lululemon athletica

ululemon athletica opened its first location in
Vancouver in 1998. By 2012, the company was
operating 174 stores in Canada, the United
States, Australia, and New Zealand. Its sales
were more than $1 hillion, and it had stock market value
of more than $10 billion. The company had quickly
become one of Canada’s great retail success stories.

The idea for the business grew out of what founder Chip Wilson
saw as key trends in the apparel market. First, athletic apparel

for women was not particularly comfortable or attractive.
Second, female consumers were driving retail sales in Canada
and throughout North America. Third, yoga was rapidly rising in
popularity. Wilson believed that the time was right for the launch
of a female-focused yoga apparel company.

Consumers agreed, and lululemon grew rapidly as it soon

became apparent that the comfortable and attractive clothing

was a wardrobe staple both in and out of the yoga studio. The

company, the clothing, and the focus on health and fitness
sonated with consumers and the way they wanted to live
eir lives.

From the beginning, lululemon has taken a grassroots approach
to marketing. When opening a new store, the company
develops word of mouth by giving clothing samples to local
yoga studios, athletes, and fitness instructors. Similarly, it is very
careful in hiring people who are a good fit with the company's
message of health, fitness, and well-being. Those employees
are trained to be educators and ambassadors for lululernon in
the local community. The company is also constantly collecting
and analyzing feedback from its customers and using that
information to improve its products, This strong emphasis on
corporate values and culture is important to lululemon and may
provide it with a strong point of competitive differentiation
relative to many other companies that have followed

~ lululemon’s lead and launched similar lines of female athletic

apparel—including The Gap, Victoria’s Secret, American Fagle,
and many others.

To the surprise of some experts, lululemon athletica is one of
the few Canadian retailers that have successfully entered the
U.S. market, even receiving Oprah’s blessing as a “favourite
thing." Remarking on the company’s success, commentators
have wondered if the company is the “perfect stock.” It
continues to grow rapidly and command high margins, while
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~ more important than the number itself are the beliefs, values,
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maintaining a strong balance sheet and an impressive return -
on equity. Others pundits, however, have expressed concern -
over increasing competition, stockouts, and the company’s hi gh
stock-market valuation. Al

Former Starbucks executive and current lululemon CEO Christine
Day sums up the company's philosophy and recent success; '
“Reaching a billion dollars in revenue is clearly an important :
milestone that as a company we can all be very proud of. But far

culture and people that achieved it. We really are so much more
than our numbers; it is the everyday actions of our dedicated
team that translates into an unparalleled quest experience and
allows us to achieve our ultimate goal of elevating the world! -
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Questions

1. What are the personality traits that lululemon is looking for in
its custorners? Are those the same traits the company looks
for in its employees? '

2. Does lululemon have a brand personality?

3. How would you describe the relationship between
- consumers and the lululemon brand?

o {_.What demographic segments does lululemon serve?

PART 2: INTERNAL INFLUENCES

5. What psychographic segments does lululemon serve?

6. What impact might wearing lululemon have on consumers’
self-concept?

7. Based on your understanding of lululemon and its customers,
do you think it can continue to grow rapidly over the next
five years?
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