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 Executive Summary 
 CREW 902 is thrilled to launch the Media Plan Book we crafted for one of the most 

 popular athleisure wear brands in North America, Lululemon. Our agency took on a series of 
 steps to develop a cohesive plan for Lululemon’s advertising campaign. Starting with a 
 situational analysis, CREW 902 took on extensive research to analyze the current context of 
 Lululemon’s situation in relation to its consumers and competitors. Using our research and 
 analysis, CREW 902 defined the most important problem of Lululemon, and also formulated an 
 effective solution through several media planning solutions. We are confident that the 
 implementation of our proposed media plan — and more specifically our media objectives — 
 allows for an effective response and solution to the most important problem. Using our expertise 
 and professionalism in advertising, we have devised strategies and tactics to guide Lululemon in 
 achieving an identified objective to appeal to a newly defined target audience. 

 As an advertising agency, CREW 902 agency highly values determining concerns and 
 problems, as this is fundamental to continued success and ongoing growth. With this in mind, 
 Lululemon’s most significant problem is that there is an overall lack of appeal for the male 
 demographic, and males are noted to be 54% less likely to shop at Lululemon (Simmons, 2022). 
 From the interviews that we have conducted with multiple people, we conclude that many 
 individuals tend to think that Lululemon products have great comfort, but the prices are too high 
 and overwhelming to justify. 

 Our agency developed an in-depth proposal to identify an opportunity to increase our 
 target audience to include more male consumers, and ultimately address the minimal male 
 consumer base. Our solution to the problem is largely rooted in the most important impunity, it is 
 to make significant strides to target the male demographic to expand their target audience to 
 include them. This is largely in part due to the fact that the athletic apparel category is “a staple 
 in consumers’ closets,”, especially for men and women aged between 18-44, and more so for 
 Millenials (Hansen, 2022). Given this, Lululemon has significant potential for growth and 
 success with this demographic and could benefit from this expansion. 

 In pursuing our most important opportunity, we simultaneously can address the most 
 important problem, with the solution detailed throughout our Media Plan. With respect to the 
 male demographic, we will target males aged 25-34 years old in the western and northeast 
 regions of the United States. We c  reated the campaign  tagline, “Be Him.” and “Lululemen” as 
 these are subtle ways to reveal the brand’s efforts to cater to the male audience. We have chosen a 
 large array of mediums and vehicles that fall under the following media types: print, broadcast, 
 out-of-home, interactive, and alternative. Some vehicles include magazines such as Sports 
 Illustrated and  GOLF  Magazine, TV commercials such  as ESPN SportsCenter and NBC Golf 
 Channel, video/photo sharing sites such as Instagram and YouTube, and product placement 
 through Netflix and collaborations with professional golfers. This campaign will incorporate a 
 pulsing strategy — year-round advertising that allows for certain months with significant events 
 or holidays to be emphasized — and media dispersion approach to effectively allocate our budget 
 of $10,000,000 to reach our advertising objective. Fueled by passion and expertise, CREW 902 is 
 eager to work with Lululemom in implementing our proposed media plan campaign that we are 
 proud to present. 
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 PART I: SITUATIONAL ANALYSIS 

 Introduction 
 CREW 902 is a world-class agency that aims to help clients reach their advertising goals 

 in the best way possible. CREW 902 recently partnered with Lululemon, an athleisure company 
 that was founded in 1998 by Chip Wilson (  History |  Lululemon Athletica  , 2022). Over the years, 
 their brand has gained prominence in the athleisure-wear industry with its high-quality and 
 fashionable products. Lululemon has the goal to gain more knowledge of their primary target 
 market — white females aged 25-34 — and find ways to respond to this audience through a 
 media campaign. They aim to establish this campaign from August 1, 2023 to July 31, 2024. 
 With this, CREW 902 conducted a situational analysis of factors that affect Lululemon’s business 
 as a whole. By conducting extensive research, the agency was able to analyze information on 
 Lululemon’s relationship with its customers and competitors through various resources such as 
 Simmons Insights and interviews with users and non-users of the brand. This includes the 
 completion of an external, internal, consumer, competitor, and SWOT analysis for Lululemon. 
 This process has helped the agency gain sufficient background knowledge to find the most 
 appropriate and effective solutions for Lululemon’s future media campaign. 

 External Analysis 

 Brief History of the Athletic Apparel Industry 
 The rise of the athletic apparel industry is largely attributed to how sports changed the 

 way young people dressed. The late 19th century was transformative to this industry and it began 
 in 1892 when the U.S. Rubber Company started producing shoes with rubber soles that gave 
 them better traction on the tennis courts, earning them the name ‘tennis shoes’ (“When Did the 
 Athleisure Trend Start”, n.d.). At the same time, intramural sports gained popularity at American 
 universities. An article by Derek Thompson “Everything You Wear is Athleisure” notes that 
 several of these men lacked “the means or inclination to fill their wardrobe with non-sports 
 clothes” and would instead sport their athletic attire to class (Thompson, 2018). The term 
 athleisure was thus replaced with leisure. In the years following, several products that fall under 
 athletic apparel were introduced or went under foundational changes, such as polo shirts, shorts, 
 and sweatshirts, which purposes evolved later on. 

 The 1970s marked the first time modern athleisure apparel began integrating itself into 
 everyday life; exercise took hold and more people started focusing on their physical fitness. 
 Apparel companies saw the value in this change and used it to design clothing for exercise in 
 numerous different fabrics to offer breathability. This led to an age of higher quality clothing and 
 an influx in purchasing of the product category. At first, this apparel was donned to demonstrate 
 athletic participation but transformed into a way of showing appreciation or involvement in a 
 generally active lifestyle. The athleisure industry gained its footing in the early 2000s at a time 
 when Lululemon had just entered the market a few years prior in 1997. This induction 
 revolutionized the athletic apparel industry with style and fashion at the forefront. Since then, 
 this industry has only continued to expand. 

 The athleisure market is currently seeing significant growth, largely thanks to the 
 pandemic and hybrid working environments that have changed the apparel landscape. Several 
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 apparel retailers — even non-athletic ones — pivoted to appeal to this trend where loungewear 
 and athleisure wear became inherent pieces to professional wardrobes. 

 Trends in the Category 
 The athletic apparel industry is one that has exploded in recent years. With more 

 newcomers, it is becoming an aggressively competitive and growing industry with hundreds of 
 various athletic apparel brands all competing to gain market share. There are several big players 
 such as Nike, Adidas, Underarmour, Puma, and Lululemon.  With the rise of the “Athleisure” 
 category in recent years, the industry has been shaping its products to fill the demand for more 
 versatile products, which can serve the purpose of both athletic activities but also casual 
 day-to-day wear. Customers are demanding products that are both comfortable and 
 multi-functional in terms of their use. With the rise of athleisure, the possibility to market to 
 different demographics also arises. Many males are seeking comfortable clothes they can wear 
 around the house but can also be worn when they go to the gym. Another market trend that has 
 taken the industry by storm is the rise in interest in yoga, specifically yoga apparel. According to 
 Linchpinseo  , “Fashion searches for yoga clothing grew  in 2020, and sales of yoga-related 
 products have risen by 42%” (Linchpinseo, 2021). This indicates a strong demand for 
 yoga-related apparel within the industry. The industry seems to be expanding its reach beyond 
 clothes simply made for playing sports. This is good news for the industry as it allows them to 
 grow their consumer base and release new product lineups to cater to the various needs. As the 
 industry continues to expand to fill demand, the market is becoming more saturated, and 
 companies existing within this field will need to start to create more innovative products and 
 diversify their product offerings from competitors in order to hold onto and gain new consumers. 

 Environmental Trends 

 Social and Cultural 
 There are several trends reflecting consumer attitudes and preferences that we believe 

 affect the athletic apparel industry. The top three reasons consumers wear athleisure apparel are 
 lounging and relaxing at home (55%), working out at home (55%), and running errands (54%), 
 see Figure 1 (Hansen, 2022). This variety in purposes showcases the versatility of product lines. 
 The COVID-19 pandemic sparked significant changes in the working and business environments 
 that led to a higher emphasis placed on more casual attire. According to a Mintel report, 51% of 
 consumers in the U.S. split their workweek between working remotely and working at the office, 
 and 44% also work from a location other than home. The popular hybrid model gives brands an 
 opportunity to tap into different needs aside from exercise or non-work-related occasions. 
 Consumers are prioritizing their health and wellness by seeking ways to reduce stress (66%) and 
 trying to lead an active lifestyle (75%), which further fuels the growth of the athletic apparel 
 market (Hansen, 2022). This trend is apparent given that the average percentage of the U.S. 
 population engaged in sports and exercise per day has been on a relatively upwards trend from 
 18.5% in 2010 to 21.5% in 2021, See Figure 2 (Gough, 2022). In addition to fulfilling needs for 
 versatile items, consumers are leaning towards a realistic type of wellness rather than having the 
 perception of wellness. Consumers want brands that offer products and services on a holistic 
 level to serve their mind, body, and soul instead of just physical needs. 
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 Mintel reports that this apparel category “is a staple in consumers’ closets,” especially for 
 men and women aged between 18-44, and even more so for Millennials (Hansen, 2022). Three 
 primary driving purchase factors are comfort (59%), price (49%), and durability (31%), and these 
 are critical attributes brands need to deliver on (Hansen, 2022). According to a Mintel report, 
 55% of consumers would even splurge more money if the product is of higher quality, thus 
 emphasizing the importance of placing significant value on the longevity of an item and the 
 materials used in its production. 

 With the increasing value placed on diversity and inclusion, as well as 
 environmentally-conscious consumers, it is more important than ever for brands to make clear 
 steps towards integrating these aspects into their business operations and products. Many 
 consumers also seek out brands that make strides towards improving diversity and inclusion — 
 specifically changes that are not performative. This comes in the form of offering products of 
 various sizes — such as plus and petite sizes — and having diverse models throughout their 
 advertisements. It is important to note that consumers are particular in terms of how brands 
 approach this, in that it must be a clear and defined plan to achieve specific goals. A recent 
 survey from Mckinsey & Company even found that more than 75% of Generation Z consumers 
 will end relationships with brands that run ad campaigns perceived as macho, racist, or 
 homophobic (Mckinsey, 2021). This cultural shift comes with a rise in consumers who want to 
 discover and invest in new products or brands that emphasize the use of sustainable, durable, and 
 high-quality materials (Bingé, 2021). An IBM 2020 global study of nearly 19,000 consumers 
 found that brand purpose is more important to today’s shoppers than cost and convenience (IBM, 
 2020). They also found that over 7 in 10 consumers say it is at least moderately important that 
 brands offer “clean” products (78%), are sustainable and environmentally responsible (77%), 
 support recycling (76%), or use natural ingredients (72%), See Figure 3 (IBM, 2020). 

 These social and cultural trends are favorable to brands within the athletic apparel 
 industry as many of them allow for new ways to tap into different markets. Additionally, these 
 consumer values are useful for brands and products that align with versatility and wellness, 
 specifically, catering to consumers’ holistic mindset and interests in products that allow for 
 multi-use. 

 Political 
 The pandemic placed significant pressure on the global supply chain, which is only 

 further intensified with the ongoing conflict between Ukraine and Russia that has already led to 
 significant economic fallout and worsening supply chain disruptions. According to a report from 
 KPMG, supplier delivery times of manufacturers have been slowing down for more than six 
 years as of April, and slowing at a faster pace since October 2020, meaning longer wait times for 
 products are extremely probable (Kim). A surge in imports combined with labor shortages places 
 ports under increasing pressure. Long Beach and LA ports are experiencing a record-high 
 number of vessels awaiting unloading. The average number of ships waiting was less than five 
 prior to the pandemic, but on April 12th of 2022, eighty-seven ships were recorded, see Figure 4 
 (Kim). Companies should consider taking preemptive measures to mitigate these threats, 
 possibly through having production be done more locally or within nearby regions. 

 A landmark bill that would protect workers in the American fashion industry that was 
 introduced to the US senate in May 2022 would transform the country’s apparel category. The 
 Fashioning Accountability and Build Real Institutional Change, FABRIC, Act was introduced by 
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 New York senator Kirsten Gillibrand. The act would increase garment workers’ wages and place 
 liability requirements on the brands that work with factories paying under the federal minimum 
 wage. It would offer incentives for companies to engage in manufacturing within the U.S., 
 including a 30% tax credit and a federally administered fund to aid manufacturers in updating or 
 improving their facilities (Cernansky, 2022). This act places brand accountability at the forefront 
 and would no longer put companies who voluntarily adopt higher environmental and labor 
 standards at a disadvantage with their competitors. 

 Economic 
 Prior to this year, the economic outlook was optimistic with positive trends expected to 

 carry on for several years; however, there are noticeable cracks in the original forecast as several 
 economic markers are witnessing decreases. From Quarter 2 of 2020 until Quarter 2 of 2021 
 There were significant rises in the annual percentage change in the U.S. GDP, Gross Domestic 
 Product, from Quarter 2 of 2020 (-9.1%) until Quarter 2 of 2021 (12.2%), but immediately after 
 just as quickly as it rose, it fell. By Quarter 2 of 22, the 12.2% from the year prior had fallen to 
 1.7%, See Figure 5 (Statista, 2022). After the consumer confidence index, CCI, reached a peak of 
 99.86 in April 2021, it has been on a downward trend until it hit 96.18 in August 2022, further 
 dropping it below the 100 benchmark, See Figure 6 (Statista, 2022). This indicates economic 
 turbulence, meaning consumers are more likely to save their money than spend it. Additionally, 
 inflation rates are at an all-time high, peaking at 9.1% in June 2022; meanwhile, after the Federal 
 Reserve interest rates remained steady at around 0.08%, it has been on an upward trend since 
 February 2022, reaching 1.68% in July 2022, See Figure 7 (Statista, 2022). A decreasing CCI 
 combined with rising inflation and interest rates poses a threat for brands given that it creates a 
 difficult economic environment for consumers to take part in as they have less discretionary 
 funds for non-essential purchases. 

 Technological 
 The advancement of technology has made the purchasing process more efficient and 

 offers several avenues for adding special features to products and services. These advancements 
 have brought about digital scanning and 3D technologies that help direct consumers to products 
 that are designed for their body type by better understanding their body type. This is taken a step 
 further through virtual reality technology where consumers can see how an item will look on 
 themself. Mintel reports that 36% of consumers are interested in new forms of wearable 
 technology like smart clothes and shoes, and up to 60% for Millennial males (Hansen, 2022). 
 Some brands have already begun the integration of sensors into their clothing to track fitness 
 measurements such as workouts, heart rate, breathing, and more. Technology has added in-store 
 components to online shopping; however, “for shoppers who crave convenience and immediacy, 
 stores have become critical nodes in the omnichannel supply and fulfillment ecosystem. For 
 consumers who desire experiential and/or communal shopping, stores have become showcases 
 for them to have hands-on engagement with products and brands” (IBM, 2020). In order for 
 consumers to purchase however and whenever it best suits their needs, it is most beneficial to 
 have omnichannel options with a seamless experience. 
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 Growth Potential and Forecasts 
 Despite overall negative economic forecasts, the athletic apparel industry appears to have 

 a promising future. The size of the global activewear market was 366.22 billion US dollars in 
 2021 — 23.37 billion US dollars up from the previous year — and is forecasted to continue on 
 an upwards trend, reaching 455.42 billion US dollars by 2027, See Figure 8 (Smith, 2022). The 
 United States is the largest regional player in the global activewear industry and is expected to 
 generate more than 95 billion dollars alone in the US by 2025 (Smith, 2022). The worldwide 
 women’s activewear market was valued at approximately 178 billion US dollars in 2021 and is 
 expected to increase by over 90 billion US dollars by 2029, reaching a value of 269 billion US 
 dollars, See Figure 9 (Smith, 2022). According to a Statista survey, there are twelve sales-leading 
 active apparel companies worldwide, many of which are forecasted to experience significant 
 sales growth in 2022, See Figures 10 and 11 (Smith, 2022). Lastly, health and wellness values in 
 consumers drive increases in physical activity and self-care practices and place a stronger 
 emphasis on the need for versatile athleisure apparel that brands can capitalize on. 

 Internal Analysis 

 History of the client 
 Founded in British Columbia in 1998, Lululemon Athletica began as a store for yoga gear 

 and apparel. Its founder, Chip Wilson, found cotton yoga clothing to lack breathability, thus 
 deciding to make yoga clothing with a higher quality fabric that would be athletically hip. In fact, 
 the logo itself stemmed from that very phrase, with an “A” for athletically hip.  The brand soon 
 became highly controversial when Wilson told a Canadian magazine that he created the name 
 “Lululemon” because the frequent “L’s” would make Japanese customers see the brand as 
 innately western and thus be more inclined to purchase it for themselves. In a deleted blog post, 
 Wilson wrote: “It was thought that a Japanese marketing firm would not try to create a North 
 American sounding brand with the letter "L" because the sound does not exist in Japanese 
 phonetics. By including an "L" in the name it was thought the Japanese consumer would find the 
 name innately North American and authentic.” Wilson also commented on women’s rights and 
 the rise of birth control as contributors to the start of Lululemon, since women were now more 
 involved in the workforce than ever and needed an outlet, such as yoga, to reduce stress levels. 
 Finally, when the quality of Lululemon leggings was called into question after pilling, Wilson 
 stated that some bodies are just not made for leggings, blaming female body shape rather than the 
 quality of his products. Needless to say, Wilson’s comments stereotyping other groups aligned 
 Lululemon with highly questionable values and goals for their company, but interestingly enough 
 Lululemon does not seem to have majorly suffered from these controversies. Wilson served as 
 CEO until 2005 when he stepped down into the position of chairman, from which he retired in 
 2013. Today, Lululemon operates under the leadership of its CEO Calvin McDonald, and has 
 thrived under his leadership. Since its beginning as a standalone store, Lululemon has expanded 
 to nearly 600 stores as well as an online shopping platform and is widely credited with the 
 invention and/or popularization of athleisure clothing. 
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 Logo 

 Image Sourced from 1000logos.net (  https://1000logos.net/lululemon-logo/  ) 

 Sales Analysis 
 Lululemon is without a doubt a leader in athletic wear, as one of the oldest athleisure 

 stores in comparison to its competitors. Today, it holds approximately 5.59% of the market share 
 (CSI Market, 2022) and has plans to increase even further in the coming years. In fact, by 2026, 
 Lululemon hopes to double revenue to $12.5 billion (Lululemon, 2022). In 2021, their net 
 income growth was down 8.78% but this year they are up 65.61% (Macrotrends, 2022), showing 
 great consumer interest in their products. 

 Four Ps of Marketing: 

 Product 
 Lululemon products are centered around one thing: feel. Rather than being a brand that 

 aims at performance first, Lululemon prioritizes high-quality, luxurious material in its clothing 
 that will feel good to users. It takes on the mindset that performance only comes when 
 motivation is there, which can only be there when one feels good physically, mentally, and 
 socially. Lululemon argues that its products are a solution to feeling good in those aspects, which 
 in turn would lead to improved athletic performance from Lululemon users. 

 Lululemon creates clothing for men and women in a wide range of sizes, aligning itself 
 with inclusivity, sustainability, and empowerment through its product offerings. While it was first 
 known only for yoga clothing, it has since expanded into general athletic and “athleisure” 
 clothing lines, as well as producing a small selection of men’s clothing designed for workplace 
 settings. In the past few years especially, Lululemon has looked for ways to expand its product 
 selections further, even going so far as to create their own shoes. Many customers have criticized 
 such expansions, saying that Lululemon is trying to expand too quickly and is losing quality and 
 expertise in the process. 

 Their best-selling products for both women and men include leggings, shorts, shirts, 
 skirts, and sweatsuits to be worn either in athletic or even in casual, day-to-day settings. 
 Lululemon also has a wide range of high quality yoga products, including mats, water bottles, 
 blocks, headbands, and other accessories. Additionally, their business casual products have 
 become popular for men in recent years because it allows them to be more comfortable while 
 still being presentable and professional in the workplace. 

 Product Examples: Accessories, Men’s Clothing, and Women’s Clothing 

https://1000logos.net/lululemon-logo/
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 Images sourced from Lululemon Website (https://shop.lululemon.com) 

 Price 
 Lululemon’s prices are far from inexpensive. For women, a simple athletic shirt costs 

 anywhere from $58-$78, a tennis skirt or pair of athletic shorts costs between $68-$98, and 
 leggings/joggers cost between $98-$138. For men, athletic shirts range from $78 to $118, shorts 
 range from $68-$88, and joggers/sweatpants sell for upwards of $128. 

 In order to help combat their high prices, Lululemon recently launched a new program 
 called “Like New,” giving their customers the option to return old, worn-out Lululemon gear in 
 exchange for store credit to go towards a new purchase, which aligns with their stated value of 
 sustainability. However, because of the quality fabric, Lululemon boasts, even the “Like New” 
 program is not highly significant in lowering the prices of clothing — especially with national 
 inflation being at an all-time high. 

 Place 
 Lululemon sells in nearly 600 stores worldwide, many  of which have been known to have 

 lines out the door for new product drops. While the vast majority of these stores are in the US, 
 over 100 are in Asia, 31 are in Australia, 63 are in Canada, and 15 are in Europe (Statista, 2022). 
 Along with these permanent stores, Lululemon has also been known to have pop-up shops in 
 small towns and even on college campuses that do not have any nearby in-store options for 
 Lululemon. Their online store, which can be reached at “lululemon.com,” is extremely popular as 
 well. In fact, many physical Lululemon stores utilize online stock/availability and will ship 
 products directly to customers when they do not have something in store, making efficient use of 
 their online store and using it as a convenient resource for customers. This is especially helpful 
 since Lululemon is constantly selling out of popular colors and products before many people 
 even get a chance to see them. To help with this issue, Lululemon also has an app for dedicated 
 users so that they can never miss a restock. 



 13 

 Promotions 
 Lululemon largely uses social media to promote its products, with the majority of its ads 

 circulating on Instagram stories so that users are forced to see their product before tapping 
 through. Through this method of promotion, Lululemon has saved on advertising spending 
 through word-of-mouth and organic marketing (which they refer to as “community-based 
 marketing”) to gain a positive reputation for itself through brand awareness and loyalty 
 (Lululemon, 2021). However, in 2021 Lululemon launched their largest ever global ad campaign 
 titled, “Feel,” in which they shared with the world the importance of comfort and feeling over 
 performance. The primary message of this campaign was that the better you feel, the better you 
 will perform. This campaign promoted the brand through TV, out-of-home, digital, paid media, 
 organic social, influencers, etc. across worldwide markets. This campaign, executed by creative 
 agency Droga5 — which still operates as Lululemon’s creative agency — was highly effective in 
 cementing Lululemon’s status as a luxury athletic brand, and since then it has continued to 
 position its brand as such. Lululemon reported an increase of $37.6 million in expenses in 2021 
 largely due to marketing and promotion efforts like this one (Lululemon, 2021). 

 With this in mind, Lululemon has strategically positioned its brand to be one of 
 high-quality, luxurious athletic apparel made for customers who want to feel good while living an 
 active lifestyle. Lululemon’s target audience is consumers living that active lifestyle who value 
 high quality in their own clothing, which often includes women ages 18-34. 

 Owned Media: Website and App 

 Images Sourced from the Lululemon website (  https://shop.lululemon.com  )  and Lululemon app 

https://shop.lululemon.com/
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 Earned Media: 

 Images sourced from Lululemon’s Instagram page 

 Paid Media: The “Feel” Campaign 

 Images sourced from Droga5 website (  https://droga5.com/work/lululemon-feel-aoy-microsite/  ) 

 Summary 
 In summary, there is no question that Lululemon’s brand is a leader in prioritizing quality 

 of material and design in athletic wear. Lululemon wants its customers to feel prioritized and 
 have their needs catered to through their clothing because true performance stems from feeling 
 good. This product quality is an undeniable strength of Lululemon’s, but it took a lot of time and 
 intentionality with setting company values to get to where it is today. Lululemon’s origin, 
 however, is a weakness of the brand, since its founder based the name of the company itself on 
 an offensive and discriminatory stereotype. Chip Wilson did not create Lululemon to be inclusive 
 or sustainable but instead saw an opportunity to step into and progress the athletic clothing 
 industry. With this in mind, Lululemon’s weakness lies in its early leadership, from which the 
 current leadership is still trying to distance itself. 

 Consumer Analysis 

 Current Primary Target Audience 
 According to the data collected from Simmons Insights, the current primary target 

 audience of Lululemon are white females aged 25-34 from the West region of the United States 
 whose highest level of education completed is a Bachelor’s degree. The data shows that the users 

https://droga5.com/work/lululemon-feel-aoy-microsite/
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 of the Lululemon website were 50% more likely to be female, 33% more likely to be aged 25-34, 
 and 5% more likely to be white. The findings reveal that they typically work either full-time or 
 part-time and earn around $50,000 US dollars or more annually. The Simmons findings also 
 reveal that white females aged 25-34 are 86% more likely to prefer shopping at specialty stores 
 because the employees are knowledgeable of the products. It was also 18% less likely to be a 
 below-average careful money manager. The Simmons Table on product & brand usage reveals 
 that consumers are 37% more likely to purchase t-shirts when buying sports clothing over the 
 past twelve months and 169% more likely to buy other gym, jogging, or workout clothing when 
 shopping for women’s apparel or accessories over the past 12 months. When it comes to 
 consumer technographic data, the target audience is 8% more likely to use Apple iPads as a 
 tablet brand. With regards to advertising & media usage, the respondents are 48% most likely to 
 view email ads as a form of internet advertising and 29% more likely to learn about a product or 
 service through a website when shopping online, by phone, or by mail. 

 Simmons Data Analysis 

 Demographics (Areas: gender, age, race, census regions, education, employment status, & 
 household income) 

 Figure 1: Demographics 
 Areas: gender, age, race, census regions, education, employment status, & household income. 

 Retrieved from MRI Simmons Insights. Retrieved September 22, 2022 
 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 In analyzing the Simmons Data, the findings reveal that the main age for the target 
 audience is ages 25-34. This age group’s index was 133, which means Lululemon is 33% more 
 likely to have consumers who are in this age range. From the information we have gathered, it is 
 5% more likely to be white and 50% more likely to be female. Geographically, they were 63% 
 more likely to be from the west region. The highest education index value was 226, which means 
 they were 126% more likely to be graduated with a master’s degree. Among employment status, 
 the highest index is 187. This means that it is 87% more likely to be students. Lastly, in regards 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine


 16 

 to household income, 150 was the highest index value, meaning it was 50% more likely for the 
 consumers to have $100,000 or more household income (Simmons Insights, 2022). 

 Psychographics 

 1.  Attitudes about apparel 

 Figure 2: Psychographics: 
 Attitudes about apparel Areas: attitudes about apparel, attitudes about shopping, lifestyle 

 shopping behavior, personality, brand loyalty & ad receptivity scales, & 
 commerce/money management scale Retrieved from MRI Simmons Insights. Retrieved 

 September 22, 2022 
 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 Lululemon shoppers that are white females ages 25-34 are 48% more likely to really 
 enjoy clothes shopping and 24% more likely to like experimenting with new clothing styles. On 
 the other hand, they are 50% less likely to wear only the highest quality of everything, and 32% 
 less likely to have a budget that allows them to buy expensive designer clothes (Simmons 
 Insights, 2022). 

 2.  Attitudes about shopping 

 Figure 3: Psychographics: 
 Attitudes about shopping. Retrieved from MRI Simmons Insights. Retrieved September 22, 

 2022  https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 With attitudes about shopping, it shows how the target audience feels when it comes to 
 shopping in specific situations. In this situation with Lululemon, consumers are 48% more likely 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 to enjoy any kind of shopping and 53%% more likely to head for the clearance rack when they 
 enter a store. In contrast, they are 26% less likely to be drawn to a store they normally don’t shop 
 at because of a coupon, and 39% less likely to think the price is not the most important fact but 
 getting exactly what they want (Simmons Insights, 2022). 

 3.  Lifestyle shopping behavior 

 Figure 4: Psychographics: 
 Shopping Behavior. Retrieved from MRI Simmons Insights. Retrieved September 22, 2022 

 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 Shopping behavior for white females aged 25-34 shows that they are 34% more likely to 
 have their child have a significant impact on the brands they choose, and 25% more likely to 
 always look out for special offers. On the contrary, data showed that 25-34 white females were 
 57% less likely to refuse to buy unknown brands merely to save money, and 39% less likely to 
 think that advertising presents a true picture of the products of well-known companies (Simmons 
 Insights, 2022). 

 4.  Personality 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 Figure 5: Psychographics: 
 Personality. Retrieved from MRI Simmons Insights. Retrieved September 22, 2022 

 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 According to this data, our target audience of white females ages 25-34, are 46% more 
 likely to consider themselves spiritual persons, and 37% more likely to think it is important to 
 attend religious services. Conversely, they are 64% less likely to disagree that it is important to 
 them to feel respected by their peers. Also, our target audience is 36% less likely to feel that it is 
 important to be well-informed about things (Simmons Insights, 2022). 

 5.  Psychographic Scales: Opinions on Lululemon (Brand Loyalty, Ad receptivity) 

 Figure 6: Psychographics: 
 Opinions on Lululemon. Retrieved from MRI Simmons Insights. Retrieved September 22, 

 2022  https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 On a scale from 1 to 5, white females ages 25-34 were 59% more likely to be identified as 
 far below average in brand loyals and 47% less likely to be identified as far above average in 
 brand loyals. But on the other hand, they are 22% more likely to be below average in advertising 
 receptivity, and 17% less likely to be average in advertising receptivity (Simmons Insights, 
 2022). 

 6.  Commerce/Money Management Scale 

 Figure 7: Psychographics: 
 Commerce/Money Management Scale. Retrieved from MRI Simmons Insights. Retrieved 

 September 22, 2022 
 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 When it comes to the psychographics scale for commerce, white females ages 25-34 tend 
 to be 73% more likely to respond far above average and 56% less likely to respond far below 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine


 19 

 average. On the careful money manager scale, they also tend to be 14% more likely to be a far 
 below average careful money manager, and 15% less likely to be a far above average careful 
 money manager (Simmons Insights, 2022). 

 Product & Brand Usage 

 Figure 8: Product & Brand Usage 
 Areas: types of sports clothing purchased, types of athletic shoes bought, amount spent on 
 aerobic/fitness shoes, purchasing women’s apparel/accessories, purchasing gym/workout 

 clothes, amount spent on women’s apparel Retrieved from MRI Simmons Insights. 
 Retrieved September 22, 2022 

 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 According to the Simmons data related to product and brand usage among White females 
 aged 25-34, are 37% more likely to purchase t-shirts when buying sports clothing over the past 
 twelve months. 14% of the respondents were most likely to be sole type users when purchasing 
 athletic shoes over the past twelve months. They are also 30% more likely to spend under $100 
 on aerobic or fitness shoes over the past twelve months. 67% of the respondents are more likely 
 to say that they have bought women’s apparel or accessories over the past twelve months. The 
 respondents are also 169% more likely to buy other gym, jogging, or workout clothes when 
 shopping for women’s apparel or accessories over the past 12 months. Finally, they are 88% 
 more likely to have spent $100-$299 on women’s apparel over three months (Simmons Insights, 
 2022) 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 Technographics 

 Figure 9: Technographics 
 Areas: method of accessing internet, tablet brand used, tablet shopping app, mobile apps used 

 for shopping, where internet is used most for shopping, types of online activities related to 
 shopping. Retrieved from MRI Simmons Insights. Retrieved September 22, 2022 

 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 The technographic Simmons data reveals that white females aged 25-34 are 59% more 
 likely to use mobile broadband as the method used to access the internet at home. They are 8% 
 more likely to use Apple as a brand for tablets. When using apps on their tablet, they are 7% 
 more likely to use an app related to shopping. The respondents are 18% more likely to use social 
 media apps on their mobile devices. It was also found that they are 17% more likely to use a 
 shopping website on their mobile devices and 10% more likely to use a shopping website on their 
 PC. Lastly, the respondents were 98% most likely to gather information about shopping 1-5 
 times in the last 30 days and 64% more likely to have made 6-15 purchases in the last 30 days 
 (Simmons Insights, 2022). 

 Advertising & Media Usage 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 Figure 10: Advertising & Media Usage 
 Areas: internet advertisements, media used in learning about the product/service, business 

 purchase decision, attitudes on advertising & media, shopping behavior related to advertising, 
 advertising on floor or shopping cart, using internet to plan shopping trips. Retrieved from MRI 

 Simmons Insights. Retrieved September 22, 2022 
 https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 The Simmons data also presents findings on the target audience’s advertising & media 
 usage. White females aged 25-34 are 48% more likely to view email ads as a form of internet 
 advertising in the last 3 months. They are 29% more likely to learn about a product or service 
 through a website when shopping online, by phone, or by mail. 62% are more likely to use the 
 internet to help plan their shopping trips. When shopping, 17% are more likely to sometimes 
 refer to the internet. However, the respondents are 13% less likely to agree that they remember 
 advertised products when they shop. When it comes to the target audience's shopping behavior, 
 they are 1% less likely to disagree that advertising presents a true picture of the products of 
 well-known companies. 

 Primary Research: Interviews with Consumers 

 Lululemon Consumer Interview #1: 
 Kristen Perkins is a 27-year-old, multi-racial female student from the Los Angeles, 

 California area who considers herself to be a Lululemon consumer. She shops from this brand 
 about 5 times a year, primarily for leggings and sets, and a driving factor in her purchase 
 behavior is largely fueled by the high quality found in their products. However, she notes that she 
 does not shop there as often as she would like. She believes that Lululemon could improve its 
 brand by offering a wider array of styles to appeal to more consumers. When not purchasing 
 items from Lululemon, her alternate brands are Alo, Shein, or other smaller brands due to them 
 being more affordable and easily accessible. Kristen claims that she is most receptive to fashion 
 advertisements on social media, specifically on the Instagram platform. 

 Lululemon Consumer Interview #2: 
 Anna Cooper, an 18-year-old white female, is a perfect example of Lululemon’s key 

 target audience. She enjoys the experience of shopping in stores because she places value on 
 seeing the products for herself before purchasing them. She does, however, critique their lack of 
 development in product design in recent years, with their competitors like Alo and Vuori 
 catching up to them recently and coming out with creative products that Lululemon does not 
 have to offer. If Lululemon were being more innovative, maybe it could keep customers like 
 Anna more satisfied and more likely to shop exclusively at Lululemon in the future. 

 Lululemon Consumer Interview #3: 
 Mike Scott is a former employee at Lululemon who considers himself a Lululemon user. 

 He is a white 21-year-old male from Chicago IL (midwest). Mike appreciates the quality of 
 Lululemons clothing and the versatility it provides. He likes how he is able to wear it out 
 casually, athletically, and dress it up or down. He usually shops at Lululemon every 3-6 months. 
 He will typically purchase pants, joggers, workout shorts, or t-shirts. However, one of his main 
 pieces of advice for Lululemon to improve their business is to expand their male clothing line 
 and continue to innovate. He speaks highly of the company even though their clothing is 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 expensive and mentions that cheaper substitutes like Alo and Fabletics are their largest 
 competitors. He typically purchases in person, and more rarely online. Mike also says that he 
 would be most likely to respond to an advertisement if it was on social media, specifically 
 Instagram. 

 Lululemon Consumer Interview #4: 
 Kelsey Burkman is a 28-year-old white female from Costa Mesa California (west coast). 

 Kelsey fits exactly into the category of target audience and is a frequent consumer of Lululemon. 
 She shops at Lululemon once every two to three months and admires their quality and comfort. 
 Kelsey typically purchases the brand's famous align leggings, sports bras, and workout tank tops, 
 and explains she would definitely recommend these products to her friends and acquaintances. In 
 Kelsey’s opinion, Vouri and Alo Yoga are two of the top competitive athleisure brands in 
 comparison to Lululemon. She believes that Lululemon could improve their business by updating 
 their in-store inventory more frequently. She explains that they are always sold out of popular 
 sizes online, for example, her own size, 2. Kelsey says that she would most likely respond to a 
 fashion advertisement using social media, specifically Instagram. 

 Lululemon Consumer Interview #5: 
 Emma Crees, a 20-year-old, white female from Lancaster, CA talks about shopping at 

 Lululemon because of their comfortable and high-quality athletic wear. She shops at Lululemon 
 around 2-3 times per year for their leggings or bike shorts and would speak positively and 
 recommend the brand to her friends and acquaintances. She notices that companies who sell the 
 same products for cheaper such as Athletica and Fabletics are Lululemon’s biggest competitors. 
 Emma recommends that Lululemon find ways to make their products cheaper and have more 
 sales to improve their brand. She typically shops in person and would most likely respond to a 
 fashion advertisement on social media through Instagram as it is the application she is on the 
 most and it also has ads that are easy to interact with. 

 Lululemon Consumer Interview #6: 
 Samir Dar is a 21-year-old Asian-American who is from Dallas, Texas. Samir really 

 values quality over quantity and would prefer to spend his money where he knows he will get 
 good use out of the product. Samir claims he shops at Lululemon occasionally but no more than 
 a few times a year. If Samir is about to make an expensive clothing-related purchase he would 
 prefer to shop in person and try the clothes on to make sure they fit. He is also a frequent user of 
 social media, particularly Instagram, and claims that advertisements placed there are most likely 
 to reach him. 

 Lululemon Consumer Interview #7: 
 Lauren Kim is a 19-year-old Korean-American female from Los Angeles, CA. She is a 

 Lululemon customer, who loved wearing their leggings ever since high school when she danced. 
 Lululemon is known for its crazy quality but at an overwhelming price, and Lauren said that she 
 hardly ever shops there because one pair of leggings can last her a very long time. Lauren said 
 she thinks the biggest competitor to Lululemon is Alo Yoga. She would love to see more 
 advertisements with brand ambassadors and more campaigns that involve famous people because 
 Lululemon is more of a trendy brand that people already know. 
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 Common Themes/Patterns of Interviews with Consumers of Lululemon 
 Based on the interviews conducted with Lululemon customers, there were common 

 answers that reveal information on Lululemon’s target market and their view on the brand. In 
 terms of demographics, most interviewees tended to fall close to the primary target audience age 
 range of 25-34, with a few consumers that were somewhat younger. The respondents expressed 
 the factors affecting their choice to shop at Lululemon, which include the high quality, versatility, 
 and comfort that the brand integrates into its products. Most respondents shop at the brand 2-3 
 times a year or every few months. It was also pointed out that the products last very long, which 
 contributes to a lower frequency of purchasing from the brand. Popular products purchased 
 include leggings, shorts, sports bras, tank tops, joggers, and other types of workout attire. All of 
 the respondents agreed that they would positively speak or recommend the brand to other people. 
 Despite the brand’s high prices, the quality and comfort that Lululemon offers are incomparable. 
 The respondents viewed companies like Alo, Vuori, Fabletics, and Athletica as Lululemon’s 
 biggest competitors, especially related to similar products offered within different price ranges. 
 The respondents gave recommendations on ways they felt the brand could improve their 
 business: having more variety in styles, keeping a high inventory of the popular items (sizes and 
 colors are usually out of stock), conducting more sales given the high prices, and advertising 
 with brand ambassadors. It is most common for the respondents to purchase their Lululemon 
 products in-store, especially to find the right sizes and products needed. However, most 
 respondents also said they find it useful to shop online if they already know what size to get and 
 if they need the product right away — convenience. Finally, all respondents mentioned that they 
 would most likely respond to fashion advertisements on social media, specifically Instagram, as 
 they use this type of media the most. 

 Synthesized Target Profiling 
 Lana is a responsible, hardworking, and disciplined 26-year-old white female from San 

 Francisco. She works in the tech industry and has a household income greater than $100,000. 
 During her free time, she likes to prioritize her health and wellness by eating right and working 
 out. She loves to shop and experiment with new clothing styles. She likes to purchase new 
 t-shirts to add to her workout wear collection. She likes to buy her products both online and 
 in-store. She likes shopping in-store when she wans to find a different size or fit. She likes to 
 shop online when she already knows that she wants to purchase. When shopping online, she 
 prefers using her iPad using retail apps or websites given its convenience. She views internet ads 
 more commonly on her email and she also makes use of websites to learn more about a product 
 or service she will purchase. She also interacts with social media advertisements on Instagram as 
 it is the platform she uses the most on her phone. 
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 Figure 11: Synthesized Target, Maggie at her tech job. Image sourced from Media Bistro 
 (  https://www.mediabistro.com/climb-the-ladder/skills-expertise/digital-marketing-skills/  ) 

 Competitor Analysis 

 Identification of Key Players: 
 The key players against Lululemon are Nike and Fabletics. Since 2018, Nike has 

 maintained a steady overall market share of 27.4% (Tighe, 2022), and it is one of the biggest 
 athletic wear brands worldwide. Nike was originally known as Blue Ribbon Sports (BRS) and 
 was founded in 1964 by Phil Knight, an athlete at the University of Oregon, and his coach, Bill 
 Bowerman. Since then, Nike has been evolving and becoming highly popular, collaborating with 
 many famous athletes, artists, brands, designers, and more. Nike has been a present brand within 
 the market for several decades, carrying everything from casual activewear to sportswear with 
 shoes, accessories, apparel, etc. In 2021, Nike’s global revenue was $42,293,000, and now in 
 2022, has seen significant growth reaching a global revenue of $44,436,000 (Nike, 2022). In 
 2021, Nike had an advertising budget of $3.1 billion, then increased to $3.85 billion in 2022 
 (Statista, 2022). 

 Fabletics, one of the primary key players, was founded in 2013 by Adam Goldenberg, 
 Don Ressler, and Kate Hudson. Despite its early induction into the market, they have made 
 significant strides to become a well-known brand by consumers through several marketing 
 efforts. Now it is a trendy active sportswear brand worldwide. This is apparent in the fact that 
 only seven years after its foundation they had an overall market share of 13% in 2020 (Perri, 
 2021).  Kate Hudson, the famous actress and one of  the co-founders of the brand, has been the 
 face of the brand since its launch and expressed enjoyment of the actively growing brand over the 
 years. The brand has done a great job of brand awareness towards its audience, advertising its 
 lines with famous singers and artists, like Kevin Hart, Maddie Ziegler, Demi Lovato, and more. 
 Fabletics had an advertising spending of under $100 million for advertising on digital and 
 national TV in the past year (Mediaradar, n.d.). Fabletics has an estimated annual revenue of 
 $353 million and is reported to have an estimated revenue of $319,200 per employee (Fabletics: 
 Revenue, Competitors, Alternatives, n.d.). 

 The Primary Competitor 
 We have identified several key players — Nike, Adidas, and Fabletics — within the 

 market as Lululemon competitors, but the most compelling out of these three was Fabletics for 
 several reasons. Despite other players being some of the largest brands in the market, Fabletics 
 has a primary target audience that most aligns with that of Lululemon. Additionally, their product 

https://www.mediabistro.com/climb-the-ladder/skills-expertise/digital-marketing-skills/
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 offerings are extremely similar, with a greater emphasis placed on athletic apparel. According to 
 the Simmons data, Fabletics has shown the largest number of weighted, projected population, 
 among our primary target audience, white females ages 25-34. It also shows that the Fabletics 
 index is 177, the second highest after Lululemon’s index of 255 (Simmons Oneview, 2020). This 
 index indicates that white females aged 25-34 are 77% more likely to shop from Fabletics than 
 the general population. Given that Fabletics has a similar demographic and product offerings, 
 they are considered to be Lululemon’s primary competitor. 

 Figure 12: Simmons OneView, 2020. Retrieved from MRI Simmons Insights. Retrieved September 
 22, 2022  https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 Brief History of the Main Competitor, Fabletics. 

 Figure 13: Image sourced from Fabletics Website (  https://www.fabletics.com/  ) 

 Fabletics is a famous lifestyle active clothing brand that is known for its athletic wear 
 both for males and females, and specifically offers clothing, accessories, footwear, and more. 
 Fabletics was first founded in 2013 by  Adam Goldenberg,  Don Ressler, Ginger Ressler, and Kate 
 Hudson. When launching the company, Fabletics co-founders wanted to incorporate quality, 
 style, and good price into their products. By July 2014, they were able to expand their company 
 to European countries like Germany, France, and the United Kingdom. Fabletics tried growing 
 their company and attracting more and more customers by creating a VIP member program and 
 was able to gain millions of members in the program. Their first celebrity brand collaboration 
 took place in May 2017, with Demi Lovato. In April 2020, they announced Kevin Hart to be the 
 face of the line for Fabletics men. By 2021, Fabletics was able to launch Fabletics Fit, an 
 on-demand app that has online fitness classes where people can work out and achieve their fitness 
 goals. Fabletics is now trying to expand their brand even further by launching more stores across 
 the country (Fabletics, 2021). 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
https://www.fabletics.com/
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 Target Audience 
 Fabletics’ main target audience based on the gathered Simmons data is White women 

 between the age of 35 and 54 from the West. However, White females aged 25-34 years old are 
 not far behind, as it makes up 19.8% of consumers —  only 0.4% shy of that of the identified 
 primary target audience for Fabletics, Based on the index, they heavily lack reaching male 
 audiences as the data projects males being 86% less likely to purchase their products. This 
 company is very female dominant based on the index, which indicates women are 80% more 
 likely to purchase Fabletics products. The target age range is relatively large ranging from ages 
 35-54, and the index varies between 121 and 123. In context, people in this age range are about 
 22% more likely to buy Fabletic products. Although the target racial demographic is White as 
 they make up 70.6% of respondents, interestingly enough it has an index of 97, meaning they are 
 3% less likely to purchase from the brand than the general population. In fact, Asians have a 
 higher index, 144, meaning they are 44% more likely to purchase from Fabletics. Their regional 
 target audience is people in the West, who are 26% more likely to purchase Fabletics (Simmons 
 OneView, 2022). 

 Figure 14: Simmons OneView, 2020. Retrived from MRI Simmons Insights. Retrieved September 
 20, 2022  https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine 

 Interviews with Non-Consumers 

 Lululemon Non-Consumer Interview #1: 
 Josephine Lo is a 20-year-old, Asian-American female from Los Angeles, California. She 

 was a former consumer of Lululemon but stopped due to the high price tag and the perception 
 that it just is not worth the money. Josephine attributes this change in purchasing due to her 
 irregular working out/athletic habits and the fact that she enjoys switching out her clothing items 
 frequently. With the high cost and her infrequency in high-intensity exercise, she does not seek 
 out products of high quality like those found at Lululemon. Given that she prioritizes 
 affordability, she now frequently shops through Amazon. The main selling point for her is the 
 Prime subscription on Amazon because according to Josephine it offers “an eclectic amount of 
 clothes and it all comes really fast.” When asked about what type of fashion advertising would be 
 the most effective and appealing to her as a consumer, she said social media. More specifically, 
 she would be most receptive to Instagram because it is where she typically sees all of her content 
 of things she hopes to buy in the future. 

https://insights-mrisimmons-com.lib.pepperdine.edu/university/pepperdine
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 Lululemon Non-Consumer Interview #2: 
 Brandon Wolov, a 21-year-old white male, provides a perspective on Lululemon that 

 sheds light on the fact that competitors such as Vuori might be doing a better job at appealing to 
 the male audience than Lululemon’s efforts. Even though he used to purchase Lululemon 
 products, it got to a point where he could no longer justify the price he was paying for them 
 when there were other comparable products that fit his style better. If Lululemon made more 
 clothing that was geared towards more masculine prints, potentially promoting it on a TV 
 football spot, maybe users like Brandon would be more inclined to shop at Lululemon. 

 Lululemon Non-Consumer Interview #3: 
 Paige Dueck is a 25-year-old white female, a perfect example of the target audience 

 Lululemon is most focused on currently. She considers herself a non-user of Lululemon because 
 she claims the brand is not sustainable enough. She does not shop at Lululemon because she is 
 used to wearing other athleisure wear like REI, Patagonia, and other outdoor-focused brands. The 
 price is not the largest concern for Paige because it is more significant for her to be 
 environmentally aware. She is willing to spend a little bit more as long as the clothing is sourced 
 sustainably. She also says if she were to respond to an athleisure brand ad it would most likely be 
 on social media and specifically Instagram. 

 Lululemon Non-Consumer Interview #4: 
 Luke Jekkals is a 20-year-old white male from Grand Rapids Michigan (midwest).  Luke 

 used to be a loyal customer of Lululemon before he realized that the clothes were not practically 
 priced. Luke values a “quality priced product” because he believes the expenses of a certain 
 product are worth it if it is durable and long-lasting. Luke also found an interest in Alo Yoga over 
 Lululemon because of their quality of clothing and found their in-store experience to be very 
 immersive. Luke mentions he would most likely respond to an athleisure-wear advertisement on 
 social media, preferably his Tik Tok account. 

 Lululemon Non-Consumer Interview #5: 
 Denise Flores, a 20-year-old, Filipino female from the Philippines shares that she does 

 not shop at Lululemon mainly because of the price and her use of their products. When she does 
 need athleisure wear, she tends to purchase it from Uniqlo because of its great quality and prices. 
 When purchasing clothes, Denise likes to find a good balance for affordability and product 
 quality, which she does by finding other retailers that fulfill her budget and quality search. She 
 would likely respond to an athleisure-wear advertisement found on Social Media (Instagram) 
 because it is the application she uses the most. 

 Lululemon Non-Consumer Interview #6: 
 Alex Brockmeier is a 20-year-old white male from Orange County, California. Alex 

 really values clothes that are cheap and affordable while still remaining comfortable. Alex works 
 as a lifeguard during the summer and frequently uses athleisure clothing while on the job. Alex 
 typically purchases athletic apparel from Adidas, Nike, or Target, and attributes his lack of 
 purchasing at Lululemon to his view that the product is not worth the price. Alex claims that the 
 type of advertisement he is most likely to respond to is one that he finds on social media, 
 particularly Instagram. 
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 Lululemon Non-Consumer Interview #7: 
 Sara Kang is a 24-year-old Asian female living in Los Angeles, CA. Sara does not really 

 like purchasing from Lululemon, especially due to the price of the products. However, she likes 
 wearing and purchasing products from Nike, because compared to the quality, the price is not too 
 expensive. According to her, price is important, but the quality is more important and Nike is a 
 great option for her because Lululemon can be overwhelming with its prices and she does not 
 like that. Based on the interview, she would most likely respond to an athleisure-wear 
 advertisement on social media, and Instagram being the most preferable. 

 Common Themes/Patterns of Interviews with Non-Consumers of Lululemon 
 There were several similarities that were found in the interviews conducted with 

 non-consumers of Lululemon. Of the respondents, most used to or have considered shopping at 
 Lululemon, but do not currently shop at the brand because of the high prices and finding other 
 preferred brands. One respondent mentioned that she has never bought from the brand, but she 
 has received some products as gifts. Most respondents shop for athleisure wear from other 
 companies such as Amazon, Vuori, Patagonia, REI, Alo, Uniqlo, and Nike. Brands like Amazon, 
 Uniqlo, and Nike were preferred because of the good prices and quality they offer for their 
 products. Vuori and Alo were preferred because of their good quality, various patterns and 
 designs, and immersive store or online experiences offered. Patagonia and REI were preferred 
 because they are more geared towards outdoor activities and they are more environmentally 
 conscious and sustainable. Most respondents expressed that the primary reason they do not shop 
 at Lululemon is because of the high prices of their products. Others have mentioned that they are 
 used to using other brands for athletic wear or have found better brands in comparison to 
 Lululemon. A common trend that most interviewees expressed is that they find price important. 
 However, there were varied responses with regard to prioritizing affordability or product quality. 
 Several respondents prioritize price above other factors, while others prefer product quality as it 
 will last in the long run. One of the respondents expressed that price is important, but she is 
 willing to pay extra if she knows that the product she is buying is better for the environment. 
 Another respondent expressed that she likes to find a balance of both affordability and product 
 quality. Lastly, almost all of the respondents would most likely respond to an athleisure-wear 
 advertisement on social media, specifically Instagram and TikTok. One respondent mentioned 
 that he would even respond more to a TV advertisement played during Sunday Football. 

 Product and Price 
 Fabletics offers many products for women including leggings, sports bras, shirts, shorts, 

 accessories, jackets, sweatsuits, matching sets, loungewear, skirts, and even a small swim 
 collection. For men, they offer tops, bottoms, and underwear, which demonstrates how 
 female-dominant this brand is. Fabletics is known for their matching sets and great quality. They 
 also offer VIP membership to customers to save big on sales, which costs $49 a month, while 
 getting to skip as many months as you want. This membership has an intro offer of 2 leggings for 
 $24 and 1 monthly membership credit. There is also exclusive VIP pricing for all members and 
 free shipping for orders over $49. They offer free exchanges and returns within 45 days and 
 provide members with access to their own app. Fabletics membership is a unique quality defining 
 aspect of their company (Hailey, 2022). This membership program is what sets the brand apart 
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 from others because most loyalty membership programs typically do not come with a monthly 
 fee, and ultimately sets the trend for others to follow. 

 Women's Clothing and Activewear 

 Men's Clothing and Activewear 

 Image source from Fabletics website (  https://www.fabletics.com/mens/tops/jackets-and-vests  ) 

https://www.fabletics.com/mens/tops/jackets-and-vests
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 Place 
 Fabletics is a relatively new company co-founded by Kate Hudson in 2013. Their 

 headquarters are located in El Segundo California and their product designs are created in Los 
 Angeles. Most of their products are made in Asia, but many materials they acquire all over the 
 world. Fabletics has a total of 90 stores in North America and they currently ship to Canada, 
 Spain, France, the UK, Germany, Sweden, Denmark, Australia, and the Netherlands. Because 
 Fabletics has only been around for nine years, they are not as developed and established 
 worldwide. Fabletics is definitely known much more for its online availability with its VIP 
 membership deals that caters to many who want to be a part of the Fabletics community. With 
 that being said, Fabletics is striving to expand in stores across North America and increase online 
 accessibility worldwide. 

 Promotions 
 Fabletics is taking a different approach from normal athleisure brand marketing of 

 unrealistic results and overpriced materials and prestige (Hailey, 2022). Fabletics' goal is to target 
 as many people as possible to inspire their fitness journey and build relationships with their 
 consumers to make them feel comfortable and supported. This is why their products are much 
 more affordable than other athleisure brands and they use admired celebrities the public can 
 relate to. Fabletics' mission statement reads, “...to create the world's most fashionable, 
 high-performance, active-lifestyle products for everyone and everybody–at an accessible price” 
 (Fabletics).  Recently Fabletics has also made a point to highlight their sustainability and 
 dedication to climate-friendly business strategies. According to the Media Radar Advertiser 
 Profile Pages website, the ad agency that Fabletics is part of Intelligent Beauty, Inc., they spent 
 under $100 million on advertising through digital and national TV in the last year (Media,2022). 

 Fabletics wants their customers to feel like they are a part of a community which is why 
 they have personalized customer service and spotlight their VIP membership. Fabletics does a 
 great job of advertising the benefits and advantages of becoming a VIP member using new 
 media. Fabletics has a strong online presence through Instagram, Tik Tok, Youtube, Facebook, 
 and their own brand website. It is almost impossible to evade the brand’s VIP membership when 
 consumers visit the brand's website because it is so heavily advertised the moment one clicks on 
 the page. Through the use of social media, Fabletics is known primarily for this membership 
 almost more than their actual products. Advertising this concept was a smart move for brand 
 awareness. 

 As mentioned before, Fabletics does a great job of utilizing relatable and sensible 
 celebrities as one of their advertising strategies. A common strategy Fabletics uses is brand deals 
 with famous celebrities. Most recently, Fabletics and Grammy award-winning singer Lizzo 
 created the line of Yitty. Together Lizzo and Fabletics created an inclusive athleisure line for 
 plus-size consumers. They created an Instagram account that features the line and keeps 
 consumers updated on releases and deals in-store and online. One of the major faces of Fabletics 
 is co-founder, actress, and model, Kate Hudson. For consumers, it is refreshing to see celebrities 
 actually use their brand everyday, and be honest about the products and services they support, in 
 Kate’s case, created. Fabletics has recently released a men’s athleisure line in 2020 with actor 
 and comedian Kevin Hart as the main ambassador for the program. Fabletics released a paid 
 media commercial advertisement in 2020 with Kevin as the star, which received a lot of attention 
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 and helped increase their VIP membership users. According to the Simmons data, Fabletics does 
 not target men nearly enough compared to women, so starting this campaign featuring Kevin 
 Hart was a strategic step in creating an equal playing field for both females and males. 

 This article titled, “Fabletics opens first Yitty shop-in-shop” written by  Tatiana Walk 
 Morris on Retail Dive discusses the brand’s new line with Lizzo that was previously mentioned 
 above and their success with its introduction. The article also mentions the new Fabletics Fit app 
 that allows users to do at-home workouts and yoga courses. Fabletics keeps expanding their 
 connections with their consumers through their VIP membership program, in-store experiences, 
 social media platforms, and now their brand's own app. They are utilizing new media advertising 
 strategies and steering away from traditional use. 

 Owned Media: Fabletics Brand Website Advertisement 

 Image sourced from (  https://style.fabletics.com  ) 

https://style.fabletics.com/dms43463/?aid=%7BAdId%7D&bp=0&ccode=DSKWID_p59977787263&clabel=&code=3CCEB7&gclid=Cj0KCQjwj7CZBhDHARIsAPPWv3cnv-Mzh2jqNuZCdeMmGtR12Dm02fgQSnH1w7y8l0_goSdcw5UrKb4aArSLEALw_wcB&gclsrc=aw.ds&keyword=fabletics&pcode=DSCID_71700000079175598&plabel=US_FL_Brand_Fabletics_TM&scode=DSAGID_58700006636419089&slabel=fabletics-exact&subchannel=GOOGLE&utm_campaign=US_FL_Brand_Fabletics_TM&utm_medium=search_branded&utm_source=google
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 Paid Media: 

 Image sourced from Fabletics Youtube advertisement 
 (  https://www.youtube.com/watch?v=HNr9QWBWM_U  ) 

 Earned Media: 

 Image sourced from Article, “Fabletics opens first Yitty shop-in-shop,” by Tatiana Walk Morriss 
 (  https://www.retaildive.com/news/fabletics-opens-first-yitty-shop-in-shop/626505/  ) 

 Summary 
 Overall, Fabletics creates a different atmosphere for their clients than Lululemon. 

 Fabletics makes it a priority to develop a strong consumer connection and market to a much 
 wider target audience. They are inclusive with sizes; offer online product availability, showcase 
 affordable prices; and utilize well-known, relatable, relevant influencers and A-list celebrities to 
 help with brand awareness. The brand has also only been established for nine years while 
 Lululemon has fifteen more years of experience. With that being said, Fabletics is only becoming 
 more popular through their strategic marketing and advertising shifting to the new media and 
 accommodating the new culture that accompanies the 21st century. Lululemon must be aware of 
 these potential threats and advise new opportunities. For example, being more adaptable to 
 different audiences and highlighting the value of their products can lead to an increase in desire 
 by everyone. It is important to create a safe place for their customers to feel supported daily and 
 tie in more of an emotional connection, similar to what Fabletics has accomplished. However, 
 Lululemon has already established a prestigious, name brand for themselves and their loyal 

https://www.youtube.com/watch?v=HNr9QWBWM_U
https://www.retaildive.com/news/fabletics-opens-first-yitty-shop-in-shop/626505/
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 customers. They are known for their logo and high product quality that Fabletics still has yet to 
 achieve. Lululemon is recognized worldwide with a secure in-store presence including nearly 
 600 store locations across the globe. The company is preferred by consumers with their esteemed 
 status and high-quality orientation, but if they can expand to a larger target audience while 
 creating more affordable products successfully, Lululemon has the potential to be the number one 
 athleisure brand in the world. 

 SWOT Analysis 

 Strengths (Internal)  Weaknesses (Internal) 

 ●  Strong demand within their current 
 target audience. 

 ●  Strong appeal among white, women 
 above the age of 30 (Simmons 
 OneView, 2022). 

 ●  Known for high-quality clothes with 
 versatile use. 

 ●  Viewed as more “high-end” compared 
 to competitors like Nike and Adidas. 

 ●  Constantly releasing new innovative 
 products which blend both quality and 
 comfort. 

 ●  Global reach, allows the company to 
 access global markets and sell its 
 products to a large range of consumers. 

 ●  Nearly 600 store locations worldwide 
 with a growing e-commerce segment. 

 ●  E-Commerce sales for the company 
 doubled in 2020 alone, indicating a 
 robust online retail presence. (Retail 
 Dive, 2021) 

 ●  Lack of reaching ethnicities other than 
 white. African Americans are 94% less 
 likely to purchase Lululemon products 
 (Simmons OneView, 2022). 

 ●  Lack of men’s collection and reaching 
 male audiences. Males are 54% less 
 likely to purchase Lululemon products. 
 (Simmons OneView, 2022). 

 ●  Chip Wilson’s racist ideologies and 
 beliefs are exposed and a risk for a lot 
 of backlash within the foundation of the 
 company, such as the origin of the “L” 
 in the brand’s name. 

 ●  High price of products, especially in 
 comparison to competitors of similar 
 quality, which narrows the target 
 market. The cheapest product is a sports 
 bra around $48 and the highest product 
 can be up to nearly $600 like the Cold 
 City Parka.  (Lululemon.com, 2022) 

 Opportunities (External)  Threats (External) 

 ●  Massive potential to expand marketing 
 towards new demographics. 

 ●  Strong demand in Asia, which could 
 lead to opening further stores in Asia, 
 allowing the company to tap into a 
 much larger consumer base 
 (FashionNetwork, 2019). 

 ●  Release a more affordable product 
 line-up that more consumers are able to 
 afford. 

 ●  The company is closely linked to any 

 ●  Aggressive competitors with a strong 
 global and ad presence, such as Nike or 
 Adidas. 

 ●  Extremely saturated industry with 
 several brands consumers can choose 
 from. 

 ●  Adapting to being more culturally 
 inclusive. Culture is constantly 
 changing and they need to be aware of 
 their environment to be open-minded 
 and accepting of the mindsets of the 



 34 

 athletic/sporting event that it can utilize 
 to further its’ marketing objectives and 
 reach. 

 ●  Become more environmentally 
 sustainable, in today's market, 
 consumers are eager to shop at 
 companies that have a low 
 environmental footprint. 

 ●  Open more manufacturing facilities in 
 the United States in order to reap the 
 benefits of the FABRIC act, as well as 
 improved quality control. 

 ●  The global sports apparel market 
 (currently valued at 181 billion dollars) 
 is expected to reach 279 billion dollars 
 in value by 2029 (DataBridge Market 
 Research, 2021). 

 ●  Develop even more versatile products, 
 and launch a product line of “business 
 casual” wear to allow for comfortable 
 yet professional clothes in the 
 workplace. 

 ●  66% of consumers of athleisure seek 
 solutions and ways to deal with stress, 
 the brand could create services focused 
 on stress relief and fill demand in that 
 sector (Hansen, 2022). 

 ●  A large percentage of consumers are 
 interested in new forms of wearable tech 
 — 36% (Hansen, 2022). 

 younger generation (Mckinsey, 2021). 
 ●  Sustainably sourcing their clothing to 

 keep up with cultural expectations and 
 trends (Mckinsey, 2021). 

 ●  Economic threats like a decreasing CCI 
 and GDP, and increasing inflation and 
 Federal reserve rates, that ultimately 
 cause consumers to have less 
 discretionary funds for non-essential 
 purchases. 

 ○  CCI is at 96.18, below the 100 
 benchmark (Statista, 2022). 

 ○  GDP annual percent change fell 
 to 1.7% in Q2 of 2022 (Statista, 
 2022). 

 ○  Inflation peaked at 9.1% in June 
 2022 (Statista, 2022). 

 ○  Federal Reserve interest rates 
 reached a high of 1.68% in July 
 2022 (Statista, 2022). 

 ●  Fabric ACT, which poses a threat to 
 Lululemon given that they have 
 manufacturing in the US and could 
 potentially lead to increased costs of 
 production (Cernansky, 2022). 

 ●  Supply chain disruptions with Ukraine. 
 ●  A surge of imports with a lack of labor 

 is leading to delayed timelines and 
 supply chain disruptions (Kim). 

 Statement of the Important Problem and Opportunity 

 Most Important Problem 
 Lululemon has achieved great success in the past decade, the company has skyrocketed in 

 valuation while opening more and more locations each year. However, to ensure continual 
 success in the future, the company needs to fastidiously work on improving its environmental 
 footprint. Consumers in today’s day and age genuinely value companies who source their 
 products from ethical manufacturers and work to reduce their carbon footprint. An IBM 2020 
 global study of nearly 19,000 consumers found that brand purpose is more important to today’s 
 shoppers than cost and convenience (IBM, 2020). They also found that over 7 in 10 consumers 
 say it is at least moderately important that brands offer “clean” products (78%), are sustainable 
 and environmentally responsible (77%), support recycling (76%), or use natural ingredients 
 (72%), See Figure 3 (IBM, 2020). This study highlights the strong demand globally for 
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 environmentally conscious products and companies. According to Lectra, many of Lululemon’s 
 competitors and those in the athletic apparel industry are rapidly shifting towards creating 100% 
 sustainable products (Lectra, 2021). Lululemon, however, is not even close to achieving that 
 goal. By 2025 Lululemon has vowed to make 75% of their products from sustainable materials, 
 however, this seems to be too little too late. According to an article written by Caroline Fisher, 
 published in the Journal of Targeting, “Measurement and Analysis for Marketing,” White women 
 above the age of 25 seem to be the most conscious of a company’s environmental impact 
 (Fisher). Considering Lululemon’s current primary target audience, white women aged 25-34, 
 this is a very important area that needs addressing. If Lululemon does not make rapid, sustainable 
 changes to its current manufacturing practices, the company could risk losing a large portion of 
 its primary consumers. Furthermore, new legislation being drafted is at risk of targeting 
 companies that do not engage in “clean” manufacturing practices. In New York, for example, a 
 bill named “The Fashion Sustainability and Social Accountability Act” is being proposed which 
 would require companies who sell apparel in New York to provide data regarding 50% of their 
 supply chains as well as divulge exactly how many chemicals and amount of water used in the 
 manufacturing process (  Cernansky, 2022)  . Lululemon  must get ahead of the trend by proving 
 they have nothing to hide and cleaning up their footprint like many of its competitors are already 
 doing. The last thing that Lululemon needs is to be singled out in the Athlesuire category as a 
 brand that fails to provide “clean” products. This type of damage could be detrimental to the 
 brand and would result in a large loss of its primary and new consumers. In order to resolve this 
 issue, Lululemon will have to make environmental sustainability one of its primary goals moving 
 forward. Another key problem facing Lululemon is its lack of appeal among male consumers, 
 this is a large consumer segment that is being completely neglected by the company. Lululemon 
 has to make a much more conscious effort in targeting and appealing to men. According to the 
 Simmons data, males between the ages of 25-24 were 54% less likely to shop from Lululemon 
 than the general population. In order to expand appeal among the male demographic, Crew 902 
 believes that Lululemon needs to appeal to males by emphasizing the versatility and durability of 
 their products. One such avenue that Lululemon should be exploring, is the rapidly expanding 
 and established golf industry. By reaching out to and sponsoring influential professional golfers 
 Lululemon can promote their brand and gain recognition among the golfing community as well 
 as male consumers in general. 

 Most Important Opportunity 
 Lululemon has several opportunities they could capitalize on a brand, however, given the 

 social and cultural trends in the current market and where the industry is headed, one of 
 particular importance is expanding their primary target audience to include males. Despite 
 having found extreme success with the female audience, they have yet to make significant strides 
 in making men primary consumers of the brand. According to a Mintel report previously 
 mentioned, the athletic apparel category “is a staple in consumers’ closets” especially for men 
 and women aged between 18-44, and even more so for Millennials (Hansen, 2022). During the 
 primary research, a few individuals interviewed were males, in which consumers mentioned the 
 brand could improve on its male product line, while non-consumers said the primary reason they 
 did not purchase from the brand was due to its high price tag, where they could find similar 
 offerings elsewhere. According to the Simmons data, the index for males was 46, which indicates 
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 this demographic is 54% less likely to shop from Lululemon than the general population. It is 
 clear they have not delivered on catering to this market. 

 A few ways Lululemon could fulfill the needs of male consumers is by capitalizing on 
 trends in the technological market. A report by Mintel states that 36% of consumers are 
 interested in new forms of wearable technology, and even more so for Millenial males — 60% 
 (Hansen, 2022). This could come in the form of adding sensors to track breathing, heart rate, 
 workouts, or other metrics. Changes like this ultimately could add components that cannot be 
 found in competitors’ high-quality offerings, thus adding a value that could maybe be worth the 
 cost. Additionally, they also have an opportunity to expand by introducing new male ‘Work’ 
 product lines that capitalize on the versatility of their items. In a market where a large majority of 
 consumers work in a hybrid model and spend a large majority of their time at home, the era of 
 buttoned-up, suit, and tie apparel is gone. Athleisure wear is here to stay after social and cultural 
 shifts post-pandemic, and Lululemon is at a strategic time to implement changes such as these to 
 fulfill the needs of male consumers. 

 PART II: MEDIA OBJECTIVES 

 Introduction 
 While the first section of this report outlined the overall situation analysis for Lululemon, 

 This section CREW 902 will work on laying out the media objectives our team has constructed. 
 Below you will find an outline of exactly how we plan to reach our target audience in terms of 
 creative layouts, how often we should reach them, and how it can be implemented into a 
 campaign in terms of location, scheduling, and budgeting to ultimately solve the most important 
 problem that the Lululemon brand is facing among that target demographic. The most important 
 problem that CREW 902 discovered is that the prices Lululemon is demanding for their products 
 are too high for a lot of males to justify spending. Lululemon needs to focus on pushing the 
 narrative that its products are durable, long-lasting, and versatile in use. In order to meet this goal 
 we have identified that Lululemon has several opportunities they could capitalize on a brand, 
 however, given the social and cultural trends in the current market and where the industry is 
 headed, one of particular importance is expanding their primary target audience to include males. 
 In addition to solving this problem CREW 902 is focused on providing data on exactly when, 
 where, and how Lululemon should advertise its products moving forward. 

 Target Audience 
 In the Situational Analysis of CREW 902’s Lululmon campaign, the identified target 

 audience was white females aged 25-34 from the West region of the United States. Upon further 
 evaluation of Lululemon’s media objectives and goals, CREW 902 decided to define a new target 
 audience for their campaign. This new target audience relates to Lululemon’s goal to increase the 
 awareness of and desire to use Lululemon products among 25-34-year-old male consumers. With 
 this, CREW 902 gathered data using Simmons Insights to learn more about the newly defined 
 target audience for the Lululemon campaign. 

 According to the data collected from Simmons Insights, the target audience of CREW 
 902’s Lululemon campaign is males aged 25-34 from the Southern regions. The data shows that 
 this target audience is 17% more likely to be Black or African American, 26% more likely to 
 earn a household income of $100,000, and 11% more likely to have completed a Bachelor’s 


