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EXECUTIVE SUMMARY 

 
The following is a presentation of our future campaign idea for 

Academy. Our main goal with the creation of this campaign is to reach 
the ‘family’ CONNECT them with our affordable products. Currently, 
Academy is the 2nd largest Sporting goods store in its industry’s and 
continuing to expand. Therefore, it is important for Academy as an 
organization to differentiate itself from its competitors and gain a 

competitive advantage. We believe Academy offers characteristics that 
no other sporting store offers. Academy will CONNECT with generation X 

and Y through our cohesive and Omni-channel 2013/14 campaign; CONNECT 
 

Every player, any season, one family. Double X agency will incorporate 
Academy’s traditions while taking the next step by satisfying all 
“family” consumers. After much deliberation, we decided on the 

campaign theme: 
 

 
 

The execution of this “CONNECT Every player, any season, one family” 
campaign will be brought to life through a variety of media platforms. 

Our integrated marketing campaign will utilize print ads, 
TV/broadcast, in-store displays, promotions, and social media. It will 
provide a fresh platform for Academy to inform and excite its while 
continuing to satisfy all the family’s needs. Customers are invited to 

“CONNECT” to Academy through interaction via social media, Academy’s 
partnership with American Diabetes Association community service 

initiatives, and ultimately by visiting Academy stores and  its 
sports/outdoor experience. The imagery within this ad campaign is 

fluent with past ads, yet brings a fresh twist. COME CONNECT with us! 
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SITUATIONAL ANALYSIS 

Industry Analysis 
Although Academy Sports & Outdoors has reached total sales of over $2 billion*, there 
are still several key issues that the company faces: 

1. The target audience would be more likely to visit other sporting goods stores, as 
Academy only has stores in thirteen states. Competitor sporting goods stores are 
more numerous, and therefore more easily accessible to consumers. 

2. Sometimes the Academy selection varies a little too much from store to store; you 
can only find certain items at certain Academy stores. For example, an Academy 
store in Corpus may not have a specific type of basketball, but it is available at 
the Academy in McAllen. 

3. Academy, although progressing at a high rate, does not yet have the resources it 
needs to open stores elsewhere in the United States. Although it will open sixteen 
more stores by the end of 2012, it will be a long while before it has nearly as 
many stores as its competitors. 

 

Target Market 
For the Connect campaign, we purposed to cater to the sports and outdoor needs of the 
family unit. Double X defines family as two Generation X adults’ specifically biological 
parents and two children; one high school athlete, and one elementary school student. 
Our main target is the parents, due to them purchasing the majority of products. We are 
targeting the children as the influencers of the purchasers. In the process of targeting 
the family as a whole, we feel confident we will attain the family’s brand loyalty. 
 
An example family would be the Garcia household. Mr. and Mrs. Garcia have always 
loved the outdoors and have extended this love to their two children, Adriana and Jose. 
The Garcia family operates on a tight budget; they look forward to their monthly 
camping trip (an inexpensive way to have some family fun). Adriana Garcia is currently 
on her high school’s varsity soccer team, and Jose Garcia is a student at the local 
elementary school. Jose, although young, has developed diabetes. Jose looks forward to 
the day when he can compete as a high school athlete like his older sister. 
 
Whenever this family plans a camping trip or needs sporting goods, our goal is for 
them to remember Academy is their sports Connection. Mr. and Mrs. Garcia purchase 
their tents and outdoor cooking supplies, Maria buys shin guards and a new soccer ball, 
and Jose asks his parents to buy him his very own football. Everyone in the family finds 
what they need at a great price. 
 
High school athletes have: 

 Healthier eating habits 
 Higher levels of cardiovascular fitness 
 Decreased anxiety and depression 
 Lower rates of tobacco, drug, and alcohol use 
 Higher levels of self-esteem and motivation 
 Lower juvenile arrest rates and teen birth rates 
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 Higher grades than non-athletes 
 Lower absentee levels 
 A significantly smaller percentage of discipline referrals 
 Lower percentages of dropouts 
 Higher graduation rates 

 
Generation X: 

 Generation X defines people that were born between the years of 1960 and 1980. 
There are 50 million people who belong to Generation X in the United States. 
They make up about 17% of the U.S. population. More than 1/3 of Generation X 
lives in the South. 

 The average family size for Generation X is 3.2. Every 7 out of 10 Hispanic Gen X 
households have children under the age of 18. About two-thirds of African-
American Gen X households have children under the age of 18. Approximately 
75% of Gen X couples have children. 

 Generation X is a generous, caring group of people. Many of them volunteer 
their time at church or youth events, as well as fundraising and tutoring.  

 Because most of Generation X was born during a rough time, many of them were 
latchkey kids that grew up by themselves. In order to sell to them, they need to 
be convinced that companies are trustworthy, reliable, and not overly 
complicated. 

 Generation X parents tend to try their hardest to spend time with their family. 
Family time is extremely important. 

 Last but not least, Generation X parents want to look at what’s in it for them. In 
other words, they want to buy their money’s worth. 

 
 
 
 
 

SWOT Analysis 
 

Strengths: 
 

 Expansion Momentum 
 Everyday low prices 
 Trust from locals 

 

Weaknesses: 
 

 No coupons, something target 
market responds to positively 

 Managing the pace of growth and 
mindful competition 

 Regional market instead of national 
 

Opportunities 
 

 Gradual growth to national level 
 Collaboration with non-profit 

organizations 

Threats: 
 

 Dick’s Sporting Goods 
 Big 5 Sporting Goods Corporation 
 Hibbits Inc. 
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 Inclusion and diversity 
 

 

 
 

Positioning Statement 
Position Academy Sporting and Outdoor gear in the minds of families as a low price 
alternative Connection between home and the field. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

MARKETING STRATEGY 

Sales Objectives: 
 We aim to increase sales in the upcoming 2013 year by 7% from 2.7 billion in 

2012 to 2.9 billion in 2013. We believe 7% is a realistic goal to work towards since 
Academy has 151 stores in 13 states.  

 We also want to increase the conversion rate in terms of customers coming into 
the stores and purchasing items by 4%. We want to ensure that more people are 
purchasing items once they are in the physical stores. 

 We intend to increase repurchase from 51% to 61% over the next year. 
 Lastly, we plan to increase Academy’s 20% market share to 24% market share by 

increasing the number of stores in current and/or neighboring states. 
 

Communication Objectives: 
 Our goal is to spread awareness of Academy to where our target market 

recognizes our brand 85% of the time. This will in turn move the customers 
down the brand loyalty funnel to where after recognizing the brand, customers 
will actually consider it, prefer it, purchase it, and become brand loyal to 
Academy.   

 We plan to increase recommendation from 51% to 58%. The more customers who 
recommend the brand, the more sales Academy can amass.  
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 We plan to bring the community together through education and proactivity 
across the 13 states Academy is already located.  

 We intend to promote a healthy, more active lifestyle and raise revenue for those 
in communities across the South, Southeast, and Midwest areas of the United 
States.  

 

 

 

 
 

 

 

CREATIVE BRIEF 

Why are we advertising? 
We want to position Academy as the place to shop at for high school athletes and 
parents alike. In terms of objectives, we want to both increase sales and communication. 
Not only do we want to increase Academy’s market share, conversion rates, and 
repurchase, we also want to increase brand awareness and connect Academy to the 
communities it serves.    
 

Who are we talking to? 
We are talking to high school athletes, who belong to Generation Y, and their parents, 
who belong to Generation X. 
 

What is the single, most persuasive idea you can convey? 
At Academy, we provide sports and outdoor items while also connecting families, 
teams, and communities as whole. 
 

What do we want the first impression of Academy’s to be? 
We want it be viewed as down-to earth, optimistic, fun, inclusive, play-to-play, current, 
fresh, and full of possibilities. 
 



 9 

Why should they believe what we say? 
Academy has been around for 74 years and is located in 13 states. They have 151 stores 
in the South, Southeast, and Midwest areas of the United States. Academy is a also a top 
competitor in sports goods and outdoor products. 
 

So what’s the big idea? 
Being Connected. 

Every Player. Any Season. One Family.  

 

CREATIVE CONSIDERATIONS 

Creative Strategy and Execution 
When constructing creative intents with respect to our research of high school athletes 
and parents, their purchasing behavior and brand loyalty resolutions, we conceived the 
idea of Connect; Every player, Any Season, One Family. We plan to use advertisements 
with emphasis of the Connection an athlete or player can generate with their 
teammates, family and ultimately with Academy.   
This campaign will directly correlate with the physiological and psychological needs of 
all human beings to Connect on any/every level. The consumer will desire to Connect 
with Academy because we will cater to the sense of community that many seek 
  In the 2013/2014 ads Academy will symbolize family traditions, values, 
motivations and the effect it has on an individual’s life. Academy will use an Omni-
strategy media form displaying ads as the embodiment of teamwork. Because, 
Academy is a longstanding and every-day sporting goods and outdoor store ads will 
show classic down to earth Academy ads with a fresh twist of the 2013/14-year’s 
campaign, Connect. 
    The Connect campaign will increase sales by commandeering a fresh new 
identity-binding Academy to the heart of the young southern all-American athletes and 
outdoorsmen and women.  
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MEDIA STRATEGY 

Consumer 
 High School Athletes and Parents in the high-income levels.  

For men’s active wear, men ages 16+ are the target. People who buy these items 
are ages 35 – 44 on average. Have an average income of $150K per year is a 
homeowner, white, with children. 

 For boy’s active wear, age range of 2-15 is going to be the focus. The consumers 
who buy these products are ages 35 – 44 on average. Have an average income of 
$150K +, homeowner, white, with kids. 

 In women’s active clothing at accessories, ages 16 and older are going to be the 
target.  Customers who buy these items are ages 45 – 54 on average. Have an 
average income of $150K, is a homeowner, white, married with no kids. 

 In girls active clothing and accessories, buyers ages ranging from 2-15.  
Consumers who buy these products are ages 35 – 44 on average. They have the 
income of $75K - $100K, is a homeowner, white, with kids. 

 

Company history  
Started in San Antonio as Academy Tire Shop by founder Max Gochman in 1938. It was 
a family run company with the grand son of Mr. Gochman, David Gochman, as CEO 
until 2011 when is acquired by Kohlberg Kravis Roberts & Co L.P.  and Rodney Faldyn 
is named President and CEO.   
 

Communication  
Academy sports and outdoors currently focuses on the high school age athletes and 
their parents. By offering affordable sports and outdoor equipment, Academy has made 
their focus family and spending time together. Academy prides itself on convenience, 
quality products, exceptional customer service and respecting their associates. In the 
future, Academy wants to continue encouraging a family environment while also 
growing the connection between family members across the country. Through 
promoting ideas in newspapers, social media, magazines, and mobile apps Academy 
will expand and remain a loyal to its low prices every day. 
 
 

PROMOTIONS 

Nonprofit Copy  
Academy is known for creating a lasting relationship between the company and the 
community. Double X Advertising wants to perpetuate this repertoire by creating a 
partnership with the American Diabetes Association, and more specifically; ADA's 
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School Walk for Diabetes. "This event is an educational school fundraising program that 
promotes healthy living, school spirit and community involvement. While raising 
money for the American Diabetes Association, students learn about diabetes and the 
importance of making healthy choices including eating nutritional foods and exercising 
every day. The money raised through School Walk for Diabetes helps to fund diabetes 
research, education and advocacy in support of the mission of the American Diabetes 
Association." (Diabetes.org) The correlation between promoting a healthy, more active 
lifestyle and helping raise revenue for those in the community that already suffer from 
diabetes creates an opportunity for Academy to step in and bring the community 
together through education and proactivity. Academy would partner with participating 
schools in the area (predominately Texas, but non-school affiliated personal fundraisers 
are possible for outer lying store locations) The incentive for schools to partner with 
Academy would be that Academy pledges to donate $1 for each student who 
participates to go towards new gym equipment for the school. The rest of revenue 
generated from the students will be donated to American Diabetes Association.  
 
 

 
 

Facebook 

Facebook We decided that the Facebook page did not communicate effectively to the 
public that we are community oriented. We wanted our loyal customers to know that 
we are there solely for them and we will give them the tools to have wholesome family 
fun together. The cover picture change and clear poll representation were added and 
the current picture uploads of employees and customers were emphasized.  
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Twitter 

Using twitter to get important updates out to our customers is a vital element in 
correctly using social media. We would utilize Twitter's site to post pictures of new 
store openings, pictures of customers shopping at Academy etc. We also would use 
Twitter to get the word out about different events that we will host throughout the 
campaign, complete with hash tags to group tweets about the event.  
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Instagram 

This rapidly growing social media website is integrated into Facebook and twitter 
already and can be used to create better-looking pictures to be posted to our other social 
media sites. Standalone, this site can be utilized by Academy to showcase some of their 
products. And allows consumers to share their products with their friends. A thrifty 
way to utilize Instagram to Academy's advantage would be to incorporate photo 

scavenger hunts of products that are within the 
store. Whoever uploads all the items first will 
win a 100$ Academy gift card. This will drive 
the potential customers into the store where in 
store advertising will encourage a purchase.  
 

Pinterest 

Academy's advertising reflects that utilizing Pinterest is already in affect. Focusing on 
adding new content to the boards and innovative ideas on how to get the best out of 
your sports and outdoor experience. A separate board should be created that raises 
awareness for Diabetes and healthy tips on how to live a more rounded and active 
lifestyle.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Press Release 
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MEDIA ADVISORY  
FOR IMMEDIATE RELEASE 

Academy Sports partners with American Diabetes 
Association 

KATY, TX (Insert Date, 2013) – Academy Sports + Outdoors (d/b/a Academy) today 
announced itʼs partnership with the American Diabetes Association. This partnership 
will maximize the potential of volunteering to help those with the disease. 

The AS-ADA partnership aims to increase the positive impact that volunteering can 
have on empowering local communities. It will build partnerships at the every level 
to support research, promote volunteering and help undertake advocacy to create 
enabling legislation for volunteerism. By exchanging knowledge, the two 
organizations aim to promote healthy living and amplify the voice of volunteers and 
grassroots organizations in decision-making about development.  

 

Academy works in over 10 states with local partners to support the work of over 
250,000 local volunteers.  

 

 “We are extremely excited about our new partnership with the ADA,” says (Fill in Name), 
Academy Sports + Outdoors CEO & President. “We take pride in our support of nonprofits and 
have made it a core and standard business practice. We are looking forward to celebrating at 
the luncheon next week.” 

Over 5,000 diabetes patients will be in attendance for the first event, School Walk for Diabetes. 

A benefit luncheon is to be hosted on (Fill IN DATE), representatives from Academy Sports and 
ADA will be in attendance. 

 

About Academy Sports + Outdoors 



 15 

Academy Sports + Outdoors is a premier sports, outdoor and lifestyle retailer with a broad 
assortment of quality hunting, fishing, and camping equipment and gear along with sports and 
leisure products, footwear, apparel and much more. The Texas-based company operates 150 
stores throughout Alabama, Arkansas, Florida, Georgia, Louisiana, Mississippi, Missouri, North 
Carolina, Oklahoma, South Carolina, Tennessee, and Texas. The Academy Sports + Outdoors 
philosophy is to deliver an unparalleled shopping experience by providing convenience, offering 
a broad selection of quality products, delivering exceptional customer service and selling the 
right stuff at every day low prices. For more information about Academy Sports + Outdoors visit 
academy.com, facebook.com/academy, twitter.com/academy, pinterest.com/academy and 
youtube.com/academy. 

-###- 

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

MEDIA AND PROMOTIONS SCHEDULE 

2012 – 2013 Academy Campaign Schedule 
Month Event Media 

January 

 

 

New Year’s Ads promoting products 
that will help your 
success in your New 
Year’s resolution  

February Valentine’s Day/ Super 
Bowl 

Ads promoting 
Valentine’s Day gifts and 
sports paraphernalia for 
the Super Bowl 
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March “March Madness” Ads promoting “March 
Madness” basketball 
paraphernalia 

April Spring Break Ads promoting spring 
and summer wear 

May Mother’s Day Ads promoting gifts for 
mom 

June Father’s Day Ads promoting gifts for 
dad 

July 4th of July Ads promoting grills and 
summer time  

August Back to School Ads promoting back to 
school accessories, 
clothes and shoes 

September High School Football 
Begins 

Ads promoting local 
football and football 
paraphernalia 

October Hunting Season Starts/ 
World Series 

Ads promoting hunting 
goods and baseball 
paraphernalia for the 
World Series 

November Diabetes Awareness 
Month 

Ads promoting getting 
healthy to stop diabetes 
in young people – the 
walk for diabetes – 
National. 

December Holiday Shopping Ads promoting holiday 
shopping as a family for 
family members 
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MEDIA AND PROMOTIONS SCHEDULE 

Promotional Images/Ads 
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Broadcast 
We chose to spend the most money at $2,059,897 on broadcast/ television because 
expressing visual elements will appeal to our target audience the best in terms of our 
message and allowing all members of our audience to see it. We plan to run 
commercials during prime time shows, in the afternoons, and during game days. These 
are the best times for our target audience to see our commercials and ads because that is 
when they would be tuning into this medium. 
 

Print 
We chose to spend $1,845,600 based on having a color ad in every local Sunday paper, 
inserts and direct mail-outs. These print ads and inserts show local deals and seasonal 
promotions that could not be found on the national website.  
 

Promotions 
We chose to spend $769,000 on promotions because we want to promote our name by 
donating $1 per child that walks for the American Diabetes Association that is affiliated 
with their school.  This also includes the advertisements for the in store promotions. 
This also includes an intern.  
 

Social Media  
We chose to spend $76,900 because social media is a rapidly growing medium being 
used by the majority of our target audience. We will be using Facebook, Twitter, 
Instagram, and Pinterest to connect and build relationship with us. Academy has 
teamed up with Instagram to have a scavenger hunt of pictures. Who ever finds the 
final picture wins a $100 gift card to Academy.  
 

Mobile Apps 
We chose to spend $76,900 on a mobile app so our target can experience our store in the 
palm of their hands. The number of people using the web through mobile devices 
accounts for more than 10% of Internet users and is continuously growing.  
 

Website  
We chose to spend $76,900 on the Academy website to keep up to date with all of the 
monthly events and the promotions of our products up to date with the season.  
 

Additional Expenses 
We kept the remaining amount of $94,803. We recommend allocating additional funds 
in case of additional unexpected expenses.  
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EVALUATING ADVERTISING EFFECTIVENESS 
Double X will evaluate campaign effectiveness in several ways. To measure awareness 
we will use volume, reach and exposure numbers to see how the Connect message is 
spreading. For engagement values we will calculate retweets, comments, and 
participates on our social media usage. To drive traffic to the website we will revamp 
Academy links that are getting low views. We will track URL shares, clicks and 
conversations. We will track contributor’s increase and influence verses our 
involvement with the American Diabetes Association. Finally, we will send out surveys 
by email to Academy customers and track market share percentages verses top 
competitors. 
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APPENDIX 

Resources: 
1. http://www.academy.com/webapp/wcs/stores/servlet/AboutAcademy?langId=-

1&storeId=10151&catalogId=10051 
2. http://www.academy.com/webapp/wcs/stores/servlet/StoreLocator_10151_10051_-1 
3. http://www.academy.com/webapp/wcs/stores/servlet/AboutAcademy?langId=-

1&storeId=10151&catalogId=10051 
4. http://www.childtrendsdatabank.org/?q=node/379 
5. www.scouting.org/filestore/marketing/ppt/GenerationX.ppt 
 

 

  


