RULE YOURSELF
JAY CHIAT AWARDS 2017

Droga5
0111 2016
201å7 WOMENS

01

INTRODUCTION
The good news: Under Armour athlete Michael Phelps would be the most
watched and celebrated athlete of the 2016 Rio Olympics.
The bad news: Under Armour was not an Olympic sponsor, so we couldn’t
associate with the Games.. What’s more, Phelps had leveraged his fame
into a myriad of sponsorship deals, making it hard for ours to stand out.
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Needed: a campaign that would let Under Armour own the Games
without referring to them, use the world’s most highly awarded athlete
without referring to his wins, and use Phelps to build their brand - not
Phelps’.
Conversations with Phelps led us to an unexpected truth: an athlete’s
greatness is fueled not by their wins but their sacrifices.
Our strategy: shine a spotlight on the sacrifice of athletic achievement,
not the glory. Our campaign brought to life Phelps’ relentless, grueling
training regimen in raw and haunting ways.
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And by launching months before the Games, Under Armour made a big
splash early, avoiding peak Olympic clutter.
The impact was dramatic: the campaign achieved billions of
earned-media impressions, becoming the second-most shared Olympics
spot of 2016. This drove significant increases in consideration and sales
without ever straying from the brand’s ethos of Rule Yourself.
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BACKGROUND
Born in Baltimore in 1996, Under Armour’s underdog spirit and
can-do attitude fueled a meteoric rise. By 2016 it had grown to
become one of the world’s largest athletic apparel brands.
2016 was also the year where the world’s greatest athletes and
their entourage of sponsors would be descending on Rio de
Janeiro, watched by a global audience of 3.5 billion.
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The time was ripe for Under Armour to make its mark in
sport’s most formidable arena, taking on its most formidable
opponents.
Its greatest asset: a sponsor’s wildest dream - Michael Phelps,
fellow Baltimorean, and the most decorated Olympian of all
time. 2016 would be his swan song, a crowning finale to his
career.
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While basking in the glory of Phelps’ final Olympics seemed
like a surefire way to get a return on its sponsorship dollars,
it was anything but.
Under Armour’s path to Olympic glory was paved with
obstacles.
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CHALLENGES
I. Locked out of the Games
Unlike its largest competitor Nike, Under Armour was
not an Olympic sponsor. Committing an eight figure
sum to an official sponsorship was simply not an option nor would it sit well with the brand’s underdog spirit.
04

But if you’re not a sponsor, you can’t use the Olympic
rings or mention “2016,” “Rio,” “Games” and “gold.”
In fact, you’re not even allowed to tweet “Good luck at
the Olympics” to your own athletes.
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Rio 2016 would be sport’s greatest party, but Under
Armour was not invited.
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CHALLENGES
II. One of the noisiest marketing
environments on the planet
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Needless to say, the 2016 Olympics would be one
of the most cluttered advertising environments of
all time. Well over 400 brands would spend north
of a $1 billion in and around the Rio Olympics in
the United States alone.
Under Armour’s share of the Olympic voice was
less than 0.1%. The size of a rounding error.
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Getting themselves heard would be a challenge.
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CHALLENGES
III. An over-exposed asset with personal
issues to overcome
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Being a highly-awarded athlete makes Phelps
a magnet for sponsors. He’s endorsed Visa, Omega,
Subway, Kellogg’s, Louis Vuitton, Procter & Gamble,
Hilton Hotels, HP, PowerBar and Head and Shoulders,
to name but a few.
And every single sponsor sought to capitalize on their
investment with heroic ads celebrating Phelps’
achievements, building the Phelps brand as much as
their own.
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At the same time, Phelps was not without his issues.
The years since the last Olympics had been tough
for him, and he had a number of minor well-publicised
run-ins with the authorities.
We’d have to find a way of using Phelps that stayed true to
Under Armour’s ethos and turned his vulnerabilities into
strengths.
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TASKS
We needed to:

BREAK INTO A PARTY
UNDER ARMOUR WASN’T
INVITED TO
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CREATE OUTSIZED
IMPACT WITH A MINUTE
SHARE OF VOICE

USE PHELPS TO REFLECT
UNDER ARMOUR’S HEART
AND SOUL

OBJECTIVES
In hitting our task we had to:

CREATE BRAND BUZZ

LIFT BRAND CONSIDERATION

INCREASE SALES

Put Michael Phelps and Under Armour
on top of the conversation ahead of and
during the Olympics despite its diminutive
share of voice.

Translate buzz into increased consideration
for the brand vs the mighty Nike, an
established Olympic sponsor with a large
stable of athletes and significant
advertising presence.

Increase sales of Under Armour’s men’s
training apparel (its biggest category by
far) from the launch of the campaign to
the end of the Games.
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INSIGHTS
I. AVOID THE SPOTLIGHT
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Sponsored-athlete advertising tends to follow a standard
formula: winning moment, fist raised in glory, triumphant
ascension to the podium, the roar of the crowd, quick cut to
sponsor logo and tagline - all in the hope of catching a bit of
reflected glory.
Michael Phelps, being the most awarded Olympian on the
planet, would have fitted this formula all too well.
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But not only were we barred from taking such a tired
approach, it would have directly conflicted with the brand’s
guiding ethos.
Under Armour has built its brand on a powerful insight
about what really drives athletes, exemplified by its tagline,
“Rule Yourself”: relentless competition not with others but
with yourself, and a focus on the journey, not the prize.
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INSIGHTS
II. THE DARK SIDE OF SUCCESS: SACRIFICE
We have always treated Phelps not as a star or mascot for a
campaign but as a partner and collaborator. Looking to solve
our challenge, we talked to the man himself. In long,
philosophical and deeply revealing conversations, we
uncovered a different side to his Olympic successes: a dark,
unglamorous side that nobody talked about.
Every moment Michael Phelps had spent in the spotlight
was the result of months and years of grueling work. His
training routine was brutal and relentless, with six hours of
swimming a day, six days a week, paired with lifting heavy
weights every other day.
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INSIGHTS
II. THE DARK SIDE OF SUCCESS: SACRIFICE
CONT.
This was much more than just training. It was about being
disciplined in every single aspect of his life, including how he
ate, slept and recovered. It was literally 24/7: every single
moment of every single day followed a relentless regimen
ordinary humans cannot begin to imagine.
Of course, Phelps understood that there was a light at the
end of the tunnel. By making sacrifices, he had been preparing
for the ultimate endgame - Olympic glory. But it was his
journey of personal sacrifice, rather than the destination of
external validation that held the real power.
Coming back for a record fifth Olympics, often doubted and
criticized, no one knew sacrifice like Michael Phelps.
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INSIGHTS
III. A SHARED OBSESSION: CONSISTENCY
We knew this insight would resonate with the brand’s core
audience of dedicated and driven athletes. They are self-reliant,
motivated to improve their personal best and know that they
have to work incredibly hard to get to the next level. They know
that “use it or lose it” is never truer than when it comes to
training: if you don’t train consistently, the gains you make are
lost within a few days.
While Under Armour’s audience lives in a world that fetishizes
overnight success, from start-up billionaires to celebrities
famous simply for being famous, consistency is the value they
respect and seek to emulate the most. The athletes they admire
go beyond their first hit to continually deliver excellence.
Their mindset is “keeping it is the new getting it.”
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STRATEGY
OUR INSIGHT
An athlete’s greatness is fueled by their sacrifices.

OUR STRATEGY
Shine a spotlight on the sacrifice - not the glory,
victory or medals - to bring to life Under Armour’s
point of view on athletic achievement

13

JAY CHIAT AWARDS 2017

IDEA
IT’S WHAT YOU DO
IN THE DARK THAT
PUTS YOU IN THE LIGHT

Own Michael Phelps’ final Olympics by
bringing to life his incredible training
regimen far away from the limelight,
reflecting Under Armour’s brand ethos
of “Rule Yourself.”
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ROLLOUT
To make a real impact, we still needed to marry this idea to an
innovative media approach.
Launching in August when the Olympic frenzy would be
hitting its peak with an 0.1% share of voice would have
rendered our message invisible.
Because our message focuses on what happens before the
spotlights switch on we decided to make a big splash early,
launching the campaign well before Olympic messages begin
to clutter the airwaves.
By launching months before the Olympics, the brand
outflanked its rivals. We then continued to drive the
conversation during the Games - from the outside, as befits a
brand with an underdog spirit.
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ROLLOUT
THE LAUNCH
Our TV/cinema ad and online film launched on March 8, 2016.
It told the raw, authentic story of Michael Phelps’ training far
away from the spotlight of the Olympics. We portrayed the
endless hours in the pool, brutal sessions in the gym, active
recovery, including unusual and painful methods such as
cupping therapy and ice baths in hyperbaric tanks, his
taskmaster of a coach and the huge meals required to restore
energy—all just so he can go and do it all again. No roaring
crowds, no podium, no medals.
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ROLLOUT
THE AMPLIFICATION
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We showed a rough cut of the film to Michael Phelps and his
fiancé, Nicole Johnson. We knew the emotional resonance of
the ad would hit home for the couple, so we were on hand to
capture their reaction. Michael Phelps and Nicole both broke
down in tears.
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We put the reaction film on YouTube, and it was picked up
by the press, creating a viral hit that amplified the main film
without any kind of paid-media support.
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ROLLOUT
FUELING THE CONVERSATION
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Phelps’s final Games were triumphant and saw him
winning five Golds and a Silver. As he blew away the field
and picked up medals, we leveraged his success in social
media. We combined timely marketing messages with
obvious signifiers, like American flags and celebratory
emojis, while avoiding prohibited phrases and images such
as “Olympics” or the interlocking rings logo.
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In addition, we put part of our budget aside to do tactical
TV bursts at key athlete moments with partners such as
SportsCenter and keep ourselves in the conversation while
carefully sidestepping the Olympics’ draconian rules.
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SUCCESS
1. CREATE BRAND BUZZ
Views:

YouTube

10M
views

Engagement and sharing:

Facebook/Twitter

3M
views

107k

8.5B
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Earned-media
value:

$78.5M

42%

Likes and shares across social channels

Lift in conversation volume

2ND

Higher than official sponsors Tide (19%),
Omega (16%) and Samsung (14%)

Most-shared Olympics spot of 2016
Earned-media
Impressions:

Conversation volume:

5TH

Most-shared Olympics ad of all time

Sources: Meltwater, 1/1/17; Quartz, 8/15/16; Facebook Analytics, Twitter Analytics, YouTube Analytics, 8/31/16; Unruly Research, 16/08/16; Omnicom Media Group, Summer Olympic
Games Summary Report, 8/16, based on YouGov Brand Index data for 8/5–8/22 compared to July 2016; SwimSwam, 12/13/16;; CNN, 9/9/16

SUCCESS
2. LIFT BRAND CONSIDERATION

INCREASE SALES

Lift:

Sales:

815,000 units/$23M
Company’s shares: 8.4% increase

- Incremental sales:
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Under Armour

Nike

20%

1%

-

during Olympics (Nike’s stayed flat)

Sources: Omnicom Media Group, Summer Olympic Games Summary Report, 8/16, based on YouGov Brand Index data for 8/5–8/22 compared to July 2016; UA, Men’s Training Sales,
9/1/16;; CNN, 9/9/16

Under Armour won in a competition it wasn’t even allowed to enter, beating favorites in the process.
It did so by defying the clichés and conventions of the category, finding a more authentic side to one of
the world’s most heavily sponsored athletes and staying true to its values: #RuleYourself.
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THANK YOU

