case studies, how Nike entered the market by making running shoes more comfortable for
runners, how Lululemon entered the market by creating yoga pants which looked good and
eliminated chafing for women, and how Under Armour entered the market by creating moisture
wicking compression T-shirts for athletes.

1.2 Market size of Athletic wear and Athleisure wear

During the past ten years, the market for athletic wear and athleisure wear has expanded
quickly as more manufacturers joined the market to satisfy the rising demand for premium,
fashionable athletic apparel. Athleisure is still on the upswing, as per Allied Market Research's
Global Athleisure Market Study. The global athleisure industry was worth $155.2 billion in
2018, and it is anticipated to grow to $257.1 billion by 2026 (Gosselin, 2020). Around 38.4% of
the athleisure market was in North America in 2018. According to the product category, the
footwear sector had the greatest value in athleisure market share in 2018. Puma, Nike, Under
Armour, Adidas, Lululemon Athletic, Asics Corporation, Columbia Sportswear Company, Gap
Inc., The North Face, Phillips-Van Heusen Corporation, and other prominent brands are among

those most often mentioned in the Athleisure sector (Gosselin, 2020).


https://fashionista.com/author/carson-poplin
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During the past five years, the market for athletic wear, which includes a number of
market segments such as footwear, sportswear, swimming, and yoga wear, has grown steadily.
Much of this growth was attributed to the coronavirus (COVID-19) pandemic since individuals
had become accustomed to dressing more casually when under lockdown. One of the athletic
wear market's fastest-growing categories, women's athletic wear, is expected to rise by almost 65
billion dollars during the same time period (Smith 2022). Nike was the world's top athletic goods
firm by revenue in 2021. Adidas came next. From 2013 and 2021, the net sales of Canadian
sportswear company Lululemon increased by more than fourfold in the United States alone
(Smith 2022). The world's largest market for athletic wear is found in the United States.
Unfortunately, 2020 was a challenging year for a number of sectors, and the sportswear sector
was no exception. Even though the U.S. market for performance athletic wear witnessed sales
growth decline by more than 6% in 2020, 2021 experienced considerable increase (Smith 2022).
In the upcoming years, there will likely be even more growth, but at a slower rate. The
Millennial generation is the one that purchases the most athletics wear. In the past 24 months,
over 60% of respondents who were born between 1980 and 1994 had purchased athletic wear
(Smith 2022). This would span the time of the coronavirus epidemic, when individuals had to
spend a lot of time indoors owing to lockdowns and many indoor activities, including going to
bars or the movies, were prohibited. As a result, a lot of individuals went to exercise and sports
for entertainment and a cause to leave the house, which may have boosted sales of athletic wear.
While purchasing athletic wear, shoppers prioritized comfort, superior quality, and a proper fit

(Smith 2022).
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Market size inbillion LS. dollars

2021 2022 2023 2024 2025 2026 2027 2028

Figure 1. Size of the athletic wear market worldwide from 2021 to 2028, in billions U.S. dollars.
Source: Statista

The size and projected growth of the global athletic marketplace from 2021 to 2028 is
depicted in Figure 1. The value of the worldwide athletic wear market was estimated to be 319.4
billion dollars in 2022. By 2028, this is projected to increase to more than 450 billion dollars
(Smith, 2023). Fitness-conscious customers who look for proper gear and equipment for their
regular exercise are boosting the expansion of the athletic market. In fact, 64% of American
millennials and Generation Y said they purchased sports shoes in 2021. This is because
streetwear fashion is becoming more popular, which promotes people to wear athletic wear as
part of their unique style (Smith, 2023). A very high percentage of athletic wear sales in the
United States are made up of items for women. The United States has the major share of the

world's athletic wear market, Nike and Adidas have by far the largest sales income compared to



other athletic companies. In 2022, the footwear market in the US earned 14.5 billion dollars.
Nike was the highest earner among sellers of footwear (Smith, 2023).

It seems like every apparel company and shop wants to get in on the as such athleisure
trend. Louis Vuitton sells athleisure wear. Likewise, H&M, Gap, Tory Burch, and Victoria's
Secret sell athleisure wear (Tabuchi, 2016). Choices are now accessible through online-only
platforms. It's increasingly commonplace to wear shoes or even sweatpants to work thanks to a
cultural shift in the workplace driven by start-ups and other younger businesses (Tabuchi, 2016).

The athleisure industry continues to expand, making it more difficult than ever for
manufacturers to distinguish themselves. Also, businesses are discovering that the trend does not
offer a simple or fast solution to their problems. Even athleisure-focused businesses like
lululemon are having to adjust. The firm is developing internationally and diversifying into the
men's market as a means of fending off the competition (Tabuchi, 2016).

1.3 Factors Affecting Athleisure Wear

The fastest growing clothing sector is athleisure wear (Linchpin, 2023). Manufactured
from polyester and other high-tech synthetic textiles, athleisure apparel is fashionable, adaptable,
and comfy. Most demographics use athleisure attire at work, school, social events, and the gym
(Linchpin, 2023). With many, the home served as their new office, studio, and workplace during
the pandemic. Conventional garments such as suits, dresses, pants, and even jeans were stowed
away in the closet and wouldn't be worn again for some time. Consumers desired clothing that
was breathable, flexible, and comfortable for daily usage (“The Rise of Athleisure,” 2022). A
fast trip to the supermarket and a run in the park require the same attire. People gravitated for
second-skin, breathable, and comfortable items because they were the best option for living from

sunrise to sunset without leaving the house (“The Rise of Athleisure,” 2022).



Utility and adaptability in apparel became a first choice, something that might be worn
for a short Zoom chat with coworkers and then again for brunch with buddies. Consequently,
demand led to innovation, and fashionable, sporty, and comfortable apparel was back in trend.
Those who worked from home during the day preferred to indulge in comfortable clothing (“The
Rise of Athleisure”, 2022). Joggers, sports bras, and yoga pants were more popular than
conventional business attire, elaborate lingerie, suits, and pants. With the development of
comfort, dressing down, and easy fashion, businesses began to produce athleisure and

loungewear that was more upscale, costly, and designer (“The Rise of Athleisure,” 2022).

From the beginning of the pandemic, airport attire, workplace fashion, and fashion in
general have evolved substantially with a focus on comfort and corporate style. In our study we
investigate the sales and commercial impact of this new period in fashion, as well as the
transition itself (“The Rise of Athleisure,” 2022). High-heel sales decreased by 71% as
consumers opted for more comfortable footwear such as Crocs, UGGs, sneakers, and even home
slippers, although wearing a matching sweatsuit gave you a polished appearance (Guerra, 2022).
The most stylish individuals, such as editors and tastemakers, abandoned their tops and
"genuine" pants in favor of graphic shirts and leggings. Office clothing has been replaced by

athleisure wear (Guerra, 2022).

Since many people now work from home, the predominance of athleisure is even more
pertinent today. It is becoming common to see someone wearing athleisure while conducting
errands, enjoying a bite to eat, and even during a Zoom meeting. The look corresponds with
another trend that has apparently lost its meaning: "off-duty style." Dressing to feel your best,
with an emphasis on comfort, has been the standard in modern society. Someone wearing

leggings as pants once felt shocking or contrary to convention (Guerra, 2022). Athleisure swiftly



created its own subculture, and many individuals began wearing the clothing on the streets and in

informal situations, dubbing it the new streetwear (Prant, 2019).

As people's interest in healthy living has increased, not only has the necessity of athletic
performance wear to match their demands. Consumers who have a favorable opinion of athletic
wear are often unable to acquire it due to a lack of funds or a belief that their lifestyle does not
support its use (Chi & Watts, 2018). Also, customers who lack self-confidence and have a poor
body image may be dissuaded from purchasing athletic wear if they are hesitant to wear clothing
that is form-fitting or does not align with their self-image. It was discovered that attitude and
perceived behavioral control have beneficial effects on the intention to purchase sportswear (Chi

& Watts, 2018).

1.3A Several trends have had an effect on Athleisure wear

1) Combine function and style

In terms of the athleisure wear pieces, to incorporate them into everyday wardrobe,
achieve the athleisure appearance by combining utility and fashion. By combining fashion items
such as jeans, a leather jacket, and heels with athletic items such as sneakers, sweatpants, and a
sports bra, consumers get a balanced appearance. Similarly, keeping an eye out for athleisure
goods that are comfy, sports-inspired, yet trendy and sophisticated, one should be sure to
purchase selected items. Specifically, high-performance cloth combined with a fashionable look

is an excellent choice (Brewer, 2022).

2) Dress Appropriately

Recognizing when it is and is not acceptable to wear athletic wear outside of the gym is

necessary. Although one shouldn't wear athleisure wear to a job interview or a wedding, it's a
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great choice for lunch or cocktails in the evening. The more sophisticated the event or setting, the
trendier (ready-to-wear) the attire can be. Yet, the more informal the event, the more utilitarian

(athletic wear) may be (Brewer, 2022).

3) Accessorize

Complement athleisure wear ensembles with the proper accessories. Adhere to a sleek,
sports-inspired aesthetic, but add a touch of one's own personality. A pair of aviator sunglasses, a
baseball cap, or a fashionable bag are all suitable options. In addition, consumers should not
forget the jewelry. Add a hint of street style to athleisure ensemble with jewelry, but not to
overdo it. One may only need a set of gold or silver hoop earrings or a slender chain necklace

(Brewer, 2022).

4) Comfort, comfort, and further comfort

Athleisure has nailed the combination between being comfortable and being fashionable.
The perfect athleisure wear ensemble is one that is always in motion. It may be worn anyplace,
including the gym, the grocery store, and the office. Hence, while assembling one's ensemble, be
sure to include elements that are comfy no matter where the day takes you (Altitude sports

editorial team, 2022).

5) Combination of technical materials and brand emblems with traditional parts

The trademarks of the greatest athleisure wear businesses are an integral aspect of
athleisure fashion, but it's crucial not to make logos the entire appearance. The right combination
is essential to athleisure's laid-back appeal, so pair branded items with timeless, uncomplicated
pieces. Furthermore, combine technical athletic textiles with cotton (Altitude sports editorial

team, 2022).
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6) Fashionable garments with clean lines and simple aesthetics

Whenever it comes to assembling an athleisure wear ensemble, stick to simpler
components. Invest in trendy apparel with clean cuts and basic designs that will shine in the
closet as stand-alone pieces but will also work with everything making it simpler to achieve the
"I just threw this on" appearance (Altitude sports editorial team, 2022). As stated previously,
athleisure wear often emphasizes simplicity. Before adding a splash of color, ensure that your
outfit's basis is composed of black, white, gray, or neutral-hued items. To create the traditional
athleisure aesthetic, limit the use of busy designs and patterns (Altitude sports editorial team,

2022).

Other examples of athleisure wear companies are: PE country, Charli Cohen, aim'n,
Alpha Industries, C&M Camilla and Marc, BEC + BRIDGE, Fabletics, Sweaty Betty, Outdoor
Voices, live the process, Alo Yoga, Tory Sport, Girlfriend Collective, SPLITS59, Wilson,

Bandier, The North Face, Lacoste (Andrews, 2023).

Whenever it comes to marketing athleisure clothing, influencer marketing is an efficient
strategy for enhancing a business's reputation as a hip sports or athleisure brand. Thus, an
increasing number of firms are teaming up with celebrities for advertising campaigns,
collections, and sponsorships (Milligan, 2016). From Beyoncé's inaugural athleisure collection,
Ivy Park, to Victoria's Secret's omnipresent "train like an Angel" slogan, it is difficult to over
emphasize the pervasive proliferation of sportswear in our lives. Many people who haven't yet
accepted the gym-bunny lifestyle have undoubtedly absorbed some of their behaviors, such as
daily green smoothies and step-tracking apps, indicating that the "health is wealth" credo has

permeated every aspect of our lives, even our clothing (Milligan, 2016).
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Kelly Rowland + Fabletics and Heidi Klum x New Balance are two instances. Selena
Gomez x Adidas NEO, Caelum by Brooke Burke-Charvet, Fabletics by Kate Hudson, Rita Ora x
Adidas Original, and Ivy Park x adidas by Beyoncé (Rodulfo, 2016). Nike x Ronaldo, Messi x
adidas, and Under Armour x Stephen Curry. Growing cross-sector integration is exemplified by
the proliferation of luxury athleisure and athletic wear. The impact of athleisure wear on
high-end design is undisputable: it has drastically altered the way we dress (Editorial Team,

2022).

As the distinction between activity and daywear continues to blur, luxury fashion
businesses will extend their portfolios and marketing to satisfy the increasing need for high-end
athletic attire. Contemporary affluent customers' desire to combine comfort and style with
streetwear athleisure trends has had a significant impact on luxury apparel (Editorial Team,
2022). The athleisure sector is so lucrative and prospective that Dior, Louis Vuitton, and Chanel
have introduced new lines of athleisure couture threads and premium footwear (Editorial Team,
2022). Moreover, new capsule athletic wear releases and partnerships have been booming as of
late. From Alexander Wang x H&M to Louis Vuitton x Supreme and Stella McCartney x Adidas,
several high-end designers have teamed with prominent sports and casual wear labels to produce
co-branded athleisure clothing. Particularly noticeable is the casualization of high clothes in the
shoe trend (Editorial Team, 2022). The relentless ascent of premium sneakers is currently lifting
the whole footwear industry on its own. Long deemed vulgar by most luxury businesses,
premium sneakers are now the fastest-growing category for the majority of luxury brands

(Editorial Team, 2022).
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2. Purpose of the Study

The purpose of this study is to understand how companies have taken a narrow functional
advantage and expanded it into a major brand. We have focused on three specific companies as
case studies to learn how they have used a narrow functional advantage to enter a competitive
market, how they have expanded strategically into other markets where they have a competitive
advantage, and how they continue to create such new dimensions to grow as major brands. The
three in-depth case studies chosen in this study include Nike, Under Armour, and Lululemon. We
also studied other companies in less depth, both inside and outside of the textile and apparel
industries, to understand how they have used similar strategies.

3. Research Questions

The objective of this research study is to answer three research questions primarily
through in-depth case studies of three companies. Our research seeks to provide insights into
their growth strategies, market positioning, and competitive advantages. The goal of this research
is to provide an understanding of how narrow functional advantages can be leveraged to drive
growth and success in a competitive market.

The specific research questions are:

A) How have companies that started with a narrow functional advantage in athletic
wear used this advantage to create major brands in extremely competitive
athleisure wear markets?

B) How have these companies who started with a narrow functional advantage in
athletic wear strategically expanded into other athleisure wear and casual wear

markets?
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0] How have these companies continued to create new competitive dimensions using
new technologies and market placement to grow into major brands?

4. Limitation of the Study

The research does have several limitations.

a) The research consists of secondary data collection rather than primary data
collection.
b) This study focuses primarily on the United States market, it does not contain

in-depth analyses of companies doing business internationally.

c) There have been few journal publications and very little published data on this
subject.

d) By focusing only on the United States market, we have little understanding of
how athleisure wear, athletic wear, style, shoes, and clothing differ from country
to country due to cultural and other differences.

e) Although examples from several athletic and athleisure wear brands were used in

the study, in-depth case studies were limited to three major brands.
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CHAPTER 2

LITERATURE REVIEW

1. Evolution of Athletic wear and Athleisure wear Market

Athleisure wear emerged from several centuries of American athletic wear evolving into
its own distinct style. This style capitalizes on both our culture's focus on comfort and the
technology that made possible the use of superior synthetic fibers. A century ago, individuals
dressed according to the occasion they were going to, but athleisure wear is for those who desire
a wardrobe that fits all occasions. Designers such as Claire McCardell and Bonnie Cashin helped
the American fashion industry break from the shadows of French haute couture in hopes of
encouraging a more informal style of attire. Their ideas highlighted fashion's utility and
democratization (“The Rise of Athleisure,” 2022).

Notably, many of the most prominent and well-known athletic wear designers were
women, presumably since they recognized the demands of their peers and infused their personal
beliefs into their ideas, making garments comfortable to wear and use (“The Rise of Athleisure,”,
2022). According to University of Nevada history professor Deirdre Clemente, the three
long-term themes that underpin the athleisure craze are as follows. First, technological
developments have rendered synthetic fibers like spandex extra flexible, long-lasting, and more
machine-washable than natural textiles. Second, because of the development in fitness-conscious
fashion, yoga pants are becoming a powerful tool for "conspicuous consumption" for its users.
Third, athletic-casual clothing is becoming more frequently worn in a range of social settings

(Gosselin, 2020).
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Nowadays, many outfits that individuals deem suitable for the workplace contain athletic
fabrics like spandex, Lycra, and other synthetic fibers (Gosselin, 2020). Athleisure wear
tendencies emerged because of changes in the late 19th century. The U.S. Rubber Corporation
started making rubber-soled shoes in 1892 with athletes as its primary market. Tennis shoes got
their name because the friction of rubber provided nineteenth-century athletes with improved
grip in lawn games as well as on tennis courts. Tennis shoes are a type of sportswear that has
become even more popular than yoga pants (Thompson, 2018).

About the same period that the rubber sole was created, intramural sports became popular
in American universities. This popularity of intramural sports increased the number of young
men participating in tennis, golf, polo, and croquet. Many of these men just wore their sporting
apparel to class because they lacked the money or the desire to stock their closets with non-sports
attire. In addition to tennis shoes, a few other examples of sportswear are sport jackets, polo
shirts, and shorts. Europeans who liked hunting or horseback riding discovered these activities
challenging in a standard suit jacket in the 19th century were the first to embrace sport coats.
Young American college students modified the look and occasionally wore sport jackets with
separate pants when playing outdoor sports like golf (Thompson, 2018).

Tennis shirts are what we now refer to as "polo shirts." Tennis Grand Slam winner René
Lacoste was displeased with the era's customary sporting attire which had long sleeves in the
1920s. He created a short-sleeved cotton shirt with a starched collar that athletes could put up to
shield their necks from the sun to facilitate their ability to scurry around the French courts. The
shirt's front buttons could also be unbuttoned partially to make it looser and more comfortable,

the shirt became popular (Thompson, 2018).
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For polo players who wanted a breathable shirt, other businesses, notably Brooks
Brothers in the UK, developed a comparable design. Ralph Lauren used a picture of a polo
player on the breast pocket when he first introduced his apparel line in the 1970s. Thus, a shirt
made for French tennis was appropriated for British polo and devoured by fashionable
Americans. The most well-liked item of sportswear, and a symbol of early 20th-century
American fashion, were shorts (Thompson, 2018). Beginning as gym attire, shorts were loved by
coeds and detested by their seniors. Shorts on American males were almost as common as buzz
cuts by the middle of the 20th century. Shorts can be worn on multiple occasions and multiple
places (Thompson, 2018).

Women's athletic wear has also undergone radical transformation despite the starting
point being far less favorable. Women's fashion past is filled with hideous examples of
male-dominated civilizations physically altering women's bodies to conform to artificial
standards of beauty from European girdles to East Asian foot-binding rites. Long dresses were
the standard for female athletes on arenas and grounds for the majority of the 19th century
(Thompson, 2018).

The bicycle, that grew into a national fad in the 1890s, was what truly upended
everything. More sensible clothing for contemporary living was in demand since it was hard (and
unsafe) for ladies to bike in long skirts that may catch inside the spokes. Adolescent female
athletes were given access to more "kinetic" clothes throughout time, including shorter skirts that
complemented button-down shirts (Thompson, 2018). As a result, ladies began to often see
males wearing the present field hockey outfit, which has polo shirts and gored skirts. Divided
skirts, pantaloons, or even shorts were much more innovative since they made it possible for

ladies to securely churn their bicycle pedals (Thompson, 2018).
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The acceptability of feminine shorts was still a gradual process. In the late 1800s,
sweatshirts first appeared as college male athletic wear and quickly took over campuses before
going mainstream much to the dismay of cultural critics who lamented its appeal to women
(Thompson, 2018). In contrast to animal pelts worn for insulation and the like, the earliest
modern sweaters were simply sports jerseys worn by men on the rowing or golf teams to induce
perspiration and promote weight loss (hence the word sweater) Such young men, and eventually
young women, may wear "letterman's sweaters" about campus to show that they participate in a
team sport (Thompson, 2018).

Sweaters proved to be too comfortable to keep on the golf course, so kids started donning
them everywhere. The sweater's function changed over time. It was originally intended to
demonstrate sports engagement, but it quickly evolved into a manner of expressing support for
an active lifestyle in general (Thompson, 2018). By the middle of the century, nearly every
outrageous item of clothing worn by students to the gym around the start of the century had
become standard casual attire. Due to advancements in synthetic fiber technology that have made
them more elastic and flexible, shorts have become shorter and tighter during the previous 80
years. Western fashion's enduring theme throughout the past century has been the adaptation of
clothing made for action (Thompson, 2018).

This holds true outside of the sports industry. Men who worked in factories and fields
were the primary customers for Levi Strauss jeans for decades. Today, almost everyone wears
denim (Thompson, 2018). Lululemon was one of the first businesses to target the
underrepresented group of females: the active "super girls." The year 1977 is commonly
considered as a pivotal moment in sporting events' aesthetic appeal with the publication of the

bestselling "The Complete Book of Running" by James Fixx, which bolstered the jogger mania
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in America. With the introduction of the initial pair of Boogie Pants in 1998, it spearheaded the
athleisure wear classification (Gosselin, 2020).

Athletic wear became the preferred option for casual apparel as a consequence of its
comfort. Athletic clothing manufacturers have made more advancements to the design of
athleisure clothing to make it lighter, waterproof, and breathable (The active way, 2018).
Athleisure wear became a comprehensive answer to living a trendy lifestyle as a result of
combining sports, urban, and fashion trends. The athletic wear's revolutionary construction
methods and materials guarantee odor control, stretchability, sweat wicking, and dirt prevention.
As a result, athleisure wear is now preferred for a healthy lifestyle as opposed to only for fun and
recreation. Athletic wear is now appropriate for a variety of circumstances. Going for a run in the

park and then continuing to work has become simple (The active way, 2018).

2. Examples from other Companies and Industries

Apple began with a narrow functional advantage based on a market necessity. In 1976,
Steve Jobs and Steve Wozniak created a computer that was fully assembled and ready to use.
Prior to its introduction, most computer users first purchased parts and assembled their own
machines. Apple's second model, the Apple II, was the first widely used personal computer (Lee,
2015). The 1984 release of the Macintosh introduced the graphical user interface to the public, a
major functional advantage over other products being used. After returning to Apple, Steve Jobs
then staged a dramatic comeback, releasing the iPod in 2001, the iPhone in 2007, and the iPad in
2010. Each of these introductions added a new functional advantage to previous products (Lee,

2015).

Apple's success is attributable in great part to the company's obsession on the user

experience. Apple is a design-focused firm that prefers to develop the hardware, software, and
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internet services for its products on its own. This strategy has enabled Apple to make some of the
most aesthetically pleasing and user-friendly devices ever created. Jobs was an exceptional
marketer (Lee, 2015). Steve commemorated his return to Apple with a "Think Different"
advertising campaign that linked the company to nonconformist intellectuals such as Albert
Einstein and Mahatma Gandhi. He launched new items at keynote speeches that became
significant media events in and of themselves. And he established a chain of Apple Stores to

guarantee that Apple's products were portrayed in a positive manner (Lee, 2015).

American shapewear producer Spanx, Inc. was created with one small functional
advantage, shape control. Garments are meant to make individuals appear smaller than they truly
are by emphasizing the body's natural curves and concealing problem areas (Niche brands,
2023). This seemingly small functional advantage has been turned into a multi-billion-dollar
brand, Since 2010, it has also produced shapewear for men. Many athletes now believe this

shapewear gives them an advantage in demanding sports.

To obtain the required elasticity, Spandex, Lycra, and nylon are used into the construction
of every product. Spanx has become a major brand over the past decade, with a yearly revenue of

$250 million.

Motorola was formerly a leader in wireless communications, developing 2-way police
radios, and walkie-talkies. They were one of the first companies to see the potential of small
handheld mobile telephones. They concentrated almost their entire business on small cell phones
taking advantage of the growing presence of cell towers. Their functional advantage in the early
years was the creation of a product so small it could be carried in a pocket. In the eighteen
months before a competitor could create a similar-sized product, they virtually owned the cell

phone market (Hartung, 2014).
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Tesla has expanded its functional advantage of a high-performance all-electric brand into
its current position of the most valuable automobile company in the world (Thompson, Lee and
Levin, 2022). Tesla has developed items that have contributed to an increasingly sustainable
future, including electric vehicles, battery technology, solar energy, and energy storage, among
others. Its production strategy, environmental effect, and open-source patents have also made
significant contributions to the economy. It is evident that Tesla will remain to play a vital role in
defining the future of renewable energy due to its development and success. (Olivero, 2023). In
October 2021, its share price hit $1,000, and its market capitalization topped $1 trillion

(Thompson, Lee and Levin, 2022).

Another excellent example of a company that started with a simple functional advantage
and expanded into a major brand is Timberland. Its functional advantage began in 1965 with the
introduction of injection molding, which, without stitching, enabled the fusion of rubber soles
and leather uppers for a completely watertight connection. This then-revolutionary approach is
now widespread in the footwear business (Webb, 2020). Timberland began as a sturdy boot
targeting working class Americans in tough jobs. The fashionable and musical elite ultimately
adopted Timberland. The brand conquered class and bridged the racial gap to become a wardrobe
staple (Webb, 2020). Although created for white laborers the brand was commodified by a
notably different demographic in Brooklyn and became most recognized for its involvement in
rap. In the 1980s, however, the brand gradually began to focus more on fashion. Italian shops
began retailing the American work boot, and gradually, other European markets followed suit.
The company was sold to fashion multinational VF Corporation for $2.3 billion in September

2011(Webb, 2020).
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Patagonia started with an even more unusual functional advantage. Yvon Chouinard, an
American rock climber and adventurer, was dismayed by the waste created by pitons that were
constructed of soft iron that could only be utilized a few times before being discarded. His
philosophy, shared by many environmentally conscious climbers, was "Leave no trace."
(Regaudie, 2022). In 1957 Yvon Chouinard began manufacturing pitons after learning
blacksmithing and using chrome-molybdenum steel to create more robust pitons. Over 70% of
Chouinard Equipment's revenue was derived from marketing of these pitons more than a decade
later. After finding that even these pitons were destroying Yosemite's fractures, he withdrew the
pitons in favor of hexes, which did not require nailing. Chouinard's introduction of hexes was a

revolutionary concept (Regaudie, 2022).

Included among the tech specs and climbing tips was a message of encouragement for all
climbers: “Leave the environment in better condition than you discovered it.” Patagonia was a
modest firm that expanded its product line by adding climbing apparel and opened additional
outlets and flourished. Later a line of badly constructed shirts nearly bankrupted the firm,
pushing it to concentrate on the development of advanced materials. Patagonia developed several
advancements in climbing clothing, such as the utilization of recycled materials (Regaudie,
2022). After the recession in 2008 caused a major decline in sales, Patagonia began to focus even
more on sustainability. In 2011 Patagonia developed their most renowned advertising campaign,
“Don't Buy This Jacket.” During the Thanksgiving/Black Friday season, Patagonia ran a
full-page advertisement in the New York Times detailing the real environmental impact of its
greatest fleece jacket: "135 liters of water, sufficient to satisfy the daily needs (three glasses per

day) of 45 individuals. roughly twenty pounds of carbon dioxide, which is twenty-four times the
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weight of the finished piece. This garment left behind two-thirds of its value in garbage on its

route to Reno." (Regaudie, 2022).

In 2013 Patagonia introduced a second-hand market called Worn Wear. Less than
one-half of one percent of Patagonia's earnings is allocated to marketing. Patagonia believes in
their consumers' passion for the outdoors. In 2021, Patagonia pushed its strong opinions to the
next level by excluding some corporations from its corporate branding possibilities. They have
created a brand that emphasizes diversity, sustainability, and environmental protection

(Regaudie, 2022).

Another brand that started with a singular functional advantage is Burberry’s. In 1856,
Thomas Burberry started his own label after being an apprentice draper with a passion for
outdoor clothing. He became well known in 1879 for inventing gabardine, the very first
waterproof material widely available (Bannerman, 2018). Gabardine is breathable, waterproof,
and durable, and it was the ideal choice for trench coats as a lightweight alternative to rubber.
Throughout both World Wars, the military services recognized gabardine's utilitarian virtues, and
Burberry's had become the official clothing supplier for British soldiers (Bannerman, 2018). The
equestrian knight emblem and the black, camel, and red Nova check became recognized
trademarks by the 1920s (Bannerman, 2018). With the easily recognizable check lining in the
trench coat, the distinctions between fashion and usefulness began to merge. Audrey Hepburn,
Marlene Deitrich, and Humphrey Bogart wore Burberry trench coats in the 1950s (Bannerman,

2018).

Two others who used a narrow functional advantage to create a major brand were
Douglas Tompkins and Susie Bell, both travelers and adventurers. They were interested in

creating the greatest clothes for individuals like themselves: adventure seekers. In the past,
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adventure gear was cumbersome and unsightly (De Oca, 2020). Their intention was to make
high-quality, economical outdoor gear. Their first products were quite costly, but they possessed
a profound awareness of the requirements of explorers. After their 1964 launch, The North Face
became a popular brand for explorers in only two years. Its early goods were primarily
backpacks, and the firm provided only one garment, the Sierra Parka. In 1974, the firm
developed and manufactured its first tent. These tents featured superior thermal resistance and

were extremely portable due to their low weight (De Oca, 2020).

Creativity was not limited to tents. The North Face adored Gore-Tex, the renowned
waterproof fabric, and incorporated it into many of their items. The company gained a reputation
for innovation and coolness, even collaborating with Apple (De Oca, 2020). The big,
intimidating jackets became rap culture icons. Until the 1980s, this brand was the only option for
skiing and mountain climbing. In reality, they became so well-known that The North Face was
essentially the only luxury outdoor label. The North Face extended its business in the 1990s by
targeting rap culture, therefore increasing its appeal amongst youngsters (De Oca, 2020). VF
Corporation, one of the largest garment companies worldwide, acquired The North Face for $25
million and invested in the production of standard gear while preserving and extending quality
standards. The North Face has expanded their product line to include t-shirts, shoes, sweatshirts,
jackets, tents, boots, and thermal gear after becoming a cultural icon. The firm continues to be a
leader in the outdoor gear market despite competition from many other companies. VF separated
The North Face's merchandise into different categories, including mountain sports, lifestyles,

urban adventure, and athletics (De Oca, 2020).

Apple, Spanx, Tesla, Patagonia, Timberland, The North Face, Motorola, and Burberry are

all companies that started with a narrow functional advantage. The commonalities are how they
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have leveraged these narrow functional advantages into growing into major brands. These
companies have all continued to innovate and grown into major brands far greater than their
original small markets. Some of these companies have stumbled in recent years, been sold to
larger companies, or refocused their products on different target markets. But all of these provide
many lessons in taking a narrow functional advantage and turning it into a major brand. In our
case studies, we will demonstrate how three companies have grown from narrowly focused

athletic wear to become world leaders in athleisure wear.

3. Overview of three Brands chosen for Cases

3.1 Nike

The U.S.'s leading shoe manufacturer was formed in 1954 and is situated in America. Its
hegemony in the sale of sportswear is evident. Additionally, it is simply a well-beloved brand
among teenagers, adults, and everyone in between (Thomas, 2019).

Nike steadily evolved from a sportswear shop to a peak fitness lifestyle. What was once a
corporation that sold athletic gear is now also a tech company that sells tech and music with its
commercials which hires artists rather than simply athletes, imitates social networking sites, and
has its own culture. It was effective in developing a stronger connection with its clients, elevating
the brand (Marx D, 2021) and (Elliott, 2001).

Nike's mission statement is "to bring inspiration and innovation to every athlete in the
world". This mission statement has been revised over time from its original version in the 1980s,
which was "To be the world's leading sports and fitness company," The current mission statement
reflects Nike's commitment to innovation and inspiration in everything they do, as well as their
belief that every individual can be an athlete, regardless of their level of physical ability. The

word "athlete" in Nike's mission statement is used in a broad sense to include anyone who has a
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body and moves it, and Nike strives to provide products and experiences that help these
individuals to perform at their best. This mission statement is intended to guide Nike's
decision-making and actions, as well as to inspire and motivate its employees, partners, and
customers to push themselves to new heights (Nike mission statement 2023).

Nike's vision statement is "To remain the most authentic, connected, and distinctive
brand". This vision statement highlights Nike's commitment to maintaining its position as a
leading brand in the athletic footwear, apparel, and equipment industry, while also emphasizing
the importance of authenticity, connection, and distinctiveness. Nike aims to stay true to its core
values and mission while also adapting to changing market trends and customer preferences
(Nike mission statement 2023). The company recognizes the importance of building strong
connections with its customers and stakeholders, and seeks to differentiate itself from its
competitors by offering unique products and experiences that resonate with its target audience.
The vision statement guides Nike's long-term strategy and decision-making, as well as its efforts
to maintain its competitive advantage and drive sustainable growth (Nike mission statement
2023).

1. History and Market Scenario

In 1964, Blue Ribbon Sports was the forerunner of Nike. Phil Knight had recently
graduated from the University of Oregon. He ran for the University of Oregon's track and field
team. He became close with Bill Bowerman, the team's head coach. Along with a fierce sense of
competition, Bowerman also showed a passion for perfecting the fit of his running shoes,
regularly experimenting with various models after learning how to do so from a local cobbler
(Meyer, 2019). Knight allegedly tried one of Bowerman's sneakers first among his classmates.

Bowerman volunteered to take one of his shoes and modify them up with his bespoke design
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since he saw Knight as a safe, inconsequential runner to test his shoes on. Knight reportedly
accepted the offer, and the running shoes allegedly performed so well that colleague Otis Davis
eventually used them to win gold in the 400-meter sprint at the 1960 Olympics (Meyer, 2019).
Following his time at the University of Oregon, Knight completed the MBA program at Stanford
where his thesis proposed that the running shoe industry should shift from its existing location in
Germany to Japan, where labor was less expensive (Meyer, 2019).

Following his graduation in 1962, Knight had the opportunity to verify this notion with a
trip to Japan. Coach Bowerman backed Knight's business initiative and entered into a 50-50
business agreement for ownership of their new firm, Blue Ribbon Sports, which was created in
Eugene, Oregon, on January 25, 1964. He forged a contract with a group of Japanese
businessmen to export the country's well-known Tiger shoes into the United States (Meyer,
2019). The ever-innovative Bowerman presented the Tiger shoe company with a new shoe
design in 1965 making modifications to the tiger shoes that included a cushioned inner sole, soft
sponge rubber in the forefoot and top of the heel, hard sponge rubber in the middle of the heel,
and a firm rubber outsole in an effort to provide the right support for runners. This new design
was both a tremendous success and a subject of contention between Blue Ribbon and its
Japanese supplier (Meyer, 2019). The 1967 release of the shoe, known as the Tiger Cortez, was
a huge success because of its cozy, dependable, and fashionable style. After a lawsuit by Tiger in
1971, the two companies officially separated (Meyer, 2019). Blue Ribbon Sports was renamed
Nike. After incorporating in 1971, Nike, Inc. maintained Blue Ribbon Sports' success, aided

initially by the popularity of the Tiger Cortez and then by Bowerman's innovative "Waffle" sole

(Meyer, 2019). Nike then launched their air technology in 1979 and soon went public in 1980

(“Nike History”, 2020).

28



Nike's innovative designs, product development, and advertising strategies for premium
footwear, clothing, accessories, and equipment are key to the brand's ongoing success (Nagori,
2022).

Academies and universities usually purchase large quantities of sports equipment. School
students make up a sizable chunk of the sports industry and have a tendency to stick with one
brand (“Nike Has A Long,” 2011). Nike is beginning to focus on the large sports markets in
China and India, but they are facing tough competition from local brands. Most of their sales are

in North America and Europe, the Middle East, and Africa.
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Figure 2. Nike's revenue worldwide from 2017 to 2021, by region in million dollars,
Source: Statista

In 2021, Nike had over 1,000 retail locations and roughly 73,000 employees globally

(Nagori, 2022). Nike has been able to raise its revenue from USD 13 Billion in Year 2005 to
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USD 44.5 in Year 2021 and remain relevant in the market because it has consistently developed

and evolved its product ranges and distribution networks (Nagori, 2022).
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Figure 3. Nike's revenue worldwide from the fiscal years of 2005 to 2021 in million U.S. dollars,
Source: Statista
2. Products and Competitors
Nike now offers a wide range of products across multiple categories, including running,
basketball, soccer, football, golf, tennis, and skateboarding. Below is an overview of some of
Nike's most popular products (Nike, 2023):
° Nike Running Shoes: Nike offers a variety of running shoes for men and women,
such as the Nike Air Zoom Pegasus, Nike Free RN, Nike ZoomX Vaporfly, and Nike
Air Zoom Structure. These shoes feature innovative technology and are designed to

provide comfort, support, and performance (Nike, 2023).
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Nike Basketball Shoes: Nike is a leading brand in basketball shoes, with popular
models such as the Nike Kyrie, Nike LeBron, Nike KD, and Nike Kobe. These shoes
offer excellent traction, cushioning, and support for the high-intensity demands of the
sport (Nike, 2023).

Nike Soccer Cleats: Nike produces a range of soccer cleats for men, women, and
children. Popular models include the Nike Mercurial, Nike Phantom, and Nike
Tiempo. These cleats feature lightweight construction, superior ball control, and
excellent traction on the pitch (Nike, 2023).

Nike Apparel: Nike offers a wide range of apparel, including tops, bottoms, jackets,
and accessories. These products feature moisture-wicking technology, breathable
materials, and innovative designs that enhance performance and style (Nike, 2023).
Nike Accessories: Nike produces a range of accessories, such as bags, hats, socks,
and gloves. These products are designed to complement Nike's footwear and apparel

and offer functionality, comfort, and style (Nike, 2023).

In addition to these products, Nike also produces equipment for sports such as football,

golf, tennis, and skateboarding. Nike has a reputation for innovation and quality, with products

that feature cutting-edge technology, design, and sustainability (Nike, 2023).

Nike Competitors: Adidas, Reebok, Puma, Under Armour, New balance, Fila,

Lululemon, Skechers, ASICS and vans (Farooq, 2019).

3. Target Audience Segmentation

Nike's reach is broad due to the variety of their target market. The brand uses

demographics, psychographics, behavior, and geography to pinpoint its target market (Garces,

2022). Nike's primary audience spans a wide age range, from pre-teens to middle-aged people,
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and they serve a global audience. Although Nike’s emphasis is on promoting to athletes and
sports fans, their approach has evolved in recent years to target a variety of specialized market
segments, including women, young athletes, and runners (Carmely, 2022). Nike advertises itself
as a brand for athletes while also attracting all types of customers. Users of all ages, typically
from 15 to 45, are represented in the Nike demographics (Carmely, 2022). In order to assure
future growth and create devoted brand supporters, Nike bridges the generations by appealing to
middle-aged consumers with discretionary money and growing its engagement with younger
audiences (Carmely, 2022).

Globally, with a concentration in cities, is where Nike's target market is found. North
America is consistently the place where Nike makes the most money. The premium brand image
and high price points of Nike items reflect the fact that the company's primary audience is
typically from the higher-income socioeconomic category Carmely, 2022). The typical Nike
consumer is an avid sports fan who values living an active, healthy lifestyle. In addition to their
affinity for sports, Nike's audience members are also fashion-conscious, tech-savvy, and eager to
keep up with the newest developments in footwear and fitness apparel (Carmely, 2022).

4. Marketing Strategies in Brief

Nike is a company that actively spends in marketing and uses emotional impact to win
over its audience. If there is one thing that everyone can learn from Nike, it is how to do it. Nike
has led marketing and advertising since its inception, which explains why the brand is popular all
over the world. With an against-all-odds marketing approach, Nike focuses on the problems of
its consumers (Garces, 2022). Sports and the relationships that people have with them globally

have continued to be the key topics of discussion. It distinguishes itself from the other brands in
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the market because of its Swoosh logo. The secret, though, is in how Nike designs and
implements its marketing strategies (Pratap, 2020).

By entering into sponsorship deals with athletic teams, college athletic teams, and other
groups, Nike aims to reach these customers through eventual product advertising to team
members (“A Case Study: Nike’s”, 2018). Product, pricing, promotion, and location are the four
Ps that Nike uses in their marketing strategy. While all marketing strategies must include these
components, Nike is aware of how to get an edge (Garces, 2022)

3.2 Lululemon:

In 1998, Lululemon, a yoga and sportswear company, was founded in Vancouver,
Canada. Lululemon's name derives from the words "loo-loo-lemon." In addition to specialist
sports equipment for yoga, running, dancing, training, and other sweaty hobbies, they also sell
casual and streetwear. Customers laud Lululemon's apparel for its faultless appearance and great
quality both on the mat and when strolling around (Hailey, 2021). The firm is most known for
their Harmonize yoga collection, which includes leggings, trousers, joggers, and sports bras.
Initially concentrating on making apparel for ladies who practice yoga, the company has
subsequently expanded into making clothing for men, swimwear, outerwear, accessories, and
even a home workout system called MIRROR (Hailey, 2021).

The industry's goods, personnel, and retail setting all reflect Lululemon's mission to
"elevate the world from mediocrity to greatness." Chip Wilson, the creator of the business, set
out to create the best-performing, highest-quality apparel the yoga market had ever seen after
becoming dissatisfied with major sports brands. Today, Lululemon broadens the scope of its
mission to encompass community engagement, social impact, environmental sustainability, and

employee development in addition to clothing (Hailey, 2021). Lululemon's mission is to "be the

33



experimental brand that sparks a community of individuals living the sweat life via sweat, grow,
and connect." The statement of vision supports the firm's original objective to be "a social
center," which extended past merely a location to work out in the heat.

Nothing at Lululemon is mundane. Every plan is completed by the company with the
wants and objectives of a protracted transition in mind. The firm's products and processes are so
exact, highlighting its uniqueness as a firm. Statistics and record sales are not among
Lululemon's broader objectives. Instead, the company wants to make a difference in the areas in
which it operates by leveraging its products to do so (Lululemon Mission and Vision Statements,
n.d).

1. History and Market Scenario

In 1998, Chip Wilson, a Canadian entrepreneur, purchased his Vancouver-based surf and
snowboarding firm. His analysis of the economic backdrop of the 1990s led him to believe he
had discovered an untapped market for sportswear for women. His target clientele were
independent, concerned with their health, and prepared to spend more on clothing (Kent, 2020).
He made a clever wager on the burgeoning fitness trend. There were few possibilities for ladies
who wished to appear their best in class. Available fitness attire seemed to be mass produced and
unsightly. It was especially problematic for practitioners when dancing tights become
see-through after use, Wilson focused on it intently (Kent, 2020). The cotton-like combination of
nylon and Lycra that the business developed over the course of six months and marketed as Luon
had become their signature product. Wilson initially spent $800,000 on two Japanese flat lock
sewing machines. Due to the machinery, the firm was able to sew the trousers' seams flat, a
groundbreaking invention that had substantial success advantages at the time by eliminating

chafing (Kent, 2020). Wilson avoided spending money on costly marketing by establishing
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relationships with those responsible for the yoga craze. Subsequently, he aimed to integrate
Lululemon with adjacent studios and teachers as the foundation of a guerilla business strategy
that emphasized technical expertise and values. Unlike Nike, Under Armour, and others,
Lululemon did not establish a product reliant on the marketing of footwear rather than
well-known celebrity endorsements (Kent, 2020).

However, its growth has always been organic and rooted, fostering a sense of authenticity
and an open interaction with other studios worldwide. As part of the health marketing style
boom, Americans started to meditate more often (Kent, 2020). Lululemon was involved as the
company's brand evolved to represent more than just a product. Due to the company's concern
with ongoing self-improvement, Wilson’s Staff were forced to participate in a historic conference
which consisted of a series of intense self-improvement seminars, some of which were labeled as
not just cult-like, but an actual cult (Kent, 2020). The company's ideology, which is emblazoned
on its tote bags, consists of inspiring and even bizarre phrases. By 2010, the brand had expanded
outside of Canada, with over a hundred outlets located around the United States (Kent, 2020). An
initial public offering in 2007, private equity funding, and market factors all contributed to its
expansion. More than 36 million Americans currently practice yoga, an increase of 80% between
2012 and 2016 (Kent, 2020). The yoga industry is expanding. For those who had adopted
yoga-related notions such as wellness and meditation, there was a far larger audience. In 2010,
upscale health clubs and training programs such as Barry's Bootcamp and Soulcycle embraced
this mentality and attracted many wealthy and fashion-conscious clientele who desired to seem
attractive in the gyms and on Instagram (Kent, 2020).

The firm expanded from a single site in 2000 to a valuation of $1 billion in less than two

years. Chip Wilson, the company's founder, came up with the legendary $98 Groove Pants while
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performing yoga (Gallup, 2020). Lululemon obtains its textiles from 26 different nations.
Lululemon clothes and other goods are manufactured lawfully in 55 operational cut-and-sew
factories in Taiwan, Indonesia, Japan, Vietnam, Cambodia, Haiti, and other countries (Hailey,
2021). Lululemon does not do any manufacturing on-site. Alternately, the corporation employs
both internal specialists and external auditors to determine whether manufacturing partners

adhere to their Vendor Code of Ethics and business standards (Hailey, 2021).
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Figure 4. Net revenue of Lululemon worldwide from the fiscal year of 2008 to 2021, in million
dollars.
Source: Statista

Lululemon made over 6.3 billion US dollars in total earnings globally during the fiscal
year of 2021 that ended in January 2022. Although they sell men's clothing and a large selection

of exercise equipment, Lululemon is most renowned for its elevated female's athletic wear
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(Tighe, 2022). The U.S has the most Lululemon stores of any nation, including over 300

locations. In all, the corporation had about 575 retail outlets worldwide (Tighe, 2022).
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During the fiscal year that ended in January 2022, Lululemon's U.S. and Canada market
divisions generated nearly $4.3 billion and $950 million in net income, respectively. Major sales
and revenue are from North America. The major countries for Lululemon sales are: UK,
Singapore, Malaysia, China, Australia, South Korea, Germany, New Zealand, Japan, France, and
Spain (Tighe, 2016).

Historically, the Canadian clothing firm derived most of its revenues through

company-owned retail locations. During the coronavirus (COVID-19) pandemic of 2020,
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direct-to-consumer accounted for over half of Lululemon's total net sales. Following 2020, this

business area continued to be a significant revenue generator for Lululemon (Tighe, 2022).

2. Products and Competitors

Practical clothing with limited promotion, a high but stable sale price, and customer

understanding that they will pay full price (Turk, 2019).

The company’s principal competitors are Nike, Adidas, Under Armour, Zella, Athleta

(Quiroz, 2018).

Lululemon Athletica Inc. offers a wide range of products in the women's section. Here

are some of the main product categories (Lululemon Athletica, 2023):

Bras: Lululemon's women's bras come in a variety of styles and support levels,
including high-impact sports bras for running and low-impact bras for yoga and
everyday wear.

Tops: Lululemon's women's tops include short and long-sleeved shirts, tanks, and
sweatshirts. These tops are designed to be lightweight, breathable, and comfortable,
with features like sweat-wicking technology and anti-odor properties.

Bottoms: Lululemon's women's bottoms include leggings, shorts, joggers, and pants.
These products are designed with a range of features, such as compression and
ventilation, to support different types of workouts and activities.

Dresses and skirts: Lululemon also offers a selection of dresses and skirts that are
designed for active wear. These products are made from lightweight, breathable
fabrics and feature moisture-wicking technology.

Outerwear: Lululemon's women's outerwear selection includes jackets, vests, and

hoodies. These products are designed to be lightweight, breathable, and
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water-resistant, with features like reflective detailing for increased visibility during
outdoor activities.

Accessories: Lululemon's women's accessories include hats, headbands, socks, and
bags. These products are designed to complement the company's apparel line, with

features like moisture-wicking fabrics and adjustable straps.

Lululemon Athletica Inc. also offers a range of products in the men's section. Here are

some of the main product categories (Lululemon Athletica, 2023):

Tops: Lululemon's men's tops include short and long-sleeved shirts, tanks, and
sweatshirts. These tops are designed to be lightweight, breathable, and comfortable,
with features like sweat-wicking technology and anti-odor properties.

Bottoms: Lululemon's men's bottoms include shorts, pants, joggers, and tights. These
products are designed with a range of features, such as ventilation and stretch, to
support different types of workouts and activities.

Underwear: Lululemon offers a variety of men's underwear, including boxers, briefs,
and trunks. These products are designed with features like quick-drying fabric and
anti-odor technology.

Outerwear: Lululemon's men's outerwear selection includes jackets, vests, and
hoodies. These products are designed to be lightweight, breathable, and
water-resistant, with features like reflective detailing for increased visibility during
outdoor activities.

Accessories: Lululemon's men's accessories include hats, gloves, socks, and bags.
These products are designed to complement the company's apparel line, with features

like moisture-wicking fabrics and adjustable straps.
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Lululemon Athletica Inc. offers a range of accessories and shoes to complement its

apparel line. Here are some of the main product categories (Lululemon Athletica, 2023):

Bags: Lululemon's bags are designed for gym, yoga, and everyday use. They include
backpacks, totes, duffel bags, and messenger bags. These products are made with
durable, water-resistant fabrics and feature multiple compartments for organization.
Yoga mats and props: Lululemon offers a selection of yoga mats and props, such as
blocks and straps. These products are made from high-quality materials and designed
to help support and enhance yoga practice.

Hats and headbands: Lululemon's hats and headbands are made with sweat-wicking
materials to keep customers comfortable during workouts. They come in a range of
styles, including baseball caps, beanies, and headbands.

Socks: Lululemon's socks are designed to be breathable and moisture-wicking, with
features like arch support and cushioning. They come in a range of styles, from ankle
socks to knee-high compression socks.

Footwear: Lululemon's footwear selection includes running shoes, training shoes, and
sandals. These products are designed for comfort and performance, with features like

breathable mesh uppers and supportive midsoles.

3. Target Market Segmentation

Women and men in their mid-teens to mid-thirties make up the majority of the Lululemon

client base. The majority of them are yoga and/or fitness lovers who prioritize work-life balance

and an active lifestyle. They are generally rich and willing to pay Lululemon's premium rates.

The target group is technologically aware and concerned about their health and appearance

(Quiroz, 2018).
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4. Marketing Strategy in Brief

The effective advertising plan employed by Lululemon is credited with the organization's
growth. Women who see the value of maintaining an active and healthy lifestyle while managing
family and work make up the bulk of Lululemon's customer base. By utilizing analytics and
market analysis, Lululemon has established a society inside the female's athletic globe (Graces,
2022). Because women are Lululemon's main target market, the company currently surpasses
rival sports companies by focusing on prospective male customers. The most recent Lululemon
commercials featured prominent male athletes and were directed towards a male demographic
(Graces, 2022).

Below are a few illustrations of Lululemon advertising campaigns:

1. Feel (Garces, 2022).

2. Strength to Be (Garces, 2022).

3. Let the Feeling Flow (Garces, 2022).

3.3 Under Armour

Under Armour was once a modest firm renowned for its moisture-absorbing t-shirts that
kept athletes dry, but it now ranks among the most well-known makers of sports gear, footwear,
and accessories. Under Armour states that its purpose is, "To make all athletes better through
science, passion, and relentless pursuit of innovation." This statement makes it clear that the
firm's emphasis remains on designing garments and shoes that enable sportspersons and
recreational sports enthusiasts to achieve at their peak throughout every competition. Being a
present supporter of hundreds of basketball, rugby, ice hockey, and American football athletes,
the company's aim extends well beyond that of a collegiate sports outfitter (Borgogni, 2022).

Throughout the previous few decades, the label's emphasis focused on moving forward,
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as its objective was to innovate and inspire. Under Armour's core objective has always been to
serve and assist athletes, so a sudden shift in the strategic mission seems improbable. The brand's
vision statement is "To inspire you with performance solutions you never knew you needed and
can't imagine living without." This remark implies that Under Armour expects to stay focused on
the development of professional and amateur sports, however it does not specify how the
company plans to accomplish its future objectives. Under Armour’s projects and initiatives are
already having an impact on neighborhoods globally. The company supplies equipment for
universities and colleges in the US, while its scholarship programs assist students in achieving a
degree (Borgogni, 2022).

1. History and Market Share

Kevin Plank, a teenage football captain at the University of Maryland, saw that his
t-shirts were consistently drenched after training. At the same time, he saw that the compression
shorts remained dry. In 1996, Plank set out to create moisture-wicking athletic gear to keep
players dry and comfortable throughout exercise. Plank built the initial Under Armour T-shirt
model after many tries in his grandmother's cellar. This concept was stretchy, form-fitting
clothing. The compression shorts from Plank were lightweight and kept players cool and dry
(“Under Armour History Case Study,” 2022).

Plank intended to name the business Heart, as in "wearing your heart on your sleeve," but
he was unable to get a trademark. His next concept was Body Armor, a moniker he fell in love
with. He sought for a trademark and announced it early as his brand. Two weeks after the
completion of the clearance procedure, this trademark too was refused (Feloni , 2015). When
Kevin Plank was considering naming the company "Body Armor," his brother, however,

misunderstood him and believed he meant "Under Armour." The U from 'Under' and the A from
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'Armour’ were used to create a simple, globally recognizable emblem shortly afterwards. The two
parts of the logo merge to create a distinctive, immediately recognizable logo (“Under Armour
History Case Study,” 2022).

Under Armour has been creating a range of athletic apparel since 1996 and is now a
competitor to industry heavyweights such as Nike and Adidas. Under Armour has achieved its
success in the athletic wear business with superior marketing and superior goods. A photograph
appearing on the front cover of USA Today of Oakland Raiders quarterback Jeff George wearing
an Under Armour fake turtleneck brought the company to the attention of the public (“Under
Armour History Case Study”, 2022). After that top page, Under Armour's first significant sale
occurred when a Georgia Tech equipment manager requested 10 jerseys from Plank. This
agreement paved the way for contracts with NC State University, Arizona State University, and
other Division I football programs. With favorable feedback from athletes, news spread, and
demand increased (“Under Armour History Case Study,” 2022).

In the following years, Under Armour introduced additional clothing brands, including
ColdGear, TurfGear, AllseasonGear, and StreetGear all based on their continued strong research
and development work for athletic wear. Under Armour develops breathable, adaptable, and
elastic athletic wear for many types of athletes and employees worldwide (“Under Armour
History Case Study,” 2022). Considering the variety of items offered by this firm, it is evident
that they are experts in their field. The brand's narrow functional advantage remains moisture
transport technology (“Under Armour History Case Study,” 2022).

Under Armour manufactures many of its products in China since the labor and materials
are cheaper there than in Europe or the US. However, in the last few years, they have shifted

much of their product manufacturing away from China to Vietnam and other Asian countries
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(Guerreiro, 2023).
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Figure 6. Net revenue of Under Armour worldwide from 2008 to 2021, in billion U.S. dollars,
Source: Statista

Under Armour’s worldwide net sales were over $5.8 billion U.S. dollars in 2021 after a
decade of significant expansion. As shown in Figure 6, in 2009, Under Armour sales were less
than one billion dollars. After apparel, the balance of Under Armour's revenues are footwear,
sports goods, and accessories (Tighe, 2022). It is anticipated that the global sportswear business
will continue to increase in the future years. Although having become one of the top makers of
activewear and athletic equipment, Under Armour lags well behind Nike and Adidas (Tighe,
2022). Puma is a more direct rival to Under Armour and may be a more accurate indicator of
where Under Armour now sits in this area. In 2021, the German sportswear manufacturer earned

net sales of around 6.8 billion euros (Tighe, 2022).
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region, in million dollars, Source: Statista)

Figure 7 illustrates the global net sales of Under Armour by geographical region from

2015 to 2021. In the year 2021, Under Armour made 3.8 Billion in North America but there are

steady revenues from other countries as well (Tighe, 2022).

2. Products and Competitors

Under Armour offers a variety of products across several categories. Some of the main

categories of products offered by Under Armour include (Under Armour, 2023):

Apparel: This category includes clothing items for men, women, and children,
such as T-shirts, hoodies, jackets, shorts, pants, leggings, and more.

Footwear: Under Armour produces a range of athletic shoes for different sports
and activities, including running, basketball, training, and hiking.

Accessories: This category includes a wide range of products, such as bags, hats,
socks, gloves, and headbands, as well as other items like phone cases and water
bottles.

Connected Fitness: Under Armour also produces a range of connected fitness
products, including fitness trackers, heart rate monitors, and other devices that
integrate with the company's UA Record app.

Equipment: Under Armour produces various sports equipment, such as footballs,
basketballs, soccer balls, and more.

Team Sports: Under Armour also offers specialized products for team sports such
as Baseball, Basketball, Fishing, Football, Golf, Hiking & Hunting, Lacrosse,
Running, Soccer, Softball, Sportstyle, Military & Tactical, Track & Field,

Training, Volleyball, including jerseys, pants, and other gear
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Their competitors are: Nike, Adidas, Lululemon, VF, Puma, and New Balance
3. Target Market Segmentation

The majority of Under Armour's US consumers are male (69%) and range from the ages
of 18 and 24, indicating an intended audience influenced by Generation Z. They are athletic fans,
hobbyists, or sportsmen who are drawn to the company not only due to its quality goods, but also
by its moral and philosophical congruence (Pafitis, 2020).

Under Armour’s strategies are encapsulated in the eight core players' values of Under
Armour, including Stand for Equality, Remain Loyal, and Think Beyond. These represent the
company's dedication to fostering gender and racial equality, business transparency, and
environmental sustainability (Pafitis, 2020). These ideals are often reflected in Under Armour's
marketing campaigns and actions, advocating fervently for significant athletic and social
concerns while showcasing how the brand handles them (Pafitis, 2020).

4. Marketing Strategy in Brief

While Under Armour advertising was first word-of-mouth, they have significantly
expanded their marketing. There is an aspect of the Under Armour story that few individuals
understand. They concentrate on novel offerings. While Under Armour has grown to a $6 billion
brand via retail sales, it was originally designed for professional sportsmen. As Kevin Plank was
developing his operating model, his relationships with NFL players were crucial (Plank, 2012).

To enhance players' stamina and productivity, the company progressively included new,
innovative materials into its growing garment line. They featured patent-protected fabrics such as
HeatGear, ColdGear, and AllSeasonGear, before expanding into specialized athletic footwear,
women's attire, and more (Pafitis, 2020). Thus, Under Armour swiftly established itself as a

formidable competitor to retail giants Nike and Adidas and is now a leading sports gear brand
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around the world. The advertising of Under Armour has made a substantial contribution to the
brand's success among both elite and amateur athletes. In 2019, the corporation committed $579
million in promotional strategies, concentrating on effective athletic collaborations, celebrity

endorsements, and online and offline communications (Pafitis, 2020).
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CHAPTER 3

METHODOLOGY

1. Study Design

This study focuses on defining athletic wear and athleisure wear and how narrow
functional advantages in athletic wear have been used to create major brands in athleisure wear.
The study contains several examples of companies, both inside and outside the textile and
apparel industry, that started with a narrow functional advantage that expanded into a major
brand.

The primary focus of this thesis is three in-depth case studies of companies who
personify this transition from an athletic wear brand with a narrow target market to large
corporations with large, diverse markets in athleisure wear and even everyday apparel and
footwear. These companies each started with a narrow functional advantage of a product meeting
a specific need in the market. The case studies focused on three important questions of this
research and provided answers to those questions. The lessons learned in each of these case
studies are then compared with the lessons from the other case studies and then with the lessons
learned from the number of other examples. We are interested in finding out what were the
different tactics these companies have used to differentiate themselves from competitors, what
makes them unique, and what are the findings that can be extended to other companies.

2. Research Questions
The main context of the study in the case studies is the research questions. The research

questions are:
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A. How have companies that started with a narrow functional advantage in athletic wear
used this advantage to create major brands in extremely competitive athleisure wear
markets?
B. How have these companies who started with a narrow functional advantage in athletic
wear strategically expanded into other athleisure wear and casual wear markets?
C. How have these companies continued to create new competitive dimensions using new
technologies and market placement to grow into major brands?
3. Data Collection

This thesis research applies a secondary data research technique, gathering and analyzing
existing information gathered from published sources to answer the research objectives.
Academic publications, industry reports, articles, and other respected repositories related to the
subject are among the data sources. Secondary data allows for the evaluation of a wide range of
information and the identification of patterns and trends, making it an effective method of doing
research. This study uses a secondary data research strategy to investigate and comprehend the

topic of interest through thorough reading from numerous sources.
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CHAPTER 4

RESULTS AND DISCUSSION

1. Results

1. Nike

Question 1

How has Nike started with a narrow functional advantage in athletic wear and used
this advantage to create major brands in extremely competitive athleisure wear
markets?

In the middle of the 1970s, Nike was not only the market leader in sneakers but also in
invention. Their first product with a narrow functional advantage was the waffle sole shoe which
made the running shoe comfortable for runners. In 1971, Bowerman had an inspiration while
observing his wife Barbara prepare breakfast on a waffle iron. He observed the iron's grid-like
pattern and wondered whether that exact pattern could be used to reinforce the sole of the shoe.
He eventually figured it out while testing with numerous substances. The waffle outsole was
created when he substituted rubber for the batter. He attached the waftle sole to a pair of running
shoes and gave them to one of his athletes. Success was achieved. As a result, Nike's first shoe
launched in 1972, which was created in a waftle iron, was dubbed the "Moon Shoe." (Lal, 2022).
By creating air cushioning technology for sneakers in 1979, they dramatically improved running
comfort. At the beginning of the 1980s, Nike's mix of innovative design and shrewd and clever
advertising enabled it to beat the German athletic shoe company Adidas AG as that of the

industry leader in the United States. 1980 Nike went public. In 1981, Nike International, Ltd.
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was established to lead the company's expansion into Europe, Japan, Asia, Latin America, and
Africa in response to declining growth in the United States market (“Nike History, 2020).

For a while, this breakthrough in athletic footwear supported Nike's income, but by the
mid-80s, sales had begun to decline (Moore, 2022). It seems surprising that Nike, a master
advertiser, only acknowledged the value of marketing after their sales declined or the original
marketing wasn’t that effective in the year 1983 (Willigan, 1992). Michael Jordan gave Nike the
largest endorsement of all time in 1984. Although he had never worn Nike shoes previously and
was hoping to work with Adidas, he ultimately agreed to a deal after meeting with Nike. The
agreement included two Mercedes automobiles, $500,000 annually for five years, and custom
shoes. With Jordan's rise to fame, this contract was a huge success for Nike, and within a year,
sales of Air Jordans had reached $100 million (Moore, 2022). But later they again misread the
aerobics market, exceeded its data management, and launched a catastrophic foray into footwear.
The business underwent a time of intensive introspection as a result of all those issues (Willigan,
1992).

After this, Nike created casual shoes for non-athletes in an effort to diversify its market
past athletic shoes. Although their practical sneaker had a strange appearance, Nike was
convinced that people would buy it. They were mistaken, though. Nike's sales had decreased by
nearly $200 million by 1987, and 280 workers had been laid off in a single year as a result.
Although noticing a declining profit graph, Nike continued to take a direct approach to
marketing and sales. They concluded that it wasn't enough to merely concentrate on producing a
quality product. The group had to comprehend who the target audience was and what the brand
stood for. As a result, they did two things (Moore, 2022):

1. marketing was a part of their activities, and (Moore, 2022)
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2. positioned the client as the brand's focal point (Moore, 2022).

Nike ran significant efforts to make up for their mistakes and reclaim their market
position:

1) Nike released the Air Max in 1987, which helped runners reduce bounce.

Customers might also get customization based on their height, weight, and impact
usage (Moore, 2022).

2) The first time a Beatles song was used in a TV commercial in 1988 was in the Air
Max commercial which utilized Revolution as the soundtrack and greatly
increased sales of the new sneakers (Moore, 2022).

3) Based on this achievement, Nike created a slew of advertisements the next year
1989 using sportsman Bo Jackson to promote the slogan, "Just do it." (Moore,
2022).

Nike benefited greatly from these changes that occurred between the middle of the 1980s
and the early 1990s since they allowed them to distinguish themselves in the market. But
eventually, these changes were unable to attract and keep clients. Nike came to the conclusion
that they needed to do something special in order to stand out over time (Moore, 2022). Thus,
they started to come up with innovative marketing strategies. The sentiments of Nike
advertisements have always been powerful and stick with viewers for a long time. The
company's well-known "Just Do It" motto has been used in several memorable commercials
throughout the years. The business has developed a reputation as one of the industry's most
inventive advertisers. The top 6 most noteworthy advertising campaigns that propelled Nike up

the ladder were as follows (Gupta, 2022).

° Charles Barkley's "I Am Not a Role Model" (1993) (Gupta, 2022).
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° Tiger Woods ""Hello World” (1996) (Gupta, 2022).

° Kobe Bryant “Love Me or Hate Me” (2006) (Gupta, 2022).

° Equality (2017) (Gupta, 2022).

° What are girls made of? (2017) (Gupta, 2022).

° One Day We Won’t Need This Day (2020) (Gupta, 2022).

Marketing strategies which helped them secure a position in the market, are as follows.

A) Emotional/Storytelling Marketing:

One cannot not but shed a few tears when viewing some Nike video advertisements. Nike
advertisements may attest to the brand's emotional appeal. The composition of each video and
still advertisement teaches them life lessons (Graces, 2022). Nike is an expert at storytelling and
has been doing so for a very long time. Because they were athletes, its authors were able to
convey authentic stories. The three advantages of employing storytelling techniques in marketing
strategy: Be distinctive in a sea of similarity, cultivate a sense of camaraderie, and complete a
task (Nguyen, 2023).

Bill Bowman and Phil aimed to design clothes for athletes to help them reach their
greatest potential. The first characteristics of Nike that come to mind are its lightness, comfort,
durability, and support. Consumers who utilize Nike products build confidence in their talents
and learn how to mentally and physically prepare for life's challenges (Nguyen, 2023). Early on,
Nike established a narrative strategy to build consumer loyalty and improve brand recognition,
and it has continued to use this tactic to this day. Moreover, depending on the brand's essential

elements, they may easily produce ideas for fresh stories to write for the company that are
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relevant to the aspirations, goals, or lifestyles of the brand's target audience (Nguyen, 2023).
Nike has braided their entire marketing strategy into a narrative framework that motivates
individuals to overcome their anxieties and take action with Nike products. Nike's 2017 YouTube
advertisement titled "What are girls made of?" is a good illustration of this (Moore, 2022).

B) Product Positioning:

The greater a brand's strength, the quicker consumers may link it with a unique quality or
product. Nike has established its distinct character as an athletic brand through a variety of
promotional strategies over a lengthy period of time. Positioning of the product, however, is a
crucial aspect that underpins all these other factors (Nguyen, 2023). There is potential in this
industry, and purchasers should be diligent in their purchasing decisions. If customers find one or
two aspects of a brand's products that can be used to set them apart from rival products on the
market, the brand will achieve success (Nguyen, 2023). When Nike sells its products, they
consider providing them with refined attributes. Clothing that is breathable, eco-friendly, has an
outdoor theme, etc. gives the product an edge (Nguyen, 2023).

Nike had a clear objective from the very beginning of their organization, and by doing so,
they began to carve out their own market niche. Without realizing it, they were developing a
realistic portrait of their ideal consumer and target market. These individuals have the highest
expectations of a brand and are its most passionate supporters, if not evangelists (Rocchio,
2022). People act in this manner because they feel a brand should satisfy both their expectations
and their desire for more. This is what the phrase "high-expectation customer" alludes to.
Although these great athletes are a part of Nike's HXC, Nike is not just for them (Rocchio,
2022). Personas may be formed for their internal marketing strategy, but their external marketing

mix is based on the one characteristic that all of their ideal consumers share strongly: the desire
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to do more. In a Nike advertisement, you won't hear a scientific lecture on the unique features or
cutting-edge technology, and their marketing efforts don't boast that Nike is superior to Adidas,
Under Armour, Puma, or any other sports equipment competitor (Rocchio, 2022). You will find
several accounts of athletic achievements. Playing the recording is sufficient to convey the force
and sincerity of the strategy. At Nike, all ideas are welcome. It is their particular characteristic.
Every decision they've made and action they've taken has been geared to further and defend this
position. Years are required to build and rigorously preserve a deserved tradition, strict brand
consistency, and ongoing innovation (Rocchio, 2022).

C) Social Media Marketing:

Nike’s social media profiles show how successful the brand has become. Over 200
million followers on Instagram and over 9 million followers on Twitter (two most-followed
active channels) (Nguyen, 2023).

Tactics that are employed in Nike’s social media marketing strategy are:

° Collaborating with high-profile people:

Nike is not only consistent with its messaging on commercials and campaigns but is a
standout social media brand too. With over 200 million followers on Instagram and over 9
million followers on Twitter, Nike has an engaged audience with corresponding voices and
actions across platforms (Moore, 2022). Being a big brand in a multitude of industries, Nike has
collaborated with many celebrities and influencers. Their social media accounts consist of
high-profile faces in the sport industry: Tiger Woods, Serena Williams, Rafael Nadal, etc. each of
them is a notable individual and embraces distinct qualities (Nguyen, 2023).

° Use user-generated content (UGC):
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UGC is the content created by consumers and followers of a brand to express their
feelings or opinions around the products or the brand in general. Nike often posts user-generated
content on their profile as part of a campaign, Nike's "Better for it" campaign was a women
empowerment campaign that encouraged women to share their health and fitness goals with the
hashtag (#betterforit). This campaign was a mix of stories from female ambassadors and
customers worldwide and was shared by Nike across their platforms. The theme of this campaign
was to encourage women to take on new challenges and conquer them with confidence while
taking care of their bodies (Moore, 2022). For example, Nikewomen is a particular channel for
women on Instagram. The channel holds women empowerment content that inspires a healthy
and sporty lifestyle (Nguyen, 2023).

° Appear in customers’ conversations:

Nike has truly turned Twitter into a place to be heard from its customers. Customers can
have positive or negative conversations about the brand, however, Nike’s social media
conversations contain purest kinds of customers’ conversation and feedback. Social media
platforms are one of the most low-cost but effective tools for social hearing, where the opinions
are authentic and objective (Nguyen, 2023).

D) Unique influencer marketing strategy

Unlike traditional influencer marketing, Nike's strategy includes unique ways of carrying
out influencer collaborations that stand at the core of their marketing mix. Their campaigns
highlight high-profile celebrities and professional athletes like Michael Jordan, Cristiano
Ronaldo, and Serena Williams (Moore, 2022). The best part about the role of influencers in
Nike's marketing approach is how each post or commercial with them has a story around the

brand. This story stays true to the authentic composition of the brand, and its voice, and
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messaging. Apart from collaborations for commercials, Nike has also engaged in event
sponsorships as well as collaborations with hip hop musicians like Kanye West and fashion
designers like Tinker Hatfield (Moore, 2022).

Typing ‘“nike review” on the search bar of YouTube, there are hundreds of results.
However, the reasons behind this popularity that Nike gains includes a necessary element, an
affiliate program. Nike has utilized affiliate marketing to gain a broad spectrum of sports,
fashion, lifestyle topics solely on YouTube. The “Nike-related” topics are still popular searched
topics on YouTube because of the creativity of new influencers as well as innovative products of
Nike (Nguyen, 2023).

E) Benefit based marketing:

Benefit-based marketing advocates the benefits of a product's features rather than directly
advocating the features. It promotes the utility factor of the product, so consumers understand
how the product will help them. As for Nike, they've always focused on helping their consumers
become better athletes. Apart from ease of use and innovation, they also empower and motivate
consumers through their campaigns. This can be seen as an indicator of what the brand stands
for: empowering, swift, and athletic (Moore, 2022). And that's exactly what the consumers feel
upon purchasing and using Nike products, thus ensuring all-around consistency. Nike's goal is
less about selling shoes than it is for helping athletes stay healthy and fit. Through this
benefit-driven goal, they make sales and have become a people-loved brand over the years
(Moore, 2022).

Most Nike campaigns have a similar arc: a protagonist or multiple common people face
and overcome some challenge, incidentally while using Nike products. So, while it doesn't

explicitly promote the products, it promotes the feeling and the story related to the brand. Nike
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asked NFL players to work with their high school's respective football teams in a marketing
campaign (Moore, 2022). The video mostly highlights the importance of pushing yourself, not
giving up, and getting to the next level with little to no mention of the brand. This theme of
overcoming and facing the challenge remains constant and tells the consumer how Nike products
will make them feel (Moore, 2022).

F) Becoming a marketing and technology-based business:

Nike does not only sell shoes. They sell experiences through their product, marketing,
and technology. Technological innovations like self-lacing shoes which mold the shoe to the foot
shape when stepping in as well as flyknit technology which keep the shoe soft from the bottom
and snug from the upper are some of the greatest apparel innovations in history (Moore, 2022).
Beyond such innovations, Nike frequently creates fun and engaging commercials to connect with
consumers and bind them closer to the brand. Nike's "Winner stays" campaign is a great
example. It featured credible football professionals like Ronaldo and Neymar Jr. battle on the
field, which garnered over 107 million views on YouTube. Safe to say: Nike rules the
commercial world with their unique and story-backed campaigns to create an evergreen
positioning for the brand in the market (Moore, 2022).

G) Brand loyalty and recognition: The sneakerhead community.

Many collections or "shoe drops" (as referred to by sneakerheads) using the vintage
marketing of Retro Air Jordan releases have created a sense of exclusivity among sneakerheads.
Since 1985, nearly one hundred million pairs of Air Jordan have been marketed. This popularity
of celebrity shoe collections and Air Jordans may indicate that Sneakerheads have a greater
connection and engagement with their sneaker collections (Matthews, Cryer-Coupet, &

Degirmencioglu, 2021).
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A sneakerhead is aware that the sneaker resale industry has billions of dollars’ worth of
potential "in the air." It is anticipated that the sector would produce $30 billion worldwide by
2030. Some styles, like Nike's 2007 limited-edition "Freddy Krueger" Dunk Lows, can be resold
for anything between $40,000 and $95,000 (Altus, 2022). As the sneaker industry exceeds the
regular e-commerce marketplace, a number of young entrepreneurs have realized their
investments as a developing "asset class" and have shifted their shoe passion into high gear. John
Mocadlo, co-founder and CEO of Impossible Kicks, just introduced a million-dollar pair of
special footwear to the personal collection of his firm. One of Unbelievable Kicks' recently
purchased sneakers, the "What The" Air Jordan 1s, of which only 17 pairs were produced to
support a children's hospital in Portland, Oregon, is now reselling for a staggering $140,000
(Altus, 2022). Nike has effectively dominated the sneaker resale industry, with its labels
accounting for almost 27% of all shoe retail sales worldwide. Air Jordan and Dunk Low versions
have acquired popularity as "streetwear" and are reselling at both low and upscale price ranges
(Altus, 2022).

Question 2
How has Nike who started with a narrow functional advantage in athletic wear

strategically expanded into other athleisure wear and casual wear markets?
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Starting with the narrow functional advantage of first a better fitting running shoe and
then the waffle shoe for long-distance runners, Nike strategically expanded into other sports
shoes, then sports apparel, and then latter sports accessories. Their focus on athletic wear with
high quality and functionality based on new technologies has led to their expansion into an

athleisure wear major brand where athletes, would-be athletes, and millions of others who never

play sports have endorsed the brand.
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In 1990, Niketown, a novel retail-as-theater concept, opened for the first time in Portland,
Oregon, spawning over a dozen additional Niketown locations in the United States and
internationally. In 1996, Nike Golf reportedly paid Eldrick "Tiger" Woods $5 million per year to
sign him. Woods was a young golfer with immense aptitude, but he had yet to prove himself
(“Nike History”, 2020). In 1999, Nike established a web division, introduced its e-commerce
website, and began selling its goods to consumers online ("Nike History", 2020). Nike then
introduced Nike Shox in 2000 ("History of Nike," 2020).

Nike joined the electronics sector in 2006 by releasing a sportswear line called Nike +
iPods. Now, the needs of athletes were more important than the items themselves. The most
cutting-edge portable equipment for sports, this device monitored the length and pace of a run or
stroll. The 1Pod was connected wirelessly by a microelectronic chip that was put into the shoe
(Moore, 2022). After this invention gained enormous popularity and attention, the company
introduced an improvement in 2008 with the Nike + Sportband kit. The chip may now be simply
linked to the computer to download findings, eliminating the requirement for the iPod. Another
option that improved on the original idea was the Nike+ Sportwatch combo. In order to do away
with the requirement for an in-shoe chip, Nike released a running app for iPhones in 2010
(Moore, 2022). The software tracked outcomes instead by using the phone's accelerometer. With
the use of this technology, Nike amassed a community of six million members that put the
company well ahead of its rivals. Along with providing athletic garb, they also helped aspiring or
committed athletes maintain their health and keep improving their equipment (Moore, 2022).

Through improved connection, data accessibility, and analysis, Nike became more
accessible to its consumers than ever before. After the middle of the 1980s, Nike began putting

the customer at the forefront of its efforts in terms of product design, positioning, and marketing.
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One instance is the 2012 "Find your greatness" ad, which featured everyday people and
sportsmen pushing themselves to new heights (Moore, 2022). Consumers were urged by the
promotion to challenge preconceived notions and break through barriers. The "Dream Crazy"
advertising campaign with athlete Colin Kaepernick is another excellent illustration. produced by
Nike to commemorate their 30th anniversary and the "Just do it" line. The campaign had a strong
signal and had words that had a big impact, such as "It's okay if people sneer at your abilities and
call your aspirations insane. Hold on to that." Despite the protests around Colin Kaepernick and
the NFL making the campaign contentious, it was largely effective in getting people's attention
(Moore, 2022).

Profits eventually declined, despite excellent items and effective marketing initiatives.
The only answer was to increase the importance of the consumer and prioritize their
requirements. Nike spoke to many individuals, spent time in the gym and on tennis courts,
attended amateur sporting events, and studied need tendencies to assist in understanding
customers (Moore, 2022). Observational methods were also used to further market research,
including spending time in stores to observe customer interactions, monitoring advertising
treatment outcomes, and examining dealer data. They recognized that, in addition to the
customer, it was crucial to establish what the brand represented and stood for, which gradually
influenced their message and advertising campaigns (Moore, 2022).

In 2015, Nike introduced their FlyEase collection specifically for those with impairments.
After executive Jeff Johnson had a stroke that greatly limited his movement, Nike first began
developing adapted footwear. A letter from high school student Matthew Walzer, who was born
with cerebral palsy and expressed his desire to put on and tie his high-tops without the assistance

of his parents, served as more inspiration for the business (Girling, 2021). The Zoom Soldier 8
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FlyEase, a basketball shoe featuring a zippered heel to make it easier to slip on, is the end
product. The newest sneaker to join the FlyEase family is this year's hands-free GO FlyEase.
Some people may wonder, "That's so easy; why hasn't someone thought of this before," when
they examine the GO FlyEase's mechanisms (Girling, 2021). They certainly could have. The
most effective people to develop solutions for their lived experiences are the communities of use
themselves, which is at the heart of inclusive design. When creating their FlyEase range, Nike
interacts with people who have disabilities, from recreational athletes to pros like wheelchair
fencer Beatrice Vio and Paralympian Sarah Reinertsen. The shoe's two main inventions are a
huge, very robust elastic band known as the tensioner that wraps around the whole shoe and a
hinge with an "open" and "closed" posture in front of the heel (Girling, 2021). The hinge locks
shut when pressure is applied to the heel, allowing the elastic band to tightly secure the shoe.
You lay a foot on the rear of the heel kicker of the other shoe and lift your foot up to remove the
shoe. When you do this, the hinge "pops" open, allowing you to remove your foot (Girling,
2021).

Nike Inc. became the first sports clothing manufacturer to have its emblem appear on
club jerseys when it was awarded an eight-year merchandising and marketing deal with the
National Basketball Association, taking Adidas' place as the league's only supplier of gear.
Starting with the 2017-18 season, Nike, which has maintained a marketing partnership with the
NBA since 1992, served as the league's official on-court gear supplier (Reuters, 2015).
Additionally, the new contract makes Nike, the biggest shoe manufacturer in the world, a more
prominent presence at Women's NBA games and a marketing partner of the NBA Development

League, the league for minor league basketball (Reuters, 2015).
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2019 sees Travis Scott and Nike. Rapper kept followers just on edge of their seats in 2019
with a slew of restricted shoe releases, updating icons along with the Air Jordan 1 High and Low,
the Air Force 1 Low, and the Air Jordan 6. The joint efforts included allusions to Texas and
Scott's record label, Cactus Jack (Wadhwani, 2022).

Building on their strategy of functionally superior athletic wear, Nike unveiled a fresh
approach dubbed "Consumer Direct Offense," that emphasizes on the pace of product
innovation, speed-to-market, and direct customer involvement (Danziger, 2018). Nike is
concentrating on using this software for item debuts, reservations for items, and other services
like scanning things for further information and skipping lines with self-checkout. The Nike app
has already been downloaded by more than 100 million Nike users, and the corporation hopes to
treble that figure by 2023. Nike Live: Considering local demand, Nike chooses shop locations
and product assortments (Danziger,2018).

Nike is digitizing its entire supply chain, according to Express Lane. Based on current
customer data, the express lane enables product changes for best products, such as new materials
and colors, and restocks stores in as little as two days (Parker, 2018). Nike is committed to
addressing the demands of its customers for customization and personalization via ongoing
product innovation. For this reason, consumer data and analytics firm Zodiac was bought by
Nike. Adopt BB from Nike, which stands for "basketball," has the ability to actively change its
shape, connects to your smartphone of choice via Bluetooth, and gathers an unprecedented
amount of information about human movement, comparable to that of Nike's own internal
Quality Lab, besting even Nike+ in this regard (Wilson, 2019).

Nike's innovation-focused strategy is utilized to increase membership, connection, and

exchange rates, which drives the company's revenue growth. Before the COVID-19 epidemic,
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Nike made a variety of sensible digital investments, including the launch of its mobile
applications (the NIKE mobile app, the SNKRS mobile app, the NTC (Nike Training Club), and
the NRC) (Nike Run Club). Nike's exercise app, the Training Club, alone had a 30% boost in
sales during the outbreak in China. Nike started restructuring its supply chain to fit its
increasingly digital, direct-to-consumer (D2C) strategy after maybe seeing the writing on the
wall. The business also built a "distinctive railway," a customized, fast train running from Los
Angeles to Memphis, to transport goods between its omnichannel facilities and the largest
container ports in the nation. People, like numerous associations, enhanced their use of physical
robots (also known as co-bots, short for collaborative robots), cutting-edge demand-sensing
technologies, and inventory optimization tools to not only allow faster purchase orders and
enable them to triple their order potential during the festive period, but also enhance the
precision of request forecasts and reduce their influence on the environment. With regard to
Nike's lengthy objectives for digitalization, the race has just started. In April 2022, Nike
announced the appointment of Dantley Davis as vice president of digital design. The extensively
replicated digital interface for Netflix was created by longtime market participant Davies, who
later served as Twitter's first chief design officer. This action foreshadows the beginning of a new
age of invention (Wadhwani, 2021).

An illustration of how Nike has expanded from athletic wear to athleisure wear, is its
launching of a maternity line in 2020. The assortment is formulated to accompany women
throughout the various phases of gestation and postpartum and is a component of Nike's broader
initiative to cater to female sports enthusiasts (“Nike Launches a Maternity Line,” 2020). Nike
has recently launched a new line of apparel, called Nike M, which caters to the needs of pregnant

women. This move comes more than a year after the company was subjected to a congressional
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inquiry, following accusations of discriminatory practices against female athletes who were
pregnant (“Nike Launches a Maternity Line,” 2020). During 2018, the prominent sportswear
corporation has navigated a challenging balancing act of attempting to cater to a broad range of
female athletes, all while confronting allegations that its organizational culture and internal
protocols have had adverse effects on women. Nike has recently introduced several new
products, including a sports hijab, a line of clothing designed for plus-size individuals, and
jerseys for the women's World Cup soccer team (“Nike Launches a Maternity Line,” 2020). Nike
has recently launched its inaugural collection, named Nike M, which caters specifically to
pregnant women. The current surge in maternity sportswear can be attributed, in part, to the
expanding athleisure trend. This trend has resulted in a growing demand for flexible clothing,
which was previously limited to athletic activities, among consumers, including expectant
mothers, for everyday wear. The trend could potentially be expedited by the current
encouragement of physical exercise for pregnant women, which contrasts with the previous
discouragement of such activity (“Nike Launches a Maternity Line,” 2020).

Without a doubt, Nike is developing and expanding annually. The company's innovation,
consumer-focused promotions, and customization will be significantly responsible for driving

direct-to-consumer sales in the future (Moore, 2022).
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Figure 10: Nike's revenue worldwide in the fiscal year of 2021, by segment in million U.S.
dollars.
Source: Statistics

Nike's apparel division generated an estimated 13.6 billion U.S. dollars worldwide in
2022. Nike's footwear business generated an estimated 29 billion U.S. dollars globally that year,
making the footwear business the world's biggest division (Tighe, 2022).

Nike is with no doubt known for its athletic gear and athletic wear in different sports, but
as their target market varies so drastically that the shoes, apparel, and accessories are
increasingly seen as athleisure wear. People are influenced by athletes and buy athletic goods.
Athletic goods have high quality and contain various functions and are more expensive from
normal clothing. Many non-athletes are attracted to athletic wear, its functions, its style, and

perceived quality. Thus, Nike establishes a strong brand position in athleisure wear.

68



Question 3
How has Nike continued to create new competitive dimensions using new
technologies and market placement to grow into major brands?

One of the newer competitive dimensions for Nike has been as a leader in digital change
in the athletic wear industry. The company's approach has long included e-commerce, in-store
experience technology, and artificial intelligence (Al). Most lately, it has taken advantage of the
enthusiasm around cutting-edge ideas like the metaverse, NFTs, and web3. Nike's metaverse
environment, Nikeland, leverages the Roblox platform to connect and mingle with its users,
participate in contests, and offer a variety of experiential marketing (Mar, 2022).

Whenever it comes to companies showing how a "sell the lifestyle" mentality can be used
just as successfully online as it is offline, Nike is setting the bar high. It has therefore been
effective in transferring its capacity to foster an aspirational attitude into the virtual world, both
in terms of attractive, stylish things that players may acquire and via competition, challenges,
and the chance to brag about accomplishments and high scores. This makes it a fantastic example
of a company that has integrated digital transformation into its core values and identity, giving
them a competitive edge (Mar, 2022).

Another competitive edge is that they are also known for their creative and exclusive
collaborations. One of these collaborations is the NASA partnership, The space motif was
initially only a hazy concept, but NASA's participation expanded its application (Collect space,
2019). Nike has also created a collection of clothing and accessories that carry on the NASA
concept in addition to the sneakers. The Apollo mission patches, the NASA emblem, and the
Palmdale zip code are also shown on the clothing. A new pair of footwear was inspired by a

basketball player's personal connection to NASA. The Nike PG 3 X NASA sneakers take design
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elements from Paul George's birthplace which he shares with NASA's legendary space shuttle
fleet. This shoe is intended for young people who dream of becoming astronauts or professional
sports (Collect space, 2019).

Adding to their competitive edge, although Nike is a newcomer towards the fashion
industry, it is beginning to behave and spend like one. Numerous factors contribute to Nike's
newfound prominence in the fashion industry. Abloh, Riccardo Tisci from Burberry, Kim Jones
from Dior, and Rei Kawakubo, the originator of Comme des Gargons, are just a few of its
collaborators that collectively might create a fantastic fashion week (Wolf, 2018). Having grown
up obsessed over Nikes, a younger breed of designers is now painstakingly creating shoes in
their likeness. And today's culture favors casual clothing like hoodies and sweatpants that go
great with shoes. Nike is working with the trendiest designers around the world and sharing its
infinite technology, including status, luxury-house level design, and big-name designer
credentials (Wolf, 2018). Nike carefully selects designers to collaborate with new models so
they can market the footwear to a market that is continuously seeking out the latest trends.
Before any talks, Nike will know what it wants to accomplish with a designer (Wolf, 2018). Nike
has discovered a method to maximize the benefit of its designer partnerships by collaborating
with sportsmen. LeBron James' sneaker was created by Elliott and Nike, while Serena Williams'
whole U.S. Open outfit was designed by Abloh. Nike is also bringing fashion and sport closer
together than ever by pairing its brightest minds with its greatest talents (Wolf, 2018).

Nike is a household name for sports apparel, so it seems logical that the firm is expanding
more into the expanding athleisure market. More particularly, Nike is making a major play in the
market for athleisure wear with its cozy, stylish, and active apparel and footwear. In order to

make fashionable tees, sweatshirts, and jackets that combine form and function, Nike is fusing
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traditional materials like polyester and spandex with cutting-edge production processes in the
way these fabrics are woven (Petro. 2015).

Nike currently owns Jordan Brand (created in 1984) and their only subsidiary Converse
(acquired in 2003). Nike also acquired a digital sales company Datalogue in 2021, a machine
learning technology company based in New York.

Nike's strategy combines product innovation, brand strength, and international growth.
They simply seek to retain a thin margin on each product they sell while keeping a low-cost
structure and high revenue (Hughie, 2022). Nike has so far been able to maintain their position as
one of the most lucrative businesses in the world because of this approach. Nike must keep
innovating both their products and their marketing approaches to preserve their competitive
advantage. They must also keep a tight check on their expenses because any rise in costs might
reduce their profit margins (Hughie, 2022). They must also keep entering market opportunities
because doing so will allow them to connect with even more clients and foster the expansion of
their company. Nike is doing many things right, including the reported future movie (Hughie,
2022). They are growing into new areas, have a great brand, and place a lot of emphasis on
development. They also have a strong web presence and employ efficient marketing techniques.
Nike has a distinct advantage over other companies thanks to these factors (Hughie, 2022).

To conclude, their competitive edge with respect to the case studies:

° Marketing Strategies

° Product design

° Multipurpose gear and wear
° Collaborations

° Market expansion
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° Acquiring different companies
) Incredibly Strong Brand Recognition

° Brand Slogan and Brand logo

° Diversified Product Line

° Strong Focus on Innovation

° Global Presence

° Strong Financial Position

° Large and Loyal Customer Base

° Strong Relationship with Suppliers

° Strong Online Presence

° Cost-effective advantages
Conclusion:

Nike has continually evolved to meet the needs and desires of its consumers, while also
taking on social and cultural issues through its marketing campaigns. Their willingness to take
risks and stand for social issues has at times caused controversy, but it has also allowed the brand
to stay relevant and resonant with consumers. Overall, Nike's commitment to innovation,
inclusivity, and social consciousness has helped solidify their position as one of the world's
leading athletic brands and growing athleisure brands. Nike is a leader in digital change in the
sports apparel industry, utilizing various technologies such as e-commerce, in-store experience
technology, and Al to stay at the forefront of culture. Nike's push into the athleisure market,
particularly for women, is a testament to the company's continued efforts to innovate and stay
relevant in an ever-changing industry. Nike is recognized for their athletic gear and sportswear,

yet its target market is so diverse that their shoes, clothes, and accessories are utilized for many
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uses other than sports. Customers who workout and don't workout still wear Nike to work,
sports, cafes, festivals, engagements, and more.

2. Lululemon

Question 1

How has Lululemon started with a narrow functional advantage in athletic wear
and used this advantage to create major brands in extremely competitive athleisure
wear markets?

In 1998, Wilson founded Lululemon Athletica. Chip Wilson relied on yoga instructors to
test his products and provide feedback. His narrow functional advantage was a blend of nylon
and Lycra dubbed Luon yoga pants that reduced chafing (“How Lululemon Built” 2022).
Lululemon Athletica, Inc. focused on marketing a lifestyle rather than a product. Even those who
are not exercising are wearing the firm's items as fashion accessories. Lululemon is virtually
synonymous with activewear. They are a true athleisure wear brand. Numerous sources credit the
retailer with the rise of yoga trousers and leggings, thereby establishing a new genre of
activewear (Salpini, 2022).

The firm's approach centers on positioning its branded goods as means of responding to a
joyful and active lifestyle (Percival, 2022). The firm relies on a small collection of suppliers to
supply textiles or manufacture its products (Percival, 2022). The firm's operations sales strategies
team up with regional business owners and sportsmen who are passionate about their regions and
improving both their own and the communities around them. The company wants to prioritize
excellence above bulk in all facets of its operations (Quiroz, 2018). Three programs wholesale,
yoga hard products, and team programs are in place under the firm's operations sales division.

Lululemon's squad initiative is used to build enduring bonds with sports teams, gyms, and yoga
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studios that are enhancing their neighborhoods by setting exemplary examples of fitness and
wellness (Quiroz, 2018).

Lululemon has established a policy stipulating that all vendors must be open, transparent,
and helpful by just granting full access to facilities and disclosing all places, assets used in
manufacturing, and procedures. When the chance arises, vendors are required to minimize waste
generation and encourage reuse and recycling. The organization has a process wherever suppliers
are compared and evaluated to see if they maintain ideals comparable to those of the firm
(Quiroz, 2018).

Most athletic wear companies like Nike, Adidas, and Under Armour invented new and
improved products in the 2000s. The chronology of Lululemon's market entry is therefore rather
amazing. In a crowded market controlled by large companies, Chip Wilson discovered a means
to grow his firm by concentrating on a narrow functional advantage without directly competing
with the titans (“Lululemon Marketing”, 2022). The brilliant move was not trying to make a dent
in a saturated market, but rather opening up a brand-new one for Lululemon. It created a whole
new class of clothing by fusing the practicality of workout clothes with the upscale appearance
and feel of streetwear. Lululemon became the first company to popularize the phrase "athleisure
fashion" because of this decision that also revolutionized the athletic and apparel industries
(“Lululemon Marketing”, 2022).

Lululemon was able to dominate its market by portraying its goods as lifestyle wear that
looks wonderful in daily life and performs well during workout. Chip Wilson, who has
experience designing clothing, created the yoga pants to be cozy and attractive to female bodies
(“Lululemon Marketing”, 2022). Additionally, the fabrics used in Lululemon's items are

textured, bidirectional, and texture-based, and they have a water-repellent finish with
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Silverescent technology. The creators created their unique innovation using manufactured fabrics
with names like Luon, Nulu, Luxtreme, and Nulox based on how much confinement they
provide and what the intended use of the clothing is (yoga, train, or run) (“Lululemon
Marketing”, 2022).

Strategies which made them enter the market successfully were that its brands were of
high quality, they had real as well as unique functionality, and they created devoted customers
who continued to purchase products at full retail price (Kent, 2022).

1) Product Excellence:

An example of how they have differentiated their brand is the story of a blogger named
Shannon. Shannon owns upwards of 500 items of Lululemon clothing, including 20 sets of each
of the two separate headband styles, 50 skirts, 30 racerbacks, and 70 pairs of luon trousers. She
started collecting in 2010 and analyzes products in-depth on her site (Kent, 2022). She is a
Lululemon specialist, and her comments receive thousands of monthly viewers. She argues that
Lululemon seems to have no rivals due to style elements like the bright stripes on several
trousers, the ponytail holes in some sweatshirts, and the card pockets on the waistband of most of
their trousers. She occasionally purchases items from other businesses that employ textiles of a
comparable caliber, but she consistently returns to Lululemon (Kent, 2022).

The business keeps innovating with new fabrics and products, which supports its ability
to retain the high prices. The business combines its lab work with customer research (Kent,
2022).

To make sure it's matching its efforts to clients' needs, established products must offer
freshness. For instance, after noticing that customers occasionally sized up to attain a much more

casual atmosphere in their leggings, sizing down to feel more squeezed, a lightweight Nulu was
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created. The material is intended to give the person the dual sensation of wearing absolutely
nothing and anything they could ever require (Kent, 2022).

Although well-established athletic wear companies like Nike and Adidas were also
founded on this kind of research and development for many years, Lululemon was unique in
targeting the wealthy female market (Kent, 2022).

2) Cult like community:

Lululemon also employs a community-focused marketing strategy. It accomplishes
everything through both its community concerts and its connections with influencer marketing.
In essence, marketing people are influencers like nearby yoga instructors (McKinnon, 2022). On
behalf of Lululemon, these advocates offer free yoga lessons, and both repeat and potential
customers attend. Advocates receive benefits like free apparel in return for instructing lessons.
Lululemon normally does not pay endorsement money, instead choosing to work with athletes
that share its beliefs. Lululemon's success can be attributed in part to the fact that it hasn't
wavered from its basic goal of fostering community through leadership (McKinnon, 2022).

In contrast, thanks to its consumer content and ambassador program which has 1,500
participants, Lululemon has built a far stronger community. Word-of-mouth advertising was
always the goal for Lululemon, according to founder and former CEO Chip Wilson. In the start,
Lululemon had very little money to spend on marketing, so Wilson's objective was to promote
brand recognition through word-of-mouth marketing with buyers raving well about the caliber of
Lululemon goods (McKinnon, 2022).

Lululemon, for instance, hosts Sweatlife events. Lululemon refers to its active consumer
and supporter group as the Sweatlife. Such gatherings, which may last for many days, feature

limitless yoga, meditation, speeches, seminars, and sweat sessions (McKinnon, 2022). Courses
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range from intense trampoline workouts to boxing and spinning. Previous Sweatlife events have
featured classes from well-known yoga instructors including Janet Stone and Barron Baptiste
(McKinnon, 2022). Developing a cult following like Lululemon has is difficult. The majority of
businesses actually just have transactional relationships with their consumers. A fantastic email
list and a wonderful community are not the same thing (McKinnon, 2022). Community is created
by continuously and sincerely investing in others over time. A global sales concept known as
reciprocity is tapped into by investing in your customers and Lululemon does it amazingly
(McKinnon, 2022).

The cult-like loyalty that motivates customers is the real magic ingredient that has
developed and strengthened Lululemon's brand. There are several athleisure companies that are
equally sophisticated as Lululemon, but none of them can draw in as many customers (Kent,
2022). The reality that the company was early to a local market that few people in the late 1990s
believed might become popular, let alone alter how we appear or contribute to a culture
phenomenon, accounts for at least some of the company's strength. Big athletic companies
weren't focusing on the yoga sector or women when Lululemon was formed (Kent, 2022).

3) Selling the Lifestyle:

Lululemon has maintained strict control over its distribution from the start, contributing
to the brand's cult-like appeal and enhancing its uniqueness. Because it has a relatively small
number of wholesale partners, customers must visit either one of the company's own stores or go
straight to the internet to get the desired pair of Lululemon leggings (Kent, 2022). Because
Lululemon avoided wholesale from the start, the firm has been able to maintain tighter control
over price, product selection, and marketing than rivals that sell through third-party distributors,

ceding control and splitting margins. Even when rivals flooded the market with less expensive
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substitutes, increasing the temptation to decrease prices or relax the restraints over sale outlets to
broaden distribution, the corporation has steadfastly committed to its approach (Kent, 2022).

The Lululemon stores themselves are useful instruments for the business to interact with
their neighborhood. The task of having genuine dialogues about the product with customers or
visitors was self-consciously referred to by the sales professional as being an educator. In
addition to hosting regular run groups or yoga classes, several establishments also sell sportswear
(Kent, 2022).

4) Diversifying the products:

The firm aims to quadruple global sales by the end of 2023 and double its men's and
digital revenues from 2018. Although entering a new sector is risky for a company with such a
strong culture, customers' acceptance of sportswear for more frequent usage and the rise of the
wellness industry have given Lululemon new options (Kent, 2022).

Many people were shocked by the company's successful transition from female-centered
yoga to the men's market. Its menswear is appealing because it combines comfort and elegance.
Its most popular anti-ball crushing trousers include a unique gusset that distributes strain away
from the crotch. Although they feel like sweatpants and may be classified as athleisure wear,
they are sophisticated enough to wear to work (Kent, 2022).

The firm is also pressing forward with its international growth, paying special attention to
the Chinese market where it sees opportunities in rising interest in health and fitness. The firm's
proven roots decisions were made, which quickly raises brand recognition amongst core local
customers, and supports development in the new and expanding territories (Kent, 2022)

5) Unwavering focus.
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Lululemon was established in 1998, more than 20 years ago. With such a devoted
audience, it might have grown to include many different categories (McKinnon, 2022). Instead, it
made the decision to stay true to itself, just lately branching out into new markets like footwear.
Discipline is difficult. Because they have an insatiable desire for what's trending, many retailers
wind up in difficulty. Lululemon is not a store where you get lost in a bewildering number of
options (McKinnon, 2022). Instead, compared to other merchants, it has a limited selection of
products. It's not like entering a Nike store and being overrun with a variety of things for a
variety of sports. In 2020 approximately 70% of lululemon’s business still came from women.
Lululemon is working on growing its men’s business and its new footwear line (McKinnon,
2022). The expansion into more menswear isn’t a huge leap especially since lululemon has spent
decades honing its craft in clothing and accessories. Now that Lululemon is far down the
learning curve it feels like the right time to launch a new category like footwear in 2022
(McKinnon, 2022).

6) Social Media Strategy:

Lululemon understands the value of its social media presence. Considering their Twitter
account. Dedicated clients receive a ton of supportive tweets from Lululemon. This company
promises to respond to as many consumers as possible despite having around a million followers,
engaging their audience and forging strong bonds of empathy. One other method Lululemon
encourages its clients to live a life of wellbeing, awareness, and potential is through these social
connections (Policella , 2023). They have also used some inventive real-world strategies for their
marketing that are off-screen. An in-store picture session and dance celebration marked the
conclusion of this interactive launch for their new Chargefeel exercise sneaker, which also

included several Instagram teaser images (Policella , 2023).
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With their Chicago experience shop, they've advanced the situation. Lululemon has
provided its clients with a location that matches their lifestyle by housing multiple workout
studios, a fuel bar with wholesome food and smoothies, and opportunities to test out apparel at
various courses (Policella , 2023). It's no secret that Lululemon is one of the most recognizable
athletic wear brands in the world, almost founding the "athleisure" business. Due to their
widespread notoriety, they have drawn a wide range of clients, including elite athletes and Gen
Zers who go to the library wearing Wunder Under tights (Policella , 2023). The challenge of
reinforcing their principles of wellbeing and leading a healthy lifestyle came with this
accomplishment. It's not always necessary to hold large festivals or events to provide your
customers an amazing experience; you can occasionally accomplish it from the convenience of
their home (Policella , 2023).

With the introduction of Lululemon Studio and the MIRROR, the company has achieved
this. Customers who buy the Studio Mirror have the option of subscribing to a Lululemon Studio
membership, providing them access from the convenience of their home to more than 10,000
exercises led by elite trainers (Policella , 2023). However, Lululemon also uses it outside the
house. They held a Studio Tour to introduce this online course, giving users the option to attend
lessons at temporary sites like malls. They also organize an annual 10k tour so that members of
their community may get together and participate in the "running celebration." (Policella ,
2023). This commitment to their consumers demonstrates that they place equal importance on
providing top-notch training experiences and top-notch gear. These kinds of incidents
demonstrate that Lululemon is more than just its recognizable ohm symbol; it is a way of life

(Policella , 2023).
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Question 2
How has Lululemon who started with a narrow functional advantage in athletic

wear strategically expanded into other athleisure wear and casual wear markets?
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Figure 11. Lululemon Timeline.

Source: Compiled by the author based on the case study.
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Starting with the narrow functional advantage of creating yoga pants that reduced chafing
for women and then strategically expanding their target market creating anti ball crushing pants
for men, and then expanded into sports shoes. The emphasis on athletic wear that exhibits
superior quality and functionality through the integration of innovative technologies has
contributed to the advancement of the athleisure wear phenomenon.

Wilson established the first legitimate Lululemon store in Vancouver, British Columbia,
in the year 2000. In 2005, Lululemon had 15 stores in Canada, three in the United States, along
with one each in Australia and Japan. They had also broadened its line of goods to include tops,
shorts, jackets, sweaters, yoga trousers, and undergarments ("How Lululemon Built," 2022). In
addition, there were purses, water bottles, yoga mats, and hair accessories included. Ever since, it
has developed numerous novel fabrics ("How Lululemon Was Created," 2022). Many of its more
recent fabrics are branded and designed for specific applications. Luxtreme is a four-way stretch,
moisture-wicking fabric designed to suit like a second skin (Bhasin & Porter Jr, 2018). Nulux is
a compression material designed for more intense exercises. Lululemon markets Silverescent as
its "stink-conquering technology," which uses silver bonded to the surface of fibers to prevent the
reproduction of microbes. A T-shirt manufactured from the fabric costs $68. (Bhasin & Porter Jr,
2018).

In 2005, Lululemon's innovative fabric, Luon, which contains a higher proportion of
nylon microfiber than the more common polyester blend, was patented in the United States
(Bhasin & Porter Jr, 2018). Lululemon Athletica went public in 2007.

The Ivivva brand, which sells athletic apparel for young women, was introduced in 2009.
The choice to tone down Ivivva in 2017 was taken as a means to pull the corporation out of a

decline in same-store sales and engage in its primary adult business. Lululemon has stated that it
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aims to double its men's business, double its online sales, and quadruple its international business
by the year 2023 (Thomas, 2019). Lululemon's move to discontinue its children's brand in 2020
occurred after the store already had substantially scaled back its activities, shifting it's own
business primarily online a few years prior (Salpini, 2019).

Since launching its men's business in 2014, numerous men's introduction to the company
was a pair of ABC (Anti- ball crushing) pants, that also allegedly use an adaptive gusset to
eliminate tension from the crotch of the pants. Retail price is $128 (Debter, 2022). In 2018,
Lululemon and the menswear juggernaut Mr. Porter collaborated to produce an exclusive range
of athletic gear for men. Clearly, the primary objective of this campaign was to boost male
awareness and online clothes purchases via Mr. Porter's site. What a simple but efficient strategy.
To market its products and active lifestyle, the corporation stresses cycling, fitness, and running
in addition to yoga, which is less attractive to men (Kurichenko, 2020).

In 2019, Lululemon Athletica launched a fresh Streetwear Brand, which would be
available on the internet and in target retailers. Due to the fact that Lululemon by now serves a
population willing to spend nearly $100 on an item of yoga pants, it's indeed perfectly positioned
to make an impact in the luxury-streetwear sector and broaden its addressable market (Ballard,
2019). As half of the debut collection, Lab offers an assortment of apparel that is notably distinct
from Lululemon's primary variety. There are items for men and women, as well as unisex
components. With Lab, Lululemon follows a trend among luxury products firms that are
beginning to target so-called HENRYs (high-earners-not-yet-rich) (Ballard, 2019). Currently,
streetwear has a massive effect on fashion. The HENRYSs, the younger influx of high spenders,
do not value conventional luxuries such as fancy leather products. Rather than, they place a

premium on quality as well as resale value, as well as they seek out distinctive brands.
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Furthermore, the restricted items in Lab should satiate millennials' wish for residual value as well
as a one-of-a-kind merchandise (Ballard, 2019).

Lululemon has launched a line of athletic footwear. In 2022, the Blissfeel running shoe
was released as part of the successful sportswear brand's first footwear range. The design
procedure behind the running shoe that is tailored to the needs of women's feet is astounding. In
Lululemon's estimation, it required "Four years of testing and refinement. The volume of
scanned feet is above a million. Several cycles of wear testing were conducted. Designed with
females in mind first." It is the year 2023 (ETonline Staff, FY2023). Lululemon is starting off
with women's sizes for their shoe collection, but they have plans to expand to men's sizes in 2023
(Southwick, 2022).

Lululemon initially targeted rich female clients between the ages of 18 and 35. Since
establishing its men's line, the company has widened its target market and no longer favors one
gender over another. Lululemon's current target demographic consists of upper-middle-class men
and women between the ages of 18 and 35 who have this fitness mindset (Quiroz, 2018).

During the months of May through July of 2020, when the coronavirus outbreak was at
its peak, a staggering 61.4% of Lululemon's sales were made online, illustrating the flexibility of
the company's business strategy during a period when physical purchases were outlawed (Patel,
2022). To gain the advantages of having a greater proportion of sales originate via the DTC
channel, the ability to remove the middleman is vital. All of Lululemon's goods are sold
primarily via a global network of 552 corporate shops, allowing the company to have a closer
grip on inventory levels. Due to this, the corporation can avoid price decreases that would be
costly and possibly detrimental to its reputation. Lululemon now has complete control of

customer interactions (Patel, 2022).
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A) Membership Applications

During 2018, Lulu conducted a Membership Program trial program in Edmonton and
Denver. During the trial, the cost was $148 per year (or $128 per year in Canadian dollars). In
2020, the fee was raised to $168 per year, and the service has indeed been spread to Toronto,
Chicago, and Boulder. A subscriber will receive one happy to accept free service (typically a pair
of Align pants), a follow up care fellowship that allow individuals to use their ticket once each
month to undergo participating fitness/yoga studios, a 20% discount (up to ten items) on birthday
week shopping, early access to products, and personal development content (Rezwan, 2020).

B) Mirror Acquisition

In 2020, Mirror was acquired by Lulu for $500 million. Following the acquisition of
Mirror, Lulu's market capitalization increased by almost $14 billion in just two months (Rezwan,
2020). Mirror, established in 2016 and introduced in September 2018 by a former Lululemon
ambassador named Brynn Putnam, provides at-home fitness studio life experience that
incorporate a screen and a mirror that hangs on a wall to deliver live and on-demand content
ranging from boxing to yoga and meditation while allowing the customer to view their physical
form. Mirror obtains access not just to Lululemon brand advocates, but also to a far larger
consumer base and a broader marketing reach under a brand umbrella with cult status (Rezwan,
2020).

C) Establishing Circularity

By 2025 Lululemon provides customers with additional choices to resell, repair, and
recycle their items, therefore extending the items' useful life. In an effort to create a circular
ecology and alter the linear approach to clothes, this is being done. Less clothes will wind into

landfills, hence reducing emissions that enter the atmosphere (Junqueira, 2022). Circularity is a
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unique approach, and Lululemon understands that it will need a great deal of innovation and
teamwork to achieve this objective. However, they feel their business model is well-positioned to
achieve this objective. They are also developing innovative designs for their goods that will
enable them to endure longer, be recyclable, and cause less environmental damage during
manufacture (Junqueira, 2022).

D) Reduce Water Usage

By 2025, Lululemon pledges to reduce their average freshwater use for product
production by fifty percent. To do this, Lululemon is upgrading its production facilities to use
more creative, water-efficient technologies (Junqueira, 2022).

E) LuluLemon Studio

Studio is a function available on the website of LuluLemon. Studio provides several
features, including exercise videos, workout livestreams, and collaborations with well-known
physical fitness establishments. The firm has also introduced the Studio Mirror, which enables
clients to access all Studio's capabilities from the comfort of their own homes (Junqueira, 2022).

F) Video Exercises

Over 10,000 exercise and lesson videos have been posted to the Lululemon website and
Lululemon Studio App. These exercises belong to the areas of yoga, jogging, and training.
Numerous examples include strength, dance cardio, HITT, low impact, 10k training, power yoga,
and sleep yoga (Junqueira, 2022).

G) Lululemon & Universities

Lululemon has begun collaborating with American universities to produce clothes with
the Lululemon and university logos. University of Michigan, University of Texas, Pennsylvania

State University, University of Alabama, University of Florida, and Boston College are among
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these institutions (Junqueira, 2022). These partnerships featured tank tops, t-shirts, long sleeves,
sweatshirts, jeans, belt bags, caps, shorts, and more for clothing. These partnerships have been so
popular that the number of things anticipated to sell for the full fall season sold out within two
hours of one collaboration's release. These goods are exclusive to the university's bookstores

(Junqueira, 2022).
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Figure 12. Net revenue of Lululemon's men's, women's, and other product categories worldwide
from the fiscal year of 2018 to 2021.
Source: Statista

The majority of lululemon's net revenue comes from the sale of items geared toward
female consumers. Specifically, the business's women's product category was responsible for
generating over four billion United States dollars in revenue for the company in 2021, which was
equivalent to about two-thirds of Lululemon's total net revenue. The men's category was

responsible for around a quarter of Lululemon's total net revenue.
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Lululemon is no doubt known for its athletic wear, but they are one of the prime drivers
of the athleisure trend. They are expanding but their apparel and accessories are used for various
purposes far beyond athletic activities. Many consumers who do not workout wear Lululemon
products to work, to games, to restaurants, to concerts, and so on. Individuals are influenced to
purchase athletic wear items because of being inspired by athletes, influencers, and their friends
and family. When compared to regular clothing, which does not have nearly as many purposes or
the same level of quality as athletic wear, the price of athletic products is usually higher since
they are of a higher quality and contain multiple functions. Because of this, athletic wear and
gear are now able to serve several purposes and has led to customers wearing athletic wear as
athleisure wear.

Question 3
How has Lululemon continued to create new competitive dimensions using new
technologies and market placement to grow into major brands?

Lululemon has continued to focus on product quality, customer loyalty, patentable
materials, efficiency, innovation, and customer response. The trademarks of Lululemon make it
difficult for other firms to produce counterfeit items. Luon, VitaSea, Silverescent, Luxtreme,
Boolux, Nulux (Light as Air), Luxchange, Power Y, and Groove Pant are among these
trademarks (Quiroz, 2018). Luon is used in the bulk of the company's goods, ranging from jeans
to headbands. The efficiency of Lululemon is one of the company's primary pillars. Although
Lululemon designs are still made in Canada, outsourcing has become a significant element of the
company and helps their success (Quiroz, 2018). Designs are provided to manufacturers to
ensure timely production of the items. From there, items are delivered to distribution facilities for

distribution to retailers and consumers. Lululemon has determined that this is the most
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cost-effective and efficient method for producing items and reducing waste. When ordering items
online from the manufacturer, free delivery is included (Quiroz, 2018). This helps retail shops to
save on shipping time, expenses, and resources. The success of Lululemon is partly attributable
to its superior quality. Innovation contributes significantly to Lululemon's success (Quiroz,
2018).

There is a section inside Lululemon dedicated to investigating, developing, and creating
new and novel materials for use in Lululemon goods. Lululemon has developed distinct product
lines for a number of its items. Among these are the luon family (Lululemon's original, signature
fabric for yoga), the swift family (extremely lightweight material designed for running), the
luxtreme family (Lululemon's fastest wicking fabric for running), the meshes and liners family,
the outerwear and insulation family, and the silverescent family (anti-stink, anti-bacterial fabric)
(Quiroz, 2018). The firm is always introducing new product lines to develop and prosper in the
future. Lululemon strives to continually stay one step ahead of its competition in terms of design.
In addition to these competitive advantages, Lululemon's response to clients has contributed to
its success throughout the years. By responding to clients so quickly, Lululemon has earned
customer loyalty (Quiroz, 2018). A discount is granted to certified yoga and fitness teachers who
provide written feedback on the things they have bought. By having consumers and athletes try
these goods, the firm receives direct customer input about the product's fit, materials, quality, and
design. If a problem arises with a product, the firm is fast to respond and provide a remedy.
Whether it is a recall if a big number of items are affected or merely replacing a product for a
consumer, Lululemon wants to help and keep its customers satisfied (Quiroz, 2018). Lululemon
also takes great satisfaction in establishing genuine connections with customers and regards this

as a crucial aspect of the business. By doing so, Lululemon discovers what its consumers are
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passionate about, how they prefer to work out and sweat, and how to assist them achieve their
objectives. This is now available at Lululemon shops throughout the globe (Quiroz, 2018).

In a highly competitive sector, Lululemon's competitive advantage rests on the
differentiation of its product, location, pricing, and marketing. To infiltrate Lululemon's market
share, rivals will need considerable time and money. Innovation, R&D, and Intellectual Property
provide the foundation of Lululemon's competitive edge (Hadi, 2022). The supply chain,
horizontal integration, and continual improvement will reduce unit costs to provide a cushion
during market downturns. Brand value will be increased through a strong social media presence,
community, endorsement, and online marketing. Low barrier to entry, strong bargaining power of
suppliers, low bargaining power of consumers, high threat of substitutes, and fierce competition
characterize Lululemon (Hadi, 2022).

Lululemon has the distinctiveness and creativity necessary to succeed in a very
competitive sector. Lululemon starts to erode the market share of the major brands in the
athleisure and lifestyle area. Due to the company's nimble organizational structure, Lululemon
has a substantial and enduring competitive edge (Hadi, 2022). The business is able to recognize a
game-changing trend in the garment market and capitalize on new prospects. As Lululemon sells
at a premium price, the negotiating power of purchasers is minimal. Lululemon's approach of
targeting the luxury market has been effective in preserving its competitive edge. Strong brand
linkage with the premium athleisure sector generates an enduring competitive advantage. It
draws new purchasers who want to be seen as members of an exclusive social circle (Hadi,
2022).

To conclude, their competitive edge with respect to the case studies:

° Product quality
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° Design

° Supply Chain

° Strong brand recognition in Athleisure
° Customer loyalty
° Patentable materials

° Efficiency

° Innovation

° Customer response

° Community
Conclusion:

The case study examines Lululemon Athletica Inc.'s strategies and decisions to address
challenges and continue to grow in the athletic wear and athleisure wear industry. Lululemon has
successfully navigated challenges through a combination of innovation, marketing, and strategic
partnerships resulting in significant growth and a dedicated customer base. Lululemon's success
can be attributed to its focus on product excellence, community-building marketing strategy, and
unwavering commitment to its core audience. Other companies seeking to achieve similar
success can learn valuable insights from Lululemon's approach. Lululemon is renowned for its
athletic wear, but it has expanded its product line to include apparel and accessories that are not
limited to athletic activities. Their customers include those who wear the brand to work, events,
and outings. The price of athletic wear is higher due to its quality and versatility, making it a
popular choice for athleisure wear. Customers are influenced by athletes, influencers, and peers
to purchase athletic wear. Overall, athletic wear and gear can serve multiple purposes, leading to

the rise of athleisure wear.
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3. Under Armour

Question 1

How has Under Armour that started with a narrow functional advantage in athletic
wear used this advantage to create major brands in extremely competitive athleisure
wear markets?

From the beginning in 1996, Kevin Plank decided to work on shirt concepts after his
graduation. He experimented with and ultimately produced a garment made of synthetic fabric
that would wick away perspiration and precisely fit sportsmen. Prototype #0037, dubbed "The
Shorty," was the first. In addition to being soft, elastic, and skin-tight, it was also the most
efficient at wicking away perspiration, keeping athletes light, dry, and cool (“Under Armour
History.” 2020). The brand's narrow functional advantage remains moisture transport technology
(“Under Armour History Case Study,” 2022).

As he handed the prototypes to his Maryland teammates and friends who went on to play
in the NFL, he received positive responses from male and female athletes from a variety of
sports. He refined the idea and formally released "HeatGear," a synthetic base layer designed to
wick away perspiration (“Under Armour History,” 2020). Under Armour was well on its way to
disrupting the sports gear market dominated by Nike and Adidas. Professionals and outdoor
enthusiasts worldwide depend on Under Armour to equip them with high-quality clothes. Under
Armour has ascended to the top of the sports clothing business with superior branding and even
better goods (“Under Armour History,” 2020). They are the first firm to create sweat-wicking
technology for sporting clothing. It had been shown to be effective, and the fact that an athlete
had created the idea for practices, games, and daily use was advantageous. Under Armour

introduced many additional clothing brands, including ColdGear, TurfGear, AllseasonGear, and
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StreetGear, upon its debut. Just at the end of 1996, 500 Under Armour HeatGear shirts had been
sold (“Under Armour History,” 2020).

In 1997, Under Armour introduced numerous new clothing styles, each of which was
developed with a particular purpose in mind. There was ColdGear (for severe winter weather),
TurfGear (for artificial grass protection), AllseasonGear (for any season), StreetGear (hats,
visors, wristbands), and a growing interest in "performance gear." Soon, sportsmen worldwide
became interested in performance wear and its benefits (“Under Armour History”, 2020). Several
collegiate and professional football teams got on the Under Armour bandwagon because the
clothing seemed to provide its users a distinct competitive advantage. Almost 7,500 Under
Armour items had been sold by the end of 1997. Twelve college football teams and 10 NFL
teams started using Under Armour apparel in 1997 (“Under Armour History,” 2020).

Marketing Strategies which helped Under Armour to reach where it is:

1) Filling an Audience Void

Kevin Plank, the founder of Under Armour, quickly discovered that forming relationships
with college, university, and professional athletes would be of great assistance in exposing the
company's goods to a fresh, right audience. After significant achievements with college and NFL
football teams, the firm became the official supplier of the National Hockey League in 2001 and
has proceeded to negotiate comparable contracts ever since (Pafitis, 2020). Under Armour now
has multimillion-dollar contracts with a wide range of sports teams, including those from
football, motor racing, baseball, basketball, rugby, and athletics. The company spent $75 million
on sponsorships in 2016, and this amount has continued to rise since then. Under these
agreements, teams will wear Under Armour clothing during training and matches and will

promote the brand's emblem in their advertising and communication materials (Pafitis, 2020).
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The firm's partnership with the Welsh national rugby team resulted in the incorporation of
a series of massive ads into the aesthetic of Cardiff's Principality Stadium, centered on the tagline
"Protect This Home." (Pafitis, 2020). Celebrities in such advertising partnerships appear in
campaign films and images, wear the company's gear at sports events, and publicize their
association with the business on social networks.

Under Armour launched a contest to identify their "Ideal Intern," which drew in 120,000
Facebook friends and 4,000 Twitter Following. In 2011, Under Armour unveiled the Ultimate
Intern Program, in which students may apply, compete in a series of challenges, and, if selected,
spend the summer helping the company express its values and messages through social media
(Hum, 2015). More than 10,000 enquiries and over 5,000 applications were sent through
Facebook and Twitter. This event helped the firm surpass one million followers. Their initial
Ultimate Intern Program's popularity prompted them to hold a second in 2012 and a third in 2013
(Hum, 2015).

2) Expanding Target markets

From its debut, Under Armour has been seen by most women as an excessively manly
brand. Under Armour's approach to women's clothes has historically been an afterthought, with
goods modified from men's apparel and designed to seem marginally more desirable to women.
The tactic, dubbed "shrink and pink," remained unproductive until they shifted their emphasis.
Women want to be treated equally with men, and the "pink it up" technique was degrading and
condescending to them (Hum, 2015). When Under Armour realized this, they concentrated on
the physical and mental fortitude of their athletes. Along with their most recent "I Will What I
Want" campaign, Under Armour's advertisements for women depict female athletes overcoming

adversity and perseverance. These advertisements include ballet dancer Misty Copeland,
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Olympic skier Lindsey Vonn, supermodel Gisele Bundchen, and many others. Under Armour's
North American women's apparel division's sales increased because of this new emphasis and
improved quality of female products (Hum, 2015).

By examining the primary faces of their business, they saw that their advertising
portrayed women as tough, hostile, and unapproachable which led to the loss of a potential
market. In light of this discovery and their desire for change, Under Armour decided to launch
the 'T Will What [ Want' campaign in order to adapt its brand reputation and incorporate women
among its target demographic (Gaélle Sy, 2021). Several firms now rely on internet marketing
services to maximize their efforts. Misty Copeland, an American ballet dancer, and Gisele
Biindchen, a Brazilian model, were chosen as the firm's new brand advocates, and their current
marketing videos were published (Gaélle Sy, 2021).

This campaign resulted in 5 billion international media impressions, a 730% rise in the
brand's connection with the phrase "empowering," and a 900% increase in the brand's affiliation
with the word "stylish." Thye achieved a 28% growth in women's clothes sales (Gaélle Sy,
2021). Under Armour's promotional campaign to broaden their customer base was successful,
and the company currently has a female market that accounts for 31% of customers. In addition
to their successful marketing owing to the T Will What I Want' campaign, Under Armour
witnessed a 42% rise in internet traffic that year (Gaélle Sy, 2021).

3) Digital presence

Using the Power of Digital One of Under Armour's core team principles is to "Always
Connect" with customers. The business intends to "reside at the core of the user's existence. Day
after day, every day "saying that its relationship with the athletes it supports is its distinguishing

feature (Pafitis, 2020). It accomplishes this goal by executing targeted digital communications
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through an omnichannel strategy, hence generating a compelling user experience. The
organization uses social media to publish relevant, engaging material on a daily basis, ensuring it
maintains a strong presence on all platforms where its target customers spend time and focus
(Pafitis, 2020). Its online newsletter and digital newsroom also provide direct communications
that preserve ties with committed customers and assist in the preservation of key consumers. In
past years, Under Armour has invested significantly in mobile applications in an effort to engage
daily with current and new customers. Under Armour currently has the world's biggest online
fitness and wellness community after its purchase of MapMyRun, Endomondo, and
MyFitnessPal, which reinforced its digital ecosystem (Pafitis, 2020).

Under Armour anticipated that, in 2020, the bulk of its 15,000 retail shops would be
forced to close for several days and weeks, and the industry would be forced to depend
completely on its online site. Prior to the pandemic, the brand intended to increase its advertising
expenses to 12 percent of its yearly sales. They desired to prioritize top-of-funnel activities,
eliminate marketing communications partnerships, and concentrate on business image (Gaélle
Sy, 2021).

Without the ability to physically engage with its customers, the company opted for an
omnichannel strategy to develop one of the biggest online athletic communities around the globe.
The objective was not to convince consumers to purchase stuff, but rather for them to see the
brand as a location of pleasure and a means of connecting with others outside their athletic
goods. The method they accomplished this was to build as many digital consumer experiences as
possible with their brand at the core of it (Gaélle Sy, 2021).

4) The world's most popular online fitness community

Under Armour has spent $710 million in three fitness applications (MyFitnessPal,
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MapMyRun, and Endomondo) and today boasts a population of over 120 million enthusiasts.
Under Armour's marketing intermediaries are now able to develop more specialized goods and
services, since they have access to vast volumes of data on a big audience (Gaélle Sy, 2021).

As far as what some may have deemed to be the loneliest and most isolated year in
history, 2020 demanded solidarity and a feeling of community in whatever manner imaginable.
In recent months and years, their method has proven successful in bringing together diverse
athletic communities. During the pandemic, their mobile app recommendations maintained the
same cadence (Gaélle Sy, 2021).

5) Beyond a Simple Clothes Company

In recent years, their marketing methods have neglected to enhance brand awareness and
sales, resulting in stagnant growth for the company. Patrick Frisk, former CEO, states that they
have been unable to demonstrate to their audience why they should select Under Armour. During
the Q1 2021 Earnings Call between Under Armour's board of directors and the public in May of
2021, Patrick Frisk also stated that they are seriously under-penetrated from a brand awareness
standpoint in international countries such as China and Germany (Gaglle Sy, 2021).

To address these challenges, the corporation intends to abandon long-term commitments,
such as endorsements and sponsorships, and shift the funds to topmost promotion. Several of
these concepts were apparent in their "The Only Way is Through" promotion in early 2020
(Gaélle Sy, 2021). In fact, the firm intends to make increased efforts in advertising this fiscal
year to promote brand recognition and conversions, which will, in turn, boost engagement and
assist the brand achieve its ultimate objective: generate consideration. Ultimately, Under Armour
wants its advertising spending to be oriented outside of its products and more on the experience

the brand gives to its customers, reorienting its advertising strategy by expanding what their
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brand means (Gaélle Sy, 2021).

Prime marketing campaigns which worked well for the company:

Under Armour's amazing lineup of big athletes and marketing stars is smashing
records.

° Protect This house — 2003 (Sutherlin, 2016)

° I Will What I Want — 2014 (Sutherlin, 2016)

) Rule yourself — 2015 (Sutherlin, 2016)

° Rule Yourself — 2016 (Sutherlin, 2016)

) The only way is through — 2020 (Creswell & Draper, 2020).
Question 2

How has Under Armour who started with a narrow functional advantage in athletic

wear strategically expanded into other athleisure wear and casual wear markets?
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Under Armour has taken its original narrow functional advantage of superior moisture

wicking in athletic wear and expanded into other sports, branded products with college and

professional teams, and the home fitness market. Part of this strategy has been a significant

increase in advertisements and product placements.

Under Armour was already doing quite well by any measure. In 1999, Warner Brothers

hired the business to equip two of their films, including Oliver Stone's “Any Given Sunday” (a

1999 sports drama film starring Al Pacino and Jamie Fox) and “The Replacements™ (a 2000

sports comedy starring, among others, Keanu Reeves, Gene Hackman, and Orlando Jones). In

the former, the football squad donned Under Armour clothes and accessories, earning the brand

99



recognition among athletes (“How Under Armour is Challenging”, 2021).

To further capitalize on this unique opportunity and maximize brand exposure and
visibility, Under Armour purchased a print ad in ESPN Magazine in 2000 at the expense of staff
wages. This strategy performed even better than planned, resulting in a $750,000 boost in
revenues. In 2001, Under Armour obtained license agreements with USA Baseball, Major
League Baseball, and XFL in addition to being the official supplier of the National Hockey
League (“How Under Armour is Challenging”, 2021). In late 2001, Under Armour received
several awards, including the Apparel Supplier of the Year award from Sporting Goods Business
and the Victor Award for Best New Product Launch from Sports Authority, the nation's biggest
sports goods retailer. As one of Business Week's top "under 30" business executives, Plank was
also praised for his accomplishments. Under Armour ended 2001 with more than $25 million in
revenue and 59 employees (“Under Armour History,” 2020).

During 2002, the firm introduced its very first brand of performance underwear,
substantially expanding its product offering. The Armour Beneath was elastic, lightweight, and
breathable in order to wick perspiration, allow athletes to recuperate, and keep them comfortable
(“How Under Armour is Challenging,” 2021). In 2002 Under Armour began testing their
women's sportswear line, seeking to emulate its enormous success with male players. Also, the
firm had become the official outfitter of Major League Soccer and the United States Ski Team.
The first TV advertisement for Under Armour (the first print advertisement appeared in 1999)
ran in August, during the Kickoff Classic between Plank's alma mater, the University of
Maryland, and Notre Dame. At the end of the year, Under Armour was sold in over 2,500 retail
locations and generated $55 million in revenue. The firm had employed around 100 extra people

over the year, relocated its headquarters to Baltimore's Inner Harbor, and added 65,000 square
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feet of warehouse space (“Under Armour History,” 2020).

Under Armour debuted its first-ever television commercial in 2003, the now-iconic
Protect This House, starring Eric "Big E" Ogbogu, a football player at the University of
Maryland. The advertisement was highly effective at portraying Under Armour as the voice of
the future generation, and its theme of discipline, perseverance, and courage helped unite the
company with its consumers (“How Under Armour is Challenging,” 2021). Under Armour had
become popular among adolescent athletes and was deemed "cool" for daily wear in middle and
high schools. Even professional and college players who wore Under Armour in advertisements
did so because they believed in the item, as the company rarely provided endorsement payments.
Under Armour circumvented the issue by not publishing the sportsmen's identities (assuming
that everyone already knew), and the "models" voluntarily supported the clothing since they
sincerely believed in it (“Under Armour History,” 2020).

In 2004, Under Armour's revenues surpassed $200 million, and the brand returned to its
origins by becoming the official outfitter of the University of Maryland, the institution where the
company's concept was conceived and developed just eight years before. Under Armour went
public in November 2005, generating $281.1 million and became the first U.S.-based IPO in over
5 years should double on its first trading day (“How Under Armour is Challenging,” 2021). The
financing allowed the business to diversify its portfolio and grow rapidly. The next year, in 2006,
Under Armour began providing footwear and announced the debut of their first line of football
cleats with the "Click-Clack" campaign, which connected with football players across the world.
After a year, Under Armour acquired 23 percent of the market and became the official footwear
supplier for the NFL, proving to be an instant success (“How Under Armour is Challenging,”

2021). In late 2007, Under Armour established its first brand house retail store at the Westfield
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Annapolis shopping center in Annapolis, Maryland. In 2008, Under Armour unveiled their
highly awaited performance trainers introducing it through its first Super Bowl Commercial,
marking its foray into the athletic footwear sector. In 2009, Under Armour moved a step forward
and released its performance footwear collection, moving into the running sector. In the same
year, baseball Hall of Famer Cal Ripken Jr. created an arrangement that allowed Under Armour
to have a large presence at several events, including the Cal Ripken World Series and the
Aberdeen IronBirds of the minor league (“How Under Armour is Challenging,” 2021). By 2010,
the brand Under Armour required no introduction. In only five years, the firm doubled its
revenue and crossed $1 billion in sales. Under Armour, via innovation and Research and
Development (R&D), created Charged Cotton in 2011 a fabric that was like cotton in terms of
softness and comfort, but dried significantly faster than cotton. Also, the business teamed with
Zephyr Technologies to produce E39, a health sensor-equipped garment that was also worn
during the NFL combine (“How Under Armour is Challenging,” 2021).

In 2012, Under Armour introduced the ultimate sports bra. Under Armour designed the
ideal solution for women after speaking with hundreds of athletes and testing thousands of
prototypes. The firm's inventive method of designing each cup size to provide unsurpassed
support and comfort revealed its meticulousness and dedication to enhancing the athletic
performance of its customers. Under Armour introduced ColdGear Infrared in 2013 as it
continued to innovate and deliver items of higher quality. It had the most effective insulation
technology, a soft thermo-conductive lining that absorbed and stored body heat, helping athletes
to stay warmer without adding more weight (“How Under Armour is Challenging,” 2021).

In the same year, Under Armour completed a historic $150 million acquisition of

MapMyFitness, elevating its digital health game and establishing the best digital network for all
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athletes. Under Armour grasped the necessity of adopting software, using the power of digital,
and collecting data in its mission to provide an upgraded training experience for athletes and help
them grow (“How Under Armour is Challenging,” 2021). In 2013, despite entering the fitness
monitoring market rather belatedly, Under Armour was on a quest to digitize and modernize. By
purchasing MapMyFitness, Under Armour wanted to become the greatest supplier of digital
training experiences and mobile fitness platform, therefore inspiring people to live healthier lives
(“How Under Armour is Challenging,” 2021).

In 2013, Under Armour acquired MapMyFitness (Comstock, 2015). Stephen Curry,
signed with Under Armour in 2013 and Under Armour launched the Curry Brand in 2020
(DePaula, 2023). In 2015, they acquired Endomondo, Gritness and MyFitnessPal (Under
Armour, 2023).

According to various sources including present and past personnel of Under Armour,
competitors, advisors to athletes, and financial analysts, the company attempted to undertake an
excessive number of tasks within a limited time frame. The organization's foray into sports, an
area outside its core competencies, was met with limited success, and it neglected to
communicate a clear plan for its costly technological procurements (Creswell & Draper, 2020).
The company refrained from embracing the athleisure trend that has contributed to the success of
Nike and Adidas and encountered difficulties in effectively conveying its brand to a global
market (Creswell & Draper, 2020).

In 2018, Under Armour launched the UA HOVR (Under Armour, 2023). During the
second quarter of 2018, Under Armour experienced an 11% increase in its remaining inventory,
which amounted to $1.3 billion (Ciment & Hanbury, 2020). In December 2018, Under Armour

disclosed a strategy to revitalize its brand among the younger demographic. The company
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announced in 2020 that it was implementing measures to curtail expenses due to a decrease in
sales, including the extension of payment terms for its athletes. In June, the company declared its
decision to terminate its collaboration with UCLA, which was a $280 million agreement inked in
2016 and was initially planned to last for 15 years (Ciment & Hanbury, 2020).

In the year 2020, Mr. Plank relinquished his position as the chief executive officer and
was succeeded by Mr. Frisk. Currently, Mr. Plank possesses the designations of executive
chairman and brand chief, with Mr. Frisk being accountable to him. During the same year, the
corporation launched its most recent promotional initiative, titled "The Only Way Is Through,"
which showcased various Under Armour-sponsored athletes, including Michael Phelps, a
swimmer, and D.K. Metcalf, a player for the Seattle Seahawks, as they perspired and struggled
through rigorous exercise routines (Creswell & Draper, 2020).

In 2020, Under Armour launched the Curry Brand as additional comebacks (Under

Armour, 2023). In 2020, MyFitnessApp was also sold by the company (Smith, 2020).
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Figure 14. Under Armour’s footwear sales worldwide from 2013 to 2021, in million U.S. dollars.

Source: Statista
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Figure 15. Under Armour’s apparel sales worldwide from 2013 to 2021, in million U.S. dollars.

Source: Statista
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Figure 16. Net sales of Under Armour worldwide in 2021, by product category, in million U.S.
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In 2021, Under Armour generated around $1.26 billion from footwear sales, $461 million
from accessories, and around $3.84 billion in apparel. The company had global net sales of
roughly 5.7 billion U.S. dollars that year (Tighe, 2022).

Under Armour is widely recognized for its athletic gear and apparel across various sports.
However, Under Armour has not progressed well on the athleisure trend, but they are planning to
pivot into more lifestyle products (Salpini, 2023). Due to the significant variation in their target
market from infants to middle aged adults, their shoes, apparel, and accessories are utilized for
diverse purposes beyond athletic activities. Under Armour is observed to be worn by customers
who engage in physical exercise as well as those who do not. This could be attributed to the

possibility of customers wearing the brand's products to various events such as work, games,
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restaurants, concerts, weddings, among others. Individuals are susceptible to the influence of
athletes, social media personalities, as well as their social circle, which can lead to the purchase
of athletic merchandise. Athletic apparel is characterized by superior quality and multifarious
functionalities, rendering it more costly than regular clothing, which lacks comparable features
and quality standards. Consequently, the versatility of athletic wear and gear has led to its
adoption as athleisure wear by customers.

Question 3

How has Under Armour continued to create new competitive dimensions using new
technologies and market placement to grow into major brands?

Under Armour has grown from its initial limited offerings to a wide range of athletic
wear, footwear, and accessories. Its fundamental strategy for differentiation is the development
of new technologies and designs. Under Armour positioned itself as a provider of distinctive
items that enhance athletes' performance. It leaned significantly on celebrity endorsements and
commercial placements for this reason (“Under Armour History Case Study,” 2022). Under
Armour discovered budding talents in many sports and signed them to multiyear contracts. This
allowed the company to reach consumers through many platforms, including the Internet,
periodicals, and athletic events. As stated in the case, Under Armour's marketing team focused
on supporting recreational teams and big youth events, which serve to establish a positive brand
image by increasing brand awareness and authenticity on a fundamental level (“Under Armour
History Case Study,” 2022). Under Armour's slogan is self-reinforcing. It conveys tenacity and
confidence. It may be traced back to Plank's modest beginnings in his vehicle, where he founded
the company. The slogan highlights the brand's commitment to consistency and self-confidence.

It also demonstrates that Under Armour is focused on proving others incorrect (“Under Armour
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History Case Study,” 2022).

The initial product of the firm was a summer-appropriate T-shirt. It allowed sportsmen to
remain light and dry that improved their performance. The company's first clients provided
positive feedback and even inquired about the availability of long-sleeved shirts (“How Under
Armour is Challenging,” 2021). Does the business manufacture cold-weather apparel? Does it
have clothes for other sports besides football? Do they manufacture women's apparel? At that
time, Under Armour accomplished none of these things, but the company went back to the
drawing board and tailored new products to its clients' wants and tastes, providing them with just
what they desired (“How Under Armour is Challenging,” 2021). Under Armour has long
specialized in establishing close relationships with its clients. From providing high-quality
products such as HeatGear and ColdGear that resonated with clients to initiating a chain of
word-of-mouth advertising that catapulted the company to launching innovative advertisements,
such as the ESPN ad in 2000, the "Protect this House" ad in 2003, and the "Click-Clack" ad in
2006, among others, Under Armour always sought to connect with its customers, and its efforts
were successful (“How Under Armour is Challenging,” 2021).

Also, the corporation built its brand following through smart partnerships with superstars
such as Tom Brady and Stephen Curry, among others. Under Armour grew fast, and its
customers became its most ardent supporters. Under Armour comprehends that fast change of
business better than most competing firms. It continues to introduce new, inventive goods, and
has ventured into new areas of footwear and accessories. In 2013, Under Armour also adopted a
digital strategy, acknowledging the value of developing a community while leveraging the power
of technology and data to enhance lifestyles. Under Armour uses fresh partnerships to increase

its company's attractiveness and awareness, and it never shies from taking risks. Under Armour
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continues to advance and adapt itself to adapt to the ever-changing client preferences and market
dynamics while acquiring a competitive edge (“How Under Armour is Challenging,” 2021).

Under Armour has been particularly imaginative in its use of resources by sourcing
unique fabric mixes from 3rd parties, therefore differentiating its products from competitors.
This also helps the organization avoid the disadvantage of purchasing the very same
commodities in smaller quantities and at a greater price than rivals (Palmer, 2022).

To conclude, their competitive edge with respect to the case studies:

° Research and development
° Product performance

° Marketing mix

° Designs

° Brand Slogan and Brand logo

° Fast company growth and market expansion

° Digital Strategies

° Company is Adaptable and has a never giving up attitude.
Conclusion:

This case study highlights Under Armour's journey from a small startup focused on
creating a better t-shirt with superior moisture wicking for athletes to a major player in the
athletic wear industry. The company is now becoming a major brand in the athleisure wear
market. Under Armour's key strategy for differentiation has been the development of new
technologies and designs to enhance athletes' performance, as well as establishing closer
relationships with its customers through innovative advertisements, celebrity endorsements, and

smart partnerships. Under Armour, known for its athletic gear and apparel, has not performed as
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well on the athleisure trend but is planning to pivot towards lifestyle products. Their products are
used for various purposes beyond athletic activities, and customers are influenced by athletes,
social media personalities, and their social circle to purchase athletic merchandise. Athletic wear
is of superior quality and functionality, making it more expensive than regular clothing. The
versatility of athletic wear has led to its adoption as athleisure wear by customers. Overall, this
case study provides valuable insights into how Under Armour has managed growth and hurdles
in the athletic and athleisure market, and it serves as a useful resource for other businesses
hoping to achieve similar success.
2. Discussion

The following discussion compares the companies in these three case studies.
Table 1. Differences and Commonalities between Nike, Lululemon and Under Armour.

Source: Compiled by the author based on the case study

Differences between Nike, Lululemon and Commonalities between Nike, Lululemon
Under Armour and Under Armour

1. Ideology 1. Innovation

2. Product Specialization 2. Resilience

3. Experience 3. Collaboration

4. Marketing Strategies 4. Comfortable Products

5. Product Offerings 5. Athleisure wear
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Table 1 (continued).

6. Target Market 6. Product Excellence
7. Brand Resonance and Brand Image 7. Product Performance
8. Product Positioning 8. Athletic products

9. Growth in Business

10. Market Expansion

11. Competitive Edge

While comparing these brands, there were commonalities and differences. Nike's
ideology emphasizes innovation, motivation, and the conviction that anybody can be an athlete.
In Nike's mission statement, "athlete" refers to everyone who has a body and moves it, and Nike
aims to create goods and experiences that enable them to perform at their best. Lululemon’s goal
is to include apparel, community participation, social impact, environmental sustainability, and
employee development. Whereas Under Armour’s ideology is to design garments and shoes to
help athletes and recreational athletes perform at their best in every competition. This shows the
difference in their ideas, perspective and the service which they provide.

The previously mentioned three companies have distinct areas of expertise in their
respective product offerings. Despite their diversification and the introduction of new product
lines, they initially focused on enhancing a particular product. Nike's initial focus was on
enhancing the quality of running shoes for the benefit of runners. Lululemon initially focused on

addressing the problem of chafing in women's yoga pants, while Under Armour developed a
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moisture-wicking t-shirt utilizing advanced technology. The shared characteristic among these
firms is that they initially possessed a narrow functional advantage, subsequently broadened their
scope, and ultimately achieved prominence within their particular area of expertise.

The companies in question exhibit significant disparities in their respective levels of
experience, owing to their distinct founding dates. However, these entities exhibit similarities in
their ability to demonstrate resilience despite experiencing fluctuations while expanding their
operations. The incorporation of a community within a brand is an attractive feature for
individuals. The significance of community engagement is highlighted in Nike's run clubs and
sneakerhead community, Lululemon's in-store yoga classes, events and membership programs,
and Under Armour's digital running group.

Nike signed Michael Jordan in 1984 and released Air Max in 1987 to regain market
share. Nike focuses on creative marketing and athlete partnerships. Nike's catchphrases have
become culturally significant because they tackled societal concerns including systematic
inequity and gender stereotypes. Nike leverages emotional appeal to address customer issues.
Nike has mastered storytelling to build brand loyalty and awareness. Second, Nike uses product
positioning to distinguish its items. Nike has succeeded in the market by making lightweight,
comfy, and durable sneakers. Finally, Nike promotes itself on social media. It inspires and
engages consumers on social media. Nike reached their target market using these marketing
methods. Lululemon's focus on community and lifestyle sets them apart from competition. The
organization works with area business owners, athletes, sports teams, and gyms on
community-based social impact programs. Word-of-mouth marketing, influencer relationships,
and community events have helped Lululemon build a loyal consumer base. The ads emphasize

the emotional and intimate elements of wearing their apparel to increase sales. Reciprocity, a
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worldwide sales idea based on Lululemon's investment in consumers, argues that individuals
would return favors, gifts, invites, and the like. Lululemon shops are "educators" that engage
consumers. The corporation responds to client tweets and builds empathy despite its big social
media presence. These social relationships help Lululemon consumers live healthy, aware, and
potential. Whereas Under Armour, The company's marketing mix comprises creative products,
value-based pricing, direct and indirect distribution channels, and internal advertising and
promotion. Under Armour uses sponsorships, social media, product placements, and sales
promotion including discounts and coupons. Athletes and football teams began wearing Under
Armour. Under Armour reached its current position by filling an audience void by forming
relationships with athletes and investing in celebrity endorsement, expanding target markets by
focusing on women, and using digital presence through social media, mobile apps, and a robust
online fitness and wellness community. Under Armour promotes discipline, dedication, and
tenacity to motivate athletes. This demonstrates variances in their marketing strategies,
positioning tactics, brand image construction, and brand resonance establishment.

Nike offers a diverse range of products tailored to various athletic disciplines,
encompassing a wide selection of footwear, apparel and accessories designed to meet the unique
demands. Nike caters to a diverse demographic, ranging from adolescents to middle-aged
individuals, and operates on a global scale, and positions itself as a brand catering to athletes,
while simultaneously appealing to a diverse range of consumers. Individuals across a wide age
range, and brand caters to both athletic and non-athletic individuals. The primary demographic of
Lululemon's customer base consists of individuals in their mid-teens to mid-thirties, inclusive of
both genders. Most of them are enthusiasts of yoga and/or fitness, who give priority to

maintaining a balance between their professional and personal lives, and lead an active lifestyle.
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Although Lululemon currently lacks diversity in its product offerings across various sports, the
company has expressed intentions to expand its product line. However, Lululemon does offer a
wide range of apparel and accessories. Under Armour offers a diverse range of products across
various sports, encompassing footwear, apparel, and accessories. The predominant demographic
of Under Armour's consumer base in the United States is males. However, they are inclusive of
individuals of all genders. Individuals who possess an inclination towards athleticism, hobbyist
pursuits, or sportsmanship are attracted to the enterprise not solely on account of its superior
merchandise, but also due to its ethical and philosophical alignment. This illustrates a disparity in
their target market and the range of products offered and the utilization of distinct technologies
within their respective products. This shows a wide difference in their target markets.

There exist discernible variations in the competitive advantages of these corporations.
Nike experienced growth in various areas including retail stores, e-commerce, footwear,
electronics, advertising, brand, accessories, apparel, and maternity wear. The individuals in
question entered into agreements with professional athletes and the National Basketball
Association (NBA) in order to enhance their self-promotion efforts. Additionally, they have
bought other enterprises and use multiple apps. Lululemon expanded their retail footprint,
diversified their target demographics, broadened their footwear offerings, diversified their
sports-related product lines, and capitalized on the growing trend of elevated athleisure. The
company engaged in marketing expansion, brand diversification, and celebrity collaborations.
However, Under Armour has also undergone expansion through various means such as
advertising, marketing, diversification of product lines, targeting specific markets, acquisition of
applications, and enhancing their brand identity. The organization's initial expansion was

facilitated through the recruitment of athletes and the establishment of partnerships with various
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sports teams. This illustrates the disparity in the development of the enterprise and its market
reach.

Despite facing various challenges, these companies have managed to prosper in the
market, exhibiting their resilience. Nike's athletic equipment and attire are widely utilized by a
diverse customer base, extending beyond athletes, for a multitude of purposes beyond athletic
activities. The adoption of Nike's athletic wear as athleisure wear can be attributed to its high
quality and multifunctional features. Nike's expansion in the athleisure wear industry is an
ongoing process, as the company experiences continued growth. Undoubtedly, Lululemon has
gained recognition for its yoga apparel; however, it has also emerged as a significant contributor
to the athleisure movement. The company is experiencing growth, and its clothing and
accessories have found utility beyond the realm of sports and fitness. Lululemon products are
utilized by a significant number of non-exercising consumers for a variety of occasions. The
superior quality and versatility of Lululemon's products have contributed to the advancement of
athleisure apparel. Under Armour is a well-known brand in the athletic gear and apparel
industry. Despite its established reputation, the company has not experienced significant success
in the athleisure trend. Nevertheless, Under Armour has announced its intention to shift towards
the production of more lifestyle-oriented products (Salpini, 2023). The brand Under Armour is
noted to be utilized by individuals who participate in physical activity as well as those who do
not engage in such activities. The aforementioned phenomenon may be ascribed to the likelihood
of consumers donning the merchandise of the brand at diverse occasions, owing to its
exceptional quality and versatile features, which have resulted in its acceptance as athleisure
apparel by the clientele. The purchasing behavior of individuals towards athletic wear items is

often influenced by various factors such as the inspiration derived from athletes, influencers, and
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social networks comprising friends and family. Athletic wear surpasses regular clothing in terms
of functionality and quality, as it serves multiple purposes and offers superior features.
Consequently, athletic apparel and equipment have acquired multifunctionality, prompting
consumers to utilize athletic wear as athleisure wear. These show commonalities between these
three companies in terms of athleisure wear, comfortable products, great product performance

and excellence, and athletic wear.
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CHAPTER 5

CONCLUSION

1. Study Conclusions

No matter how different or innovative the idea to start something new or to bring change,
creating a successful brand requires implementation, courage, and not giving up and learning
from mistakes. Individuals look for duality in many products whether apparel or footwear which
leads to athleisure wear. The most important part of this is the aspect of a need that needs to be
fulfilled. Companies who understand these needs, trends and innovations that meet these needs
prevail and last in the market. Apple, Spanx, Tesla, Patagonia, Burberry, Nike, Lululemon and
Under Armour have a number of common traits that can be used as a benchmark for others. After
every failure faced, they have always rebounded with new products, new marketing strategies,
and corporate growth plans. These organizations took innovations and new technologies to a new
level in order to thrive in the market and become market leaders through the use of effective
marketing tactics and an awareness of market demands. In contrast to these enterprises,
Motorola, Timberland, and The North Face also sprang from a specific functional advantage, but
they eventually stumbled in the marketplace. They faced obstacles that they were unable to
overcome.

There was little academic research in athleisure wear. There was even less research on
how companies moved from athletic wear to athleisure wear and casual everyday apparel. The
use of secondary data in this study does create limitations in this research. This shows that there

needs to be far more quantitative research in this field.
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There are many ways to style the athleisure wear trend, but the term athleisure wear
should not be used for a sport which requires a hundred percent performance wear textiles.
Athleisure wear has become increasingly popular with the development of synthetic fibers that
are more flexible, longer-lasting, and more easily machine-washable than natural textiles.
Athleisure wear is also becoming more socially acceptable in a range of settings, including the
workplace. Alternative viewpoints suggest that the utilization of athleisure apparel is associated
with enhanced comfort, convenience, and versatility. Drawing conclusions about footwear can be
a contentious issue as certain types of footwear may be considered suitable for athleisure
purposes while others may not. Certain types of footwear, such as those designed for football,
soccer, high heels, and those with spikes, are not intended for versatile applications. Numerous
other items have the potential to function as athleisure apparel. The utilization of the term
"athleisure wear" may not be appropriate for sports that necessitate the use of textiles designed
exclusively for performance enhancement.

With focus on the research questions, the answers found on how these three great
companies became major brands was intriguing and exciting. The founders of these companies
have moved from a narrow functional advantage to expanded product lines and leading market
positions. The in-depth case studies on how the three companies and how they started with a
narrow niche need in the market and then expanded into global brands were informative.

Similarities and differences were noted among the three companies. The identified
similarities pertain to innovation, resilience, collaboration, product comfort, athleisure wear,
product excellence, performance, and athletic wear. The observed distinctions pertained to

ideology, product specialization, experience, marketing strategies, product offerings, target
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market, brand resonance and image, product positioning, business growth, market expansion, and
competitive edge.

Nike, Lululemon, and Under Armour are widely recognized for their athletic gear and
apparel across various sports. However, the items they manufacture are utilized for diverse
purposes outside of athletic activities, as their target market displays considerable diversity.
There is an overlap in the usage of items among customers who engage in sport and those who
do not, across different situations. Everyone is susceptible to the influence exerted by athletes,
media influencers, and their network of friends, which may result in making purchases of athletic
products. The adaptability of athletic wear and gear allows for its use as practical wear and
fashionable wear, leading to customers wearing such attire for non-athletic purposes. The
utilization of the term "Athleisure wear" is inappropriate for athletic activities that necessitate the
use of textiles created especially for peak performance. Thus, it can be concluded that the
products of these brands are utilized as both athleisure wear and gear.

2. Future work for this Study

There is a need for future research on this study to do primary data collection on how the
leaders of these companies felt they have expanded from athletic wear to athleisure wear.
Although Nike, Lululemon and Under Armour are global brands, most of their revenues are from
North America. Future studies on how, or if, they position their brands in the global market will
be interesting. How these companies understand international market needs and position
themselves accordingly with respect to different cultures, local business competition, and
emerging trends will provide many new areas for research. Another interesting study will be how
these companies expand their target markets. The absence of existing publications in leading

research journals makes this an open area for future research.
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