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SCS2846 Social Media Strategy Project #2 
Brand: Lululemon Athletica 

 
1.1) Lululemon’s audience is active individuals; primarily those who do yoga, running, cycling or 
any kind of recreational sport where they need to wear athletic clothing. The demographic of this 
group would most likely be men and women aged 18-55 years. A large part of this audience is 
Millennials who are now in their mid teens to mid thirties and are highly connected to social 
networks, and very comfortable interacting with technology. This demonstrates how important it is 
for Lululemon to have a strong social media presence. By 2017 Millennials will have more 
spending power than any other generation in North America and their brand loyalty is very strong. 
This is an excellent opportunity for Lululemon because they are a higher priced brand and thrive 
on maintaining a good relationship with their customers. 
 
The majority of the current audience is female because they are more likely to be interested in 
fashionable clothing and they are more willing to pay the higher price-point to look good in their 
athletic wear. Lululemon does offer a variety of mens’ clothing and more and more men are 
getting on the Lululemon bandwagon. Lululemon should continue to increase the adoption by that 
segment and target men (in addition to women) as their audience in social media to capitalize on 
that market of people who purchase as much, if not more athletic wear than women.  
 
1.2) The business objectives include:  

• To maintain and increase sales every year and increase their market share for athletic 
wear among athletic 18-55 year olds.  

• Educate consumers about the features, attributes and quality of the products.  
• Retain and reward brand loyalists.  
• Attract more male customers by persuading them that Lululemon produces optimal 

clothing for their sport and that it is a socially desirable brand for men. 
 
1.3) The main social objective is to increase the brand presence in social media, and positive 
interaction with the brand. This entails increasing the number of followers on Twitter, the number 
of fans on Facebook and in turn the number of likes, comments, shares, re-tweets, clicking the 
links to their website and overall interaction with the brand on these mediums. Sharing useful 
information, tips and tricks on common interests of their audience such as yoga, running, healthy 
eating, and inspirational lifestyle quotes will help to captivate their attention and garner interaction 
with the brand. This viewership and interaction will allow fans and followers to learn about the 
brand’s values, concerns, products and overall dedication to satisfying their customers. This will 
hopefully maintain the relationship and positive sentiments that their current customers have of 
the brand, and improve the opinion and feelings that others have towards the brand.  
Lululemon should also acquire a much greater percentage of email addresses from their 
customers. This can be done by asking customers in the stores at the point of purchase, if they 
would like to provide their email address to receive notifications of new products and special 
offers. From my personal experience this works quite well; when I receive email from clothing 
stores I am usually quite tempted to visit the store after seeing attractive photos of the products 
and their current promotions. I would recommend only sending emails weekly or bi-weekly, so as 
to not annoy customers. An increased social media presence and interaction with customers 
would likely increase sales as it keeps the brand top of mind with the consumer and they would 
likely want to support a brand who they have a good relationship with and enjoy interacting with. 
 
In order to educate consumers about the innovative features and high quality of their 
merchandise, Lululemon will need to use social media to direct traffic to a specific page on their 
corporate website where they can get more detailed information about the products that they 
found appealing on Twitter or Facebook. On Twitter or Facebook, Lululemon will need to post 
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about new products, a favourite item, or anything they want to promote or bring attention to, and 
provide a link to where someone can get more information. 
 
In order to retain and reward brand loyalists, Lululemon will need to provide them with 
invitations/access to sale events that are exclusively offered to Facebook fans, Twitter followers 
and e-mail subscribers. Lululemon is known for not having sales or discounts very often. I believe 
it would be beneficial to have a special sale event for a few hours of a day, about twice a year and 
by invitation only. Other mall patrons walking by will see the event, but won’t be able to receive 
the discount. When they ask about it, they will be informed that they will need to become a 
Facebook fan, Twitter follower or provide an email address and then wait for the next invitation to 
come later in the year. This will really make Lululemon’s fans and followers feel privileged, 
rewarded, and that it is worth checking in with the brand on social media. 
 
1.4) The social media voice includes these aspects: Their Character/Persona is inspiring, 
nurturing, warm, inviting, cheerful and friendly because they speak to their fans/followers as if 
they are ‘on their team’. They cheer people on, get people excited about, and make their 
workouts of choice sound fun. They don’t leave anyone out and they make sure everyone is 
welcome and invited into their crowd. 
 
Their Tone is motivational and caring, thoughtful, intelligent and insightful because they share 
very inspiring lifestyle quotes that describe simple actions that you can do to enrich your life. Their 
messages really come across like they are trying to help people live a happy, healthy and long 
life, and the best life possible, and they only have the best intentions toward their customers. 
 
Their Language is simple because the quotes they share are very short and to the point and they 
don’t want to confuse or overload you with information. They also don’t preach about reasons why 
you should start running or doing yoga, they simply make them sound like enjoyable activities to 
do, for example “life is short, run for it”. 
 
Their Purpose is “Creating components for people to live long, healthy and fun lives.” (found on 
Lululemon’s Facebook, Twitter and Instagram pages). They educate people about a healthy 
lifestyle and about the benefits of wearing their clothing during a specific type of sport or workout. 
They enable their customers to perform their best during a workout because their clothing is 
designed specifically for certain sports with optimal movement and breathability. Their products 
are tested by certified yoga, pilates, fitness, dance instructors and personal trainers to ensure 
overall quality and functionality for the intended sport. They engage their audience by sharing 
athletes’ journeys through their training and then the race, video footage from various yoga 
events/festivals, photos of and invites to complimentary yoga classes. They motivate people to be 
active and sweat by making certain physical activities sound fun, and like something you can’t live 
without doing. 
 
1.5) The social media character is that of a friend; it is inspirational and motivational because they 
are always posting short messages that tell the audience to get out there and run, sweat or do 
yoga, and they are portrayed as an enjoyable and self-fulfilling activity. Additionally, different 
athletes’ stories and accomplishments are often tracked and shared on the Facebook page. 
Lululemon is like the friend that praises them. Their character is also very nurturing, caring and 
inspiring because they share a great deal of inspirational quotes that promote a more healthy, 
natural, simple, happy, positive and ‘good’ lifestyle. They have a Lululemon Manifesto on their 
website which includes all of these quotes, and they display them in their stores and on their 
shopping bags. They are the friend that helps you live a lifestyle that’s better for you, by sharing 
their healthful tips and tricks in a fun, non-bragging, non-condescending way that is actually 
cheerful and makes you want to do it.  
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2) The social media platforms that are imperative to be engaged with are Facebook, Twitter and 
email. It is imperative for Lululemon to have a Facebook account because they can post photos of 
their products and of people in action and doing high intensity sports while wearing their clothing. 
They can post videos of athletic events that they’ve been involved with, and of the yoga classes 
that they host in their stores. They can post and update people about certain athletes who they 
are tracking on their journey to train and race. They can share short posts about innovative 
features of new products and link to a page on their corporate website where fans can get more 
information about the fabrics, technologies and care instructions. Facebook also allows fans to 
comment and ask questions, so Lululemon can get feedback on their products and answer 
questions that fans may have about their clothing, events and yoga classes. Facebook is the 
most mature platform, it globally reaches 901 million month active users and consumers are 
looking to engage with brands and products on Facebook. Facebook dominates in terms of reach 
and time spent online. Facebook users are more focused on personal stories than brand stories; 
this is okay for Lululemon because they post about real peoples’ stories and triumphs, and are 
really about the people involved with the brand. The average age of a Facebook user is 38 years 
old, which is right in line with their audience. 57% of Facebook users are male, which is great 
because they are trying to increase their male audience and it is still fairly even so they are still 
reaching women. 
 
Twitter is imperative for Lululemon to be engaged with because they can announce the events 
they are attending and invite fans to attend, or fans can follow them on Twitter and receive all of 
the updates if they can’t attend. This allows Lululemon to engage their followers and participate in 
their shared interests together, which causes their audience to positively associate their brand 
with a fun event. They can tweet about their new products and provide a link to a page on their 
website. This allows followers who are curious about the new items, to be brought to the page 
where they can see images and learn the details about the new product. They can also make a 
purchase right from the website. Lululemon also tweets quotes from the various “Yamas". “A 
“Yama” is the first "limb" of Patanjali's 8 Limbs of Yoga. The 5 Yamas are universal practices that 
help us move forward in our personal and spiritual development. Practicing Yoga's "golden rules" 
('Do unto others as you would have them do unto you.') helps us attain a healthy mind and body, 
and it's important to follow them without the desire for an end goal.” (Lululemon’s Yoga Info 101). 
Those of Lululemon’s followers who love yoga and want to embody the yoga philosophy will 
continue to follow Lululemon in order to read about all of these more in depth, and therefore they 
will stay connected to the brand and have a positive association with them. Twitter globally 
reaches 140 million users and 50% log in daily. 35% of Twitters users say it had an influence on 
their purchase decision, and consumers follow 5 brands on average. (SCS2846 Lesson 2) This 
demonstrates why Lululemon needs to capitalize on this opportunity and be active on this 
platform. 
 
Email may not be social media, but it is a social platform and an important tool for a business to 
communicate their messages to consumers. I think it would be beneficial for Lululemon to 
increase their email mailing list and send weekly or bi-weekly emails about either new product 
launches, announcements on athletic events that they are involved with or their in-store yoga 
schedule. In the emails they can provide a link to a page on their website. This will keep 
Lululemon top of mind for people who may not follow them on social media channels. 
Additionally, in an email there is a large surface area to display a message and pictures. It is less 
cluttered than Facebook or Twitter where there are long lists of posts or tweets, so it has the 
reader’s full attention while they have the email message open. 
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3) Content Calendar for a Month (September) 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

Talking Points Item 

Cultural Events September is National Yoga Month 
 
Labour Day - Monday, September 2nd 

Corporate 
 

Introduce new products: Women’s Track Attack Jacket & Men’s Pace 
Breaker Short 
 
1 day sale for VIP customers 
 
Announce new store opening: Hamilton 
 

Lifestyle Share pre-workout or refueling recipes from our registered dietitian  
 
Announce yoga nights: complimentary in-store yoga 
 
Announce runs lead by our staff 
 
Oakville Half Marathon on Sunday, September 22 

Facebook cover photo New Facebook cover photo: a man and woman running in Lululemon 
gear in a park that shows the start of the Fall season 
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4) Daily Content Calendar 
 
Date  Day Topic Platform Status 
Sept. 1st, 
2013 

Sunday Labour 
Day 
Monday 

Twitter What are your plans for Labour Day Monday? We’re training for the Oakville Half Marathon 
on Sunday, September 22. How will you be sweating this long weekend?  
#trainingfortherace #oakvillehalfmarathon #labourdaymonday (provide a link to the Oakville 
Half Marathon’s web page) 
 

Sept. 2nd, 
2013 

Monday Yoga Twitter September is National Yoga Month! What’s your favourite yoga pose? #nationalyogamonth 
 

Sept. 3rd, 
2013 

Tuesday Track 
Attack 
Jacket 

Twitter Be prepared for that cool fall air while you run, check out our new Track Attack Jacket: 
http://shop.lululemon.com/products/clothes-accessories/women-jackets-and-hoodies/Run-
Track-Attack-Jacket?cc=0001&skuId=3498027&catId=women-jackets-and-hoodies #run 
#jacket (post a photo on Twitter of a woman running and wearing the jacket) 
 

Sept. 4th, 
2013 

Wednesday Fabric 
Care 

Facebook Want to keep your Wunder Under Pants and Power Y Tank looking like new? And 
performing like they should? Visit the Care Instructions page: 
http://www.lululemon.com/education/info/care?mnid=mn;education;product-care 
(post a photo on Facebook of a front-load washing machine running, and wet Lululemon 
clothing hanging up above it) 
 

Sept. 5th, 
2013 

Thursday Yoga Facebook – 
Geo Target – 
Oakville, 
Mississauga 

Join us at our Oakville Lakeshore store tonight at 8:00 pm for our complimentary yoga 
class. Bring your own mat. Check out all of our yoga classes this month as well as other 
community events: (provide link to a page on our website for more events at that store 
location) (post a photo on Facebook of people doing yoga in the class) 
 

Sept. 6th, 
2013 

Friday  Run Facebook – 
Geo Target – 
Oakville, 
Mississauga 

Join us tomorrow for a Saturday morning run at 9:00 am at our Oakville Lakeshore location. 
Come ready to sweat and have fun! Don’t forget your running shoes! View a list of more of 
our community events: (provide link to a page on our website for more events at that store 
location) 

Sept. 7th, 
2013 

Saturday Pace 
Breaker 
Short 

Facebook – 
Geo target - 
Men 

Are your shorts stopping you from beating that run time? “We designed the Pace Breaker 
Short out of inherently stretchy, moisture-wicking Swift fabric and cut them generously 
through the leg and rear. We gave them a built-in liner to keep our 'stuff' secure when we 
run.” (2013 Lululemon Athletica) See more about these shorts at: 
http://shop.lululemon.com/products/clothes-accessories/men-shorts/Pace-Breaker-
Short?cc=10727&skuId=3499488&catId=men-shorts (Post a photo on Facebook of a close-
up of an athletic man running in the shorts) 
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4.2) Daily Content Calendar Rationale 
On Twitter it is perfectly acceptable and expected to tweet every day, so it’s fine that I’ve tweeted 
three days in a row. On Facebook, brands that post one or two times per day see higher 
interaction rates, although it shouldn’t be more than seven times per week, so therefore it is 
acceptable that I’ve posted four days in a row. The interaction rate for weekend posts is 14.5% 
higher than weekday posts, that’s why I’ve posted on Twitter and Facebook on the weekend. I 
have a post targeted to men on the weekend because they are the segment Lululemon is really 
trying to win over to increase their market share of men’s athletic clothing. (SCS2846 Lesson 3) I 
only posted twice in the week about products because I didn’t want to annoy fans and followers 
with too many posts that are directly trying to advertise a product. The other posts are either 
interactive questions that are attempting to engage fans or they are informing fans about a free 
community event that Lululemon is offering or an outside sports event. 
 
5) Resources: 
 
Lululemon corporate website: 
 
Education – Yoga Info 101 - Yamas 
http://www.lululemon.com/education/yoga/yamas 
 
Product pages: 
What’s new – women, men 
http://shop.lululemon.com/products/category/whats-new#whatsNewForWomen?mnid=mn;whats-
new;women 
 
Lululemon in the Community 
http://www.lululemon.com/community/?mnid=mn;community;community 
 
Research and Development Team 
http://www.lululemon.com/community/rd_team 
 
Lululemon Twitter page 
https://twitter.com/lululemon 
 
Lululemon Facebook page 
https://www.facebook.com/lululemon 
 
Lululemon Instagram page 
http://instagram.com/lululemon 
 
Running Room corporate website: 
Races page 
http://www.events.runningroom.com/hm/index.php?sort=&step=&sub=1&y=2013&m=09&f_prov=
ON&tab=2 
 
Yoga Health Foundation 
http://yogahealthfoundation.org/yoga_month 
 
SCS2846 Social Media Strategy Lessons 1-4 powerpoint slides 


