new balance

Elite vs. Casual Brand
Positioning
Activewear




Part 1
ﬁ Case Study | Brand Strategy

Within the running category, most brands fall under two primary categories:

Elite Performance Casual Running
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HOKA ONE ONE

Empowering everyone to feel like they can fly.

A bold and unexpected approach to performance footwear.
It's Time To Fly™. #timetofly
www.hokaoneone.com/blog-post/?id

View Shop
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New Balance Running

WE GOT NOW

shop.newbal.co/running

Followed by steptstudios and jenny_mc

Focus on running lifestyle, community, style, and the

Focus on competitive running accomplishments, elite
positive effects that running affords.

athletes, and achieving optimal performance.
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Brands that focus on elite performance tend to focus on the achievement aspect of
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Case Study | Brand Strategy

The top performing content categories for performance-focused brands are
product shots and new releases, top-tier athlete achievements, and

Product Shots and Releases
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nikerunning @ The wait is over. Nike
React Infinity Run is now available for
Nike members in select countries.
Check nike.com/React for availability
where you are

Designed to help reduce injury and
keep you on the run, Nike React
Infinity Run was tested by 226
runners over 11,264 runs.
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extreme/aspirational race stories.

Athlete Achievements
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@iamtrayvonbromell clocks 9.87 over
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Extreme/Elite Race Stories
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9 salomonrunning &
@courtneydauwalter came into Spring

Creek Pass a bit after midnight 34
hours at 127 miles into her Colorado
Trail journey. The air was still, the
moon almost full shining overhead
illuminating the pine covered
landscape. She entered the RV they
have rented and showered, ate and
took a 45 minute nap. After also
getting a massage, she was back
suited up for the longest stretch of
trail without aid from the crew - a 27
mile distance through the La Garida
Wilderness.

When we caught up with her and
pacer Patrick mid morning, her spirits
were much improved and she was
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Brands focused on elite running performance most often partner with influencers in the
fitness and elite running categories - such as fitness/running trainers, world-class track
and distance athletes, and adventure ultra runners.
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Brands that focus on casual running & lifestyle tend to focus on the community and mental

wellness aspect of running, with a more aesthetic approach to showcasing products.
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The top performing content categories for casual running and lifestyle focused
brands this year have been local running community & togetherness, inclusivity &
encouragement, and featuring casual, non-elite runners.

Community & Togetherness Inclusivity & Encouragement Showcasing Casual Running Enthusiasts

. satisfyrunning @ « Follow

a brooksrunning @ « Follow /) hokaoneone @ + Follow
Santa Susana Pass

. satisfyrunning @ Community run led

by @daddy_shango with
@rageandrelease in Harlem, NY.

Below @daddy_shango shares
thoughts on the Black community,
healing, and the integral role running
and wellbeing plays for all of us.
“Harlem is a special place.

It's produced some of the worlds
greatest talents and is one of the
Mecca's of black culture.

If you want to talk about revolutionary
energy, you definitely think of Harlem.
Taking people on a run for peace and
unity from the heart of Harlem, down
into Seneca village, which has been
lost in history much like Juneteenth.
We ran not only for our lost ones, but
for ourselves. Our minds are unique
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promote normal people and
people who want to transform
themselves by sport and nature.
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Influencer types that brands in the casual running category most often work with tend to
be local community leaders and micro-influencers focused on community building in
their area, inspiration, personal growth, and achieving goals through running.
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When comparing audience demographics, the audience focused on elite performance skews much
more strongly male, and is slightly younger, on average, than the casual running audience.

Elite Performance Casual Running
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From the Brand Positioning Case Study

Messaging — A Blend of Casual & Elite: There's a clear delineation between running brands that orient their messaging to align
with casual runners vs. elite runners. However, based on our analysis, neither approach is necessarily “better” than the other, in
strict terms of digital performance.

Naturally, elite-oriented brands aren’t only trying to appeal and sell products to elite athletes. Their strategy is to align the brand
with elite athletes so that the wider audience associates the brand with elite performance, and therefore purchases products as
part of an aspirational customer journey.

Casual-oriented brands on the other hand, align themselves with the persona of an average person who is working to be a better
version of themselves so that the wider audience associates the brand with supportiveness and inspiration, and therefore
purchases products as part of a self-actualization customer journey.

Positioning a brand at either end of this spectrum can be successful. Furthermore, there may be a whitespace for brands that fall
in the middle of the spectrum and combine aspects of both Casual and Elite.
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