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Under Armour Competitive Strategies
Competitive Forces Facing the Strong Sportswear Giants
The global market for sportswear is huge with at least twenty five brand-names competitors offering a wide variety of product lines that differ regarding geographic coverage and specific-use clothesline.  The three main competitors in the athletics apparel industry are Nike, Adidas and Under Armour. They develop and design footwear, clothing and accessories for different athletes. Therefore, the competitive forces facing the companies are extremely strong due to the market composition. Porter’s five forces show the level of competition for this industry.  
The barriers to entry in the diverse athletic clothing industry are very high. This is because it takes a huge amount of financial and human capital to set up the apparel's company, design and manufacture different products that are of high quality and affordable. Furthermore, having the right channels of distribution in this industry is very difficult. There are high research and development costs, large investments in innovation are required. Therefore, it becomes difficult for new entrants to join the industry on a large scale. The bargaining power of customers is high since there is a large number of buyers for this industry with a wide range of choices. Moreover, with online shopping, customers can quickly shop for products that have affordable prices. Therefore, Under Armour, Nike and Adidas keep differentiating their products to make them unique. Additionally, they engage in marketing strategies to increase their market share.
Bargaining power of suppliers is low since the availability of leather, rubber, cotton, and plastics is high. Companies such as Nike and Adidas have a higher bargaining power since they purchase in bulk, therefore, require discounted prices. Additionally, the availability of many suppliers in the market makes it easy for these companies to switch between suppliers quickly and easily. The threat of substitute products is hard making the buyer propensity to be low. For example, the footwear product produced by Nike, Adidas and Under Armour is designed to provide clients with comfort and ensure safety. The only substitutes for this are boots, dress shoes and sandals that do not serve the purpose. Furthermore, these companies have differentiated their products to ensure that there are no close substitutes. Competitive rivalry is high since there is countless number of competitors. However, only a few businesses can compete with Nike, Adidas and Under Armour. Therefore, price wars exist between these companies.
Competences of Under Armour.
The core competencies for the company are to ensure that their products are of high quality and can perform well under certain situations. The firm makes sportswear for a diverse clientele from youths, professionals, male, female and even children of all sizes. Additionally, the business has expanded to increase sales in other countries making it a global competitor. They also have unique dry-fit clothing that is differentiated from what the competitors offer. 
Resource Strengths for UA
Under Armour has various competitive capabilities that have enabled it exists in the market and maintain a niche market. The firm offers multi-purpose products that can adapt to various climatic conditions. This makes the products marketable to market segments under different geographical conditions. Additionally, the company offers apparel that is comfortable for the clients to wear in different weather conditions. For example, they developed the cold and heat gears for the different weathers. They also have a wide range of products that the clients can choose from. They produce a wide range of athletic accessories such as gloves, socks, bags, headwear and mouth and eye guards. Additionally, they have a wide variety of footwear and gears.
Moreover, the resource strength of Under Armour comes from the availability of suppliers from all over the world, therefore, purchasing raw material to be quick and easy. Additionally, the firm produces in large scale with 90% of its manufacturing done in the US. The company has also increased its resource base by increasing its market share to at least 16 countries. Over 23 subsidiaries are doing their manufacturing and distribution. 
SWOT Analysis
The company has various strengths that make it competitive in the industry. UA is a well-known brand with an attractive name, logo, and image. Additionally, the products are innovative and unique. The company also conducts good market research and advertisements that have to enable the firm to have big-name athlete endorsements and sponsorships. However, the business has several weaknesses that include high pricing that does not consider the middle and low class, they have a limited product line that is more masculine, and there is lack of strong brand presence in different sports except football and soccer. The organization has various opportunities in becoming dominant in the female market, acquiring the largely untapped global market and venturing into different sports. As the firm grows, it is faced with threats from other competitors such as Nike, Adidas, and other small firms. The presence of substitute products is also a major threat to the company  
Under Armour’s Strategies
[bookmark: _GoBack]The mission of UA is “to make all athletes better through passion, design, and the relentless pursuit of innovation.” (Thompson & Gamble, 2017).  UA uses three main strategies to ensure they achieve their mission. First, the growth strategy ensures that there is the continuous broadening of the firm's product offering to the clients existing in sports, male, female and kids. Additionally, the firm ensures they have additional distribution channels, especially in the retail market. The marketing strategies are also improved to provide global awareness of the company's brand and products. Secondly, the business uses product line strategies to increase their market share and brand recognition. They have designed the cold, all-weather and heat gears to meet the specific requirements of the clienteles. They also have a promotion department that does in-house marketing. Lastly, UA uses distribution strategies to increase sales and achieve their mission. They have more than 25000 retail stores globally with 70% of their sales coming from these stores.
UA’s Generic Competitive Strategy
There are five main generic competitive strategies developed by Porter. They include being a low- cost provider, using broad differentiation, selling at a focused-low cost, focus differentiation and the best-cost provider (Porter, 2014). For UA, the management uses the broad differentiation strategy since it has differentiated its products from its rivals by adding attributes that are appealing to a wide group of consumers. The company’s brand is known for providing apparel, footwear, and accessories that are moisture-wicking that is different from any other competitor. Moreover, they target professionals, athletes, football teams, outdoor enthusiasts and people with active lifestyles regardless of the gender, age or size. The firm has control over the prices of the products since they have established customer loyalty.
UA’s Financial Performance during 2011-2015
The sales of the company have been growing at a fast rate between 2011 and 2015 with the income changing from 96,919 U.S dollars in 2011 to 232,573 U.S dollars in 2015 (Thompson & Gamble, 2017)This means the profits of the company grew by 139% within five years. Additionally, the company's performance propelled the stock price from 46 dollars in 2013 to 124 dollars in 2014. This made the stocks split 2-1 in the year 2014 (Thompson & Gamble, 2017). The stocks for the firm were ranging between 80 to 85 dollars per share that were a 365% increase from 2010. Additionally, the net profits, returns on stockholders’ equity, earnings per share and the net return on total assets has been increasing from 2011 to 2015. The leveraging ratios can show that the firm has low debt and a low risk of bankruptcy. Moreover, this date shows the creditworthiness of the company.
Comparison between Under Armour, Nike, and Adidas.
Nike, Adidas, and UA have been manufacturing globally and none of the companies have their own factories. However, Under Armour has a competitive advantage since it produces performance wear and most of its products are fast moving as shown in the revenues received from the three companies. Moreover, the company’s product line is broad. For Nike and Adidas, their market and revenues are wide since they have been in existence for more years. Therefore, using the weighted competitive strength assessment from table 4.4 
Nike performance in 2013-2015 in dollars
Nike footwear                      18,318$,     16,208$,          14,635$
Nike Brand apparel                8,636$,          8,109$             7,491$
Nike Brand equipment        1,632$           1,670$        1,640$
Adidas performance 2013-2015
Footwear                                8,360 $       6,658 $,            6,587$ 
Apparel                                       6,970$      6,279$                  5,811$
 Equipment                                    1,585$        1,597$               1,806$
UA Performance 2013-2015
Apparel                                     $2,801                $2,291          $1,762,        
Footwear                                     6,777                       4,309                2,988 Accessories                                   3,468                      2,754                2,160    
Therefore, Nike can be ranked to have more strength in footwear and apparel due to its revenues. However, when it comes to accessories, UA has a competitive advantage. 
Priority Issues to be addressed by Kevin Plank
Having global partners should be the main focus for Kevin Plank since they will provide the company with foreign markets. He can use franchising or joint-ventures to acquire these partnerships. The CEO needs to incorporate foreign managers especially in the different departments such as marketing. For stores in foreign countries, it is necessary to have managers who know and understand the customs and norms of the people. This will enable the company joins the market in Europe, Asia, Africa and Australia. Moreover, the CEO should focus on expanding the product line to incorporate apparel, footwear, and accessories that can be used in extreme climatic conditions. This will give the firm a competitive advantage for their already existing gear wears.
Recommendations
To increase the global market share the management of the company needs to develop more factories and own most of their supply chains. Additionally, UA has to establish specialty stores where they not only have products, but they can provide special consultation and advice to clients on the best athletic apparel. This stores will offer the clients with a wide range of products to choose from. Therefore, they will not need to purchase from the competitors.  
Also, Frank and his management team will need to improve their marketing strategies to establish a global presence. Therefore, having lower prices for their products in some locations and markets will increase sales and brand image. UA needs to increase promotions and advertisements since Nike and Adidas are at the forefront in commercials and celebrity endorsements. The firm needs to ensure their brand is recognized to increase the global market share. 
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