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the recent recession, Realizing its mistake, Target has now
committed to revitalizing the mangra of expect more, pay
less, which is where Lilly Pulitzer comes into the scenario.

Lilly Pulitzer is a high-end luxury designer known for its
colorful American resort wear.! Target decided to col-
laborate with Lilly Pulitzer—the firse big designer that it
brought back to shelves after abandoning its original man-
tra. This limited-edition collection excited many consum-
ers, giving Target hope that it would artract previous con-
sumers and capture the artentiop of many new ones.

Lilly Pulitzer at Targer created quite the hype, attracting
1ts typical middle-class target marker and the upper-class
Lilly Pulitzer loyalist. Everyone, including Target, was
excited for the high-end line ro be available for a fraction
of its typical price. On April 19, 2015, the limited time
capsule collection launched.?

The objective worked—perhaps too well. Eager con-
Sumers on Target’s website ar midnight were utterly
disappointed to learn the site had crashed due to an
overwhelmingly high volume of traffic. As a result,
during points in the launch, Target decided ro deactivate
the website,? Lucky consumers who had the ability to
navigate and shop the site were disappointed when they
went to check out and merchandise was no longer avail-
able. Consumers who went to shop in brick-and-mortar
stores lined up outside Target locations prior to opening
with hundreds of others seeking out the Lilly Pulitzer
line. Consumers scrambled in to get their hands on any
of the apparel, accessories, or home goods thar became
available. Merchandise in stores lasted minutes—fijve
minutes to be exact in one Michigan location, *

The overall consumer feeling regarding Lilly Pulitzer ar
Target was disappointment, Many who sought out the
highly anticipated collecrion did not have access to the
merchandise online or ig stores. What should have been
a revitalization of the “Tar-zhay” image resulted inan

lucky ones,” who were able to purchase the merchan-
dise were extremely satisfied by the design and quality
of the items.’

The Lilly Pulitzer [ine may no longer be available ar Target,
buta pProximately 30,000 of these items can be found on
eBay."Unforrunately, the merchandise found online is sold
at a premium, sometimes marked up three times what i
sold for in store, going against Targer’s objective of hav-
ing consumers pay less for designer brands, Target may
not have to deal with an eXcess in inventory, but it does
have to deal with the ramifications of disappointment
expressed by consumers on socia] media, When a rumor
circulated thar additional inventory may be available in
the future, Target continued its theme of disappointment

when potential customers found out that a restocking
merchandise would not be 4 reality.’

This was not the first time that Target has de
issue launching a designer line. In 201 1, the compagy

alt

experienced a similar dilemma when internationajje
known designer Missonj launched a collection at Tarpes
unintentionally causing its website to crash, The Tarpe

website and designer merchandise were unavailable for o

half-day while the company worked to restore it fromithe
high-volume crash 2

Target invests countless hours into its lirnited-edit:id
designer colla borations, only to see them falter wheq

are launched in stores and online. Though the produer

to bring back the fyll mantra of “expect more, pay l:::.s-,.i '

did the Missoni and Lilly Pulitzer issues illuminate any
potential issues for the company?

Case Questions

1.

Explain the objective, decision, and problem when
Target collaborated with Lilly Pulirzer.

2. When Target deactivated its website, what type of
decision did the company make?

3. How could Target have utilized steps 4-6 in the
decision—making model with its inventory to have a
more successful launch?

4. Did Target use the Delphi technique? Elaborate,

5. Ifyou were in charge of operations for this collabo-
ration, what type of decisions would you have made
during the creation and launch of the line?

6. Did Target make the right decision by collaborating
with Lilly Pulizer to revitalizer it “Tar-zhay” image?

7. Doyou think Lilly Pulitzer is satisfied by this outcome?

Cumulative Case Questions

8. Please rate the customer value on a scale of 1 (low) to
10 (high) with regard to the Lilly Pulitzer coliection ar
Target.

9,

10.

11.

Was Targer’s management ultimately effective during
this launch?

What types of Mmanagers were used heavily on thjs
project? Distinguish their responsibilities,

Did Lilly Pulitzer enter a licensing contract with
Target?
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