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Product & Service Category Audit



Activewear: the key players 
Nike is a clear leader when it comes to both brand awareness and brand affinity, with primary 

competitor Adidas not far behind. When 2,000 internet users ages 18+ were asked to rate how 

they felt about a list of activewear brands, 7 out of 10 respondents said they liked Nike.

Meanwhile, Athleta, Lululemon, 
and Fabletics have some work to 
do, with over 40% claiming to be 
unaware of these brands. A 
different study revealed that of 
1,559 adult internet users who had 
purchased activewear within the 
past 12 months, 1 in 4 adults were 
unaware of Lululemon, Athela, and 
Fabletics.



Athleisure: the new face of activewear 

The traditional activewear industry has given way to athleisure, defined as: 

Casual, comfortable clothing designed to be suitable both for exercise and 

everyday wear.

Consumers purchase activewear to 

wear it for casual purposes

Athleisure is more than just an apparel 

trend, it’s a lifestyle choice that’s here to 

stay. The same study based on 1,599 

internet users who purchased activewear in 

the past year revealed that 48% bought 

activewear for casual purposes. 

Source: Lightspeed/Mintel



The athleisure boom: staying relevant

The athleisure craze has prompted many retail brands, even ones not in the 

activewear industry, to create athleisure lines. With so many choices to choose from, 

the athleisure market could soon reach saturation. 

According to Morgan Stanley, the category is 

“weakening” as competition continues to build. 

With signs of inevitable saturation, the industry 

is beginning to transition to what Lululemon 

founder Chip Wilson calls “streetnic”: apparel 

made with engineered fabrics that apply the 

stretch and performance of athletic wear to 

everyday clothing. This signals not the demise, 

but the evolution of athleisure. 



Market factors to consider

Obesity’s continued rise in America influences the buying usage and 

behavior for activewear. As comfort becomes the most important 

attribute for activewear, those with a higher BMI are more likely to 

buy activewear solely for comfort purposes. Also, the plus-sized 

market is an untapped opportunity for brands like Lululemon as 

more consumers start to expect those options.

Though obesity isn’t declining, there is still an evident trend of 
health management as things like wearable fitness trackers 
become more popular. Younger millennials tend to be the most 
active generation, and this reflects their buying behavior for 
activewear. 42% use activewear for both casual purposes and 
exercise. 



Brand Audit 



Brand Overview

“As a design-led company, curiosity is at our core. We’re constantly thinking about how 

we  can innovate our process, our gear, and our social media impact so we can elevate 

the world from mediocrity to greatness.”

Founded by Chip Wilson in Vancouver, Canada in 1998

Sell men’s and women’s athletic apparel for yoga, running, cycling, and training 

Vision was to create a community hub for people to learn about and discuss the 

physical aspects of healthy living 

Core values are quality, product, integrity, balance, entrepreneurship, greatness, and 

fun



Strengths & Weaknesses
Weaknesses

● Bad press in 2013 surrounding negative comments 
about women’s bodies from Chip Wilson, founder of 
Lululemon

● Many consumers view the product as overpriced 
● Quality control issues in the past such as see-through 

yoga pants and pilling fabric
● Categorized as luxury athletic apparel which can be 

viewed as inaccessible to some consumers

Strengths
● Over 200 stores in the United States and locations 

across the world
● Strong commitment to eco-friendly and sustainable 

practices
● Here To Be program which gives communities access 

to yoga and meditation practices
● Sponsor festivals and retreats that align with the 

company’s commitment to healthy lifestyles



Audience
Lululemon apparel is created for active men and women whether they are going to 

their first yoga class or are elite athletes

Apparel can be worn for all active pursuits specifically: 

Yoga

Running

Cycling

Training



Primary Product & Service Lines

“When it comes to our gear, we’re kind of obsessed with technical performance and innovation.” 

The Essentials
Women + Men

● Tops
○ Short Sleeves
○ Long Sleeves
○ Jackets & Outerwear

● Bottoms
○ Shorts
○ Crops
○ Pants

● Accessories
○ Mats & Props
○ Bags
○ Water Bottles



Competition

With Lululemon Athletica’s main products being athleisure apparel, it attracts both the athletic 

oriented and fashion oriented markets, leading to a larger variety of competitors.

Athletic Oriented Fashion Oriented



Brand Touch Points

Lululemon’s logo originally represented 
an ‘a’, standing for ‘athletically hip’.

The company’s logo has promotional 
benefits as it is on the exterior of all 
Lululemon merchandise.

As of 2017, Lululemon has 437 physical stores 
globally.

The in-store experience is ‘community’ driven 
with friendly, knowledgeable store associates 
and often offering free in-store yoga classes.

Lululemon has website success through:
● Online exclusives
● Easy exchanges
● “We Made Too Much” (sale items)
● Seasonal offers like free shipping

Lululemon sells its products through 
two main channels: brick-and-mortar 
stores and online retail.

Logo

Brick and Mortar

Online Retail - shop.lululemon.com

Channels



Brand Personality

Lululemon Athletica 

promotes itself as a 

community.

Lululemon has a corporate vision and 

culture but uses guerrilla marketing 

tactics such as Brand Ambassadors.

The company values both 

sustainability and social 

impacts.



Competitive Advantage - Fashion 
“We aren’t shifting the brand to fashion. What we do better than anyone in the world is create such a 

beautiful athletic product that is can be used for multipurpose” - Chip Wilson, CEO

Athleisure
Lululemon’s products are used for both high and low 

intensity work outs. Their products are also worn on a 
daily basis for comfort. With a wide variety of uses, 

Lululemon has a competitive advantage with success in 
multiple markets.

High Quality Products
Lululemon is using innovation to be ahead of the curve in 

regards to fabric technology and design. This includes 
being RDS certified, introducing splatter reflective 

material, and incorporating technologically advanced 
fabrics and dyes in their products.



Competitive Advantage - Social Practices
Sustainable Practices
The company is reducing its global footprint through collaborating with sustainable suppliers, 
educating communities, and being transparent with their consumers. They focus on a 
responsible supply chain, both socially and environmentally, and are working to reduce their 
operation and textile waste, along with their carbon footprint.

Here to Be Initiative
This community-based social initiative partners with nonprofit organizations globally to ensure 
the benefits of yoga and meditation are available to everyone. Some notable partners include 
the Africa Yoga Project and LoveYourBrain.

Marketing Strategies
Lululemon’s marketing strategy uses a ‘salon business model’, which is also used by Apple. 
Beyond this, Lululemon uses guerrilla marketing tactics including the use of brand ambassador, 
festivals, retreats, and in-store classes.



Social Media Audit



Industry Online

Popular topic on social media platforms such as Twitter and Instagram 

Style, price, and quality are widely discussed via Twitter and style bloggers

Strong female voice 



Online Presence



Brand Competitors Online

While Nike is the 
clear leader within 
the industry, 
Lululemon 
possesses a strong 
social media 
following in 
comparison to a 
similar brand, 
Athleta. 


