


WELCOME 8:00 - 8:05 AM
LANCE ALLEGA VP, Investor Relations & Corporate Development

CARRlE G".LARD Director, Investor Relations

OPENING REMARKS
KEVIN PLANK Founder, Chairman & Chief Executive Officer

STRATEGIC TRANSFORMATION 8:30 - 9:00 AM

PATRIK FRISK President & Chief Operating Officer

DIGITAL 9:00 - 9:25
PAUL FIPPS chief Digital Officer

CONSUMER ACTIVATION 9:25 - 10:00 AV
JIM MOLLICA svp, consumer Engagement

ATTICA JAQUES VP, Global Brand Management

15 MIN BREAK 10:00-10:15 AM
INNOVATION 10:15 - 10:35 AN
CLAY DEAN chief Innovation Officer

SUPPLY CHAIN 10:35 - 10:55 AM

COLIN BROWNE chief Supply Chain Officer

8:05-8:30 AM

2018 INVEST

AGENDA

REGIONAL OVERVIEWS 10:55 - 11:55 Al
JASON LAROSE president, North America
MASSIMO BARATTO Managing Director, EMEA
MANUEL OV ALLE Managing Director, LATAM
JASON ARCHER Managing Director, APAC
CHRISTINA MEI Managing Director, China

()

CATEGORY OVERVIEW 11:55 - 12:05 PN
KEVIN ESKRIDGE chief Product Officer

30 MIN LUNCH 12:05 - 12:35 PM
CATEGORY BREAKOUTS 12:35 - 2:35 PM
10 MIN BREAK 2:35 - 2:45 PN
FINANCIAL REVIEW & SUMMARY 2:45 - 3:2(
DAVID BERGMAN chief Financial Officer

QUESTION & ANSWER 3:20 - 4:00 PM

CONCLUSION RECEPTION 4:00 PM









TO INSPIRE YOU WITH PERFORMANCE
SOLUTIONS YOU NEVER KNEW
YOU NEEDED AND CAN'T IMAGINE
LIVING WITHOUT.

UNDER ARMOUR
MAKES YOU BETTER.
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STANDARDIZING SYSTEMS

OPTIMIZING OPERATIONS

ENGINEERING & CONTROLLING
THE BUSINESS

MAINTAINING PREMIUM
POSITIONING




MARKETPLACE
MANAGEMENT

OPTIMAL SUPPLY AND
DEMAND EXECUTION

MULTIPLE BALANCED
LEVERS

CONTINUED AGILITY
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PRODUCT STORY SERVICE TEAM




STYLE
PERFORMANCE

FIT




SHAREHOLDERS

CONSUMERS CUSTOMERS



IN THE

REARVIEW

2013-2016

GET BIG FAST










TRUST THE P

GETTING ORGANIZED

VISION CONSUMER

MISSION | AND
VALUES STRATEGY

CONSUMER
CENTRIC
STORYTELLING

MARKETPLACE
MANAGEMENT
















CONSUME

THE MARKET OPPORTUNITY

- $1.8T  $280B

TOTAL APPAREL ~ATHLETIC APPAREL
& FOOTWEAR \ &FOOTWEAR '

;
!

Euromonitor Passport Global Apparel and Footwear2017 Publication (2012-17 actual, 2018-22 projected)
NPD Global Sports Market Estimate, 2017
Euromonitor Passport Global 2018; Under Armour proprietary BCG Demand Centric Growth Study


















YIELDS MORE EFFECTIVE OPERATIONS

000

v

Fosters better
consumer
understanding

Enforces greater
strategic alignment
and understanding

5ol

Enables
data-informed
decision making

Puts greater rigorin
footwear validation

o

Reduces churn

m

Unlocks
organizational time






CONSUMER CENTRIC

STORY
TELLING




CONSUMER CENTRIC

STORY
TELLING

BLOGS

. EMAIL

CALL CENTER

DIRECT MAIL

UA APP
(SHOP APP)

SOCIAL MEDIA

WHOLESALE

DIGITAL
ADVERTISING

UA STORES

ARMOURBOX

UA FITNESS APPS
UNBOXING













CONSUMER CENTRIC

STRATEGIC & BALANCED

STRUCTURALLY SOUND

OPERATE THROUGH
GREAT PROCESS

DELIVER CONSISTENT
FINANCIAL PERFORMANCE







WHERE

ATHLETIC PERFORMANCE

FOR

FOCUSED PERFORMER

BRAND POSITIONING

HUMAN PERFORMANCE COMPANY









Ran 5.5 mi on 6/6/17

Run, Qutdoor

IO

myTitnesspal

ot

P

§ AcTuaL IN RANGE
Avocado Toast With Poached Egg &
Crispy Prosciutto

S.TRIDE LENGTH
OVER TIME

. sy W 12 Beydrale That
Aot Wty

L) r et Heine
JUST GETTING STARTED IWiLL BERERATY Chicken & BrowmRice Bawd  Meveton with Kristi Caateis Work Ot 3¢
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DIGITAL

IN THE

REARVIEW

2013-2016

GET BIG FAST

Largest digital fithess community
Digital community has grown over 65% since 2015

App users purchase 36% more online

Learned the value of the app revenue streams

Apps should self-fund investment in digital talent and
capabilities

Evolved Single View of the Consumer
Built consumer profiles with integrated data

Enabling personalization at scale



BUILDING ON OUR COMMUNITY

Integrating the community with the Under Armour brand

Building a fitness ecosystem around commerce and social media

DRIVING ENGAGING EXPERIENCES

Creating relevant and immersive experiences
Making the Focused Performer better

Driving Connected Footwear

PERSONALIZING COMMERCE

Leveraging data to create and strengthen brand fans

Driving personalized journeys and recommendations













| ARMOURBOX
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cu DELIVERED AS
TOMAKE yarsT | OFTEN AS
BETTER. | YOU NEED.

EVERY 30, 60,
OR 90 DAYS.

g v . 3,094 likes

melisfit_ Do you want a workout gear box that is
custom to your needs?! | got my first #ArmourBox
from @underarmour and it is one of the best


































BRAND METRICS




SINGLE VIEW OF THE CONSUMER

CONSISTENCY ACROSS CREATIVE & INVESTMENT
WITH FOCUSED PERFORMER

ALWAYS ON CONSUMER ENGAGEMENT

DIVERGENT CONSUMER SEGMENTS
FRAGMENTED SPEND AND CREATIVE
TENTPOLE MOMENTS
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Skip Ad M

THE GAME HAS

FUNDAMENTALLY

CHANGED
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Skip Ad M

FUNDAMENTALLY
CHANGED




X ATTENTION SPANS

are measured in seconds

Average attention span of a goldfish: 9S
Average online impression: 3=5S

'© ENGAGEMENT

is the new metric for success

Engagement = proactive interaction
(e.g. view, like, share, comment, etc.)




ORGANIZING AROUND THE

CONSUMER




ORGANIZING AROUND THE

CONSUMER

Choreographed, personalized interactions
across all connection points

SOCIAL MEDIA .
DIGITAL |
ADVERTISING

BLOGS

UA.COM N
L
CALL CENTER d | Pt Y
\DER ‘ DIRECT MAIL

UA APP
(SHOP APP)

.WHOLESALE

. UA STORES
ARMOURBOX . .
UA FITNESS APPS

UNBOXING







ﬂ ORGANIZING AROUND THE
-

NOW

DATA + CONET +
TECH = PERSONALIZATION = REVENUE
INSIGHTS ENGAGEMENT



SHIFT IN m”

PROCESS
ORGANIZATION
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LEARNING
GROWTH




DATA INFORMED

ENGAGEMENT APPROACH

a0 O
RETURN ON

MARKETING
=P INVESTMENT g

CUSTOMER DATA PLATFORM DATA INFORMED ENGAGEMENT APPROACH DIGITAL MARKETING ACCELERATOR

Intelligence to guide productive Intelligence to guide media investments
interactions

Agile activation team









NEW MODELS OF

ENGAGEMENT













TOOLS & UTILITY
MOTIVATION
EDUCATION
RECOGNITION
COMPETITION

v 4 e |

UA FITNESS

COMMUNI



















| HOW WE INNOVATE

A

EVOLUTIONARY )












ORTHOGONAL

UTILIZING EXISTING TOOLS,
SERVICES OR EXECUTIONS

iIn new or novel ways that evolve
products or processes in a new
or innovative way.
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TESTED BY ATHLETES




... AND VALIDATED BY CONSUMERS

I
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... BUILDING LONG-LASTING
FRANCHISES



























COMPLEXITY OVERVIEW

o A
ArA

¥

> & &

¥ ¥ NF
Sourced UA Teammates Units Logistics &
Countries (across global Distribution
supply chain) Locations

1 malt

; i UA Sourcing
SKU's Factories :
(style, color, size) Offices

270,000,000 annually
22,385,000 monthly
4,803,000 weekly
820,000 daily

15,969 annually
1,330 monthly
323 weekly
56 daily

Approx. 992
units/min coming off
production lines






MAKE GREAT PRODUCT

SKU rationalization

Reduce complexity

Overdrive margin

Quality that exceeds consumer expectations

SUPPLY CHAIN EXCELLENCE

Establish strategic partnerships across each product team
Sustainability reporting

Optimize duty savings

Optimize operating model

DISTRIBUTION OPTIMIZATION

Lead time reduction
Days of inventory improvement - best practices
Improving service levels




EARLY WINS

REDUCTIONS 2017-2019

SKUs  MATERIALS = MARGIN  INVENTORY LEADTIMES VENDORS
40% 75% - - 20% 30%
























NORTH AMERICA

IN THE

REARVIEW

2013-2016

GET BIG FAST

Fuel international expansion
Establish Footwear business

Expand direct-to-consumer business

Contraction in sporting goods
Trend toward lifestyle product

Build of inventory in the market

Reach more athletes
Add ~2,000 points of distribution

Authenticate Footwear and Women's












MARKETPLACE MANAGEMENT

Stabilize and right-size inventory levels
Define clear points of differentiation
Continued wholesale contraction

DISTRIBUTION EVOLUTION

“Win with the winners" amid wholesale contraction
Service channel agnostic consumer
Increase role of digital in commerce and content

OPERATIONAL DISCIPLINE

Leverage organizational structure
Drive process efficiencies






















































































































CATEGORY MANA

EVOLUTION

APPAREL
MARKETING
FOOTWEAR
PLANNING

ACCESSORIES

PRIOR CURRENT
STRUCTURE STRUCTURE




CATEGORY MANAGEMENI

EVOLUTION

Focused
Performer

Focus on global
merchandising
and planning

! Clear communication &

| integration points with
regions and cross-
functional teams







CATEGORY MANAGEMENT

DEFINED ROLES
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