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Integrating Marketing Communications
The target consumer for Under Armour includes the many athletes and college athletic departments. The communication strategy employed by Under Armour relates to the target consumer by way of describing to them the kind of benefits that they stand to benefit from, from using their products.  Thiswas actualized by way of speaking to their needs that include being able to improve their performance by means of regulating their body temperature (Kraft & Lee, 2009).
The marketing communication tools that were used to promote Under Armour include athlete endorsement and the use of word of mouth, among others. Athlete endorsement was actualized by way of getting renowned athletes to wear their products in a bid to capture the attention of the consumers and, in so doing, strengthen the recall of the brand name and reinforce the image of the product, among many other objectives (Kraft & Lee, 2009). What makes this tool appropriate to this brand lies within its ability to ensure and enhance the product’s credibility and attractiveness that is sure to up the sales of the products. The use of word of mouth was secured through the use of the athletes as walking billboards to stir up conversations about the products they were wearing and through the personal interviews that the athletes engaged in with other consumers about the product and why it was their preferred brand.  What makes this tool appropriate to this brand lies within the evidence that depicts word of mouth as the most impactful marketing strategy that successfully influences awareness, expectations, perceptions, attitudes, and actual purchase (Kraft & Lee, 2009).
It might be worth considering investing in traditional persuasive adverting. Persuasive advertising, as a marketing communication tool, works bests to convince the consumers that a company’s product is the best by way of altering their perceptions and enhancing the company’s and especially their product’s image (Lumen, 2020).
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