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ABSTRACT

This research paper examines the problems Lululemon encounters, such as decreased sales compared to expectations.
The article provides recommendations based on Lululemon's potential big data and Al-driven marketing strategies to
capture Gen-Z Chinese women customers. Lululemon's sales have been rising rapidly, with its market value reaching
up to $60 billion in 2023. However, in 2024, Lululemon's global sales have not reached the expected level, while sales
in the Chinese market are increasing rapidly. Compared to existing consumer groups in China, Gen-Z Chinese women
possess more potential to become Lululemon's targeted customers due to their lifestyle, mental traits, and behaviors
on social media. Gen Z consumers do not simply buy sports clothes; they also seek to satisfy their psychological
demands. Consumers no longer pay just for the functionality of a product but also for the brand's emotional values,
social responsibility, and the consistency of emotional elements with their positions. Lululemon attracts more custom-
ers by promoting a lifestyle centered around health awareness and physical well-being and by building emotional res-
onance with customers through activities that appeal to them. Furthermore, there are more approaches that Lululemon
can adopt to regain its sales. This paper aims to provide recommendations for Lululemon to recover or increase its
sales based on its potential big data and Al-driven marketing strategies to capture Gen-Z Chinese women customers.

Introduction

This research paper examines the problems Lululemon encounters, such as decreased sales compared to expectations.
The article provides recommendations based on Lululemon's potential big data and Al-driven marketing strategies to
capture Gen-Z Chinese women customers.

Lululemon's sales have been rising rapidly, with its market value reaching up to $60 billion in 2023[1]. How-
ever, in 2024, Lululemon's global sales have not reached the expected level[2], while sales in the Chinese market are
increasing rapidly[3]. Compared to existing consumer groups in China, Gen-Z Chinese women possess more potential
to become Lululemon's targeted customers due to their lifestyle, mental traits, and behaviors on social media.[4]

Gen Z consumers do not simply buy sports clothes; they also seek to satisfy their psychological demands.
Consumers no longer pay just for the functionality of a product but also for the brand's emotional values, social re-
sponsibility, and the consistency of emotional elements with their positions[4]. Lululemon attracts more customers by
promoting a lifestyle centered around health awareness and physical well-being and by building emotional resonance
with customers through activities that appeal to them([5].

Furthermore, there are more approaches that Lululemon can adopt to regain its sales. This paper aims to
provide recommendations for Lululemon to recover or increase its sales based on its potential big data and Al-driven
marketing strategies to capture Gen-Z Chinese women customers.
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Consumer Analysis

Gen-Z Chinese women are those born between 1997 and 2012. There are more than 2 billion Generation Z people
globally, accounting for 25.2% of the population, making it the world's largest generation. China's Gen Z population
accounts for less than 20% of the total population[6].

This group possesses specific traits different from other generations. Gen-Z people speak up to change their
generation and live for themselves, such as refusing gender discrimination and prejudice. Lululemon can host more
activities and assign unique meanings to products to create emotional resonance with Gen-Z women customers, mak-
ing them feel like Lululemon supports their causes[7].

Gen-Z values uniqueness and experiences, as exemplified by the "YOLO" mentality. Their preference for
experiences over material possessions shifts marketing strategies towards creating engaging shopping experiences.
Although Gen-Z accounts for less than 20% of China's population, their consumption scale contributes to 40% of the
market. By 2035, it is predicted that their consumption scale will quadruple to 16 trillion yuan, making them a crucial
part of the future market. Lululemon ranks second among Gen-Z's favorite clothing brands[6].

Gen-Z Chinese women are heavily influenced by social media; 37% state that social media coverage signif-
icantly impacts their purchasing decisions[6]. Thus, Lululemon should utilize big data and Al to attract more Gen-Z
customers by engaging them on social media platforms. For example, Lululemon staff could post images of themselves
wearing new arrivals, bringing them closer to Gen-Z women customers due to their social media activity.

E-Commerce Channel Analysis

MAIAACTIVE

The online ad campaign for MAIAACTIVE features dynamic images of Asian models in unique poses, set against
sleek backgrounds with subtle shadows and sometimes real scenes. Each image prominently displays the brand logo
and unique product names[8]. Special emphasis is given to products with distinctive font effects highlighting their
features. The overall aesthetic is modern and energetic, emphasizing visual appeal and key benefits[9].

Keep

Keep sportswear product pictures feature a minimalist light gray background, occasionally switching to orange for
warmth. Sometimes, backgrounds include mountains or realistic scenes. Key elements include the brand logo, models
in distinctive poses without showing faces, and text descriptions. Models are primarily centered or positioned to the
right, with product descriptions in the remaining space. The descriptions focus on specific pain points and benefits,
emphasizing practicality. The keywords are clear, straightforward, with no special effects, using neutral font and color
for distinction[10].

Lululemon

Lululemon's product images have a light gray and white main tone, providing a clean, modern aesthetic. Key elements
include the brand logo and diverse models representing different races and skin tones. Models are centered, showing
the product simply. Headlines highlight unique product series and item numbers, such as "Energy Long Sports Bra
for Women | Lululemon | LW2DGAA," "Define Women's Sports Jacket * Nulu™ | Lululemon | LW4CDS5S," "Ebb to
Street Women's Sports Tank | Lululemon | LW1AX1S," and "Ebb to Street Women's Short Sports Tank with Built-in
Bra | Lululemon | LWICJUS." Images are simple, with a single model wearing the product against the light gray
background, with no additional text or descriptions, maintaining a clean presentation[11].
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Survey 1 Analysis

Based on the data from a survey targeted at Gen-Z Chinese women, the majority of respondents are from the early
2000s, representing Gen-Z well. This demographic frequently uses online platforms for shopping, with Taobao being
the most popular (71.2%), followed by offline stores like malls (68.2%) and brand-specific stores (48.5%). This indi-
cates a strong preference for both convenience and brand experience, suggesting Lululemon should develop its online
platform while enhancing in-store experiences.

Where do you usually buy your sportswear?

68.2% /1.2%

48.5%

19.7%

10.6% 9.1% 7.6%
. . == —
Shopping  Brand-specific Wechat Mini : Online
th
Mall Stores Taobao JD Tmall PDD Program Xiaohongshu Official Store Others

The income levels of respondents vary, with a significant portion (22.7%) earning between 2000-3999 yuan
per month. Moreover, 87% spend over 300 yuan monthly on sportswear, indicating a willingness to invest in high-
quality products.

How much do you spend on sportswear per month on average?
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However, purchase frequency is relatively low, with most respondents buying sportswear every six months
(33.3%) or annually (24.2%). This spending pattern suggests that while Gen-Z consumers are willing to pay for qual-
ity, their purchase cycles are less frequent. Lululemon should provide products that offer sustained value to encourage
repeat purchases.
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How often do you buy sportswear?
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Lululemon enjoys significant popularity among the surveyed group, with 56.1% indicating it as their favorite
brand. However, it faces stiff competition from Nike, which leads with 63.6%.

Your favorite sports brand is:
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The key factors influencing purchase decisions for Gen-Z Chinese women are comfort (68.2%), style/design
(62.1%), and brand reputation (34.8%). These preferences underline the importance of Lululemon's focus on high-
quality, comfortable, and stylish products, resonating with Gen-Z's values and promoting brand reputation and loyalty.
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What do you consider when buying sportswear?
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For brand recognition, Xiaohongshu is critical, with 59.4% of respondents discovering brands through it.
Using influencers and user-generated content on Xiaohongshu can significantly enhance brand credibility and public-
ity. To effectively capture and retain Gen-Z Chinese women customers, Lululemon should leverage its strong brand
image and enhance customer engagement through digital and social media platforms.

How did you get to know Lululemon?
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Price sensitivity remains crucial, with 64.1% of respondents preferring discounts and promotions. Lululemon
can implement strategic promotional campaigns and seasonal discounts to attract more customers and retain costs. For
example, offering student discounts for Gen-Z students and hosting offline activities with discounts can encourage
participation and boost sales.
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What ways do you think Lululemon should take to meet the needs of consumers?
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Survey 2 Analysis

A second survey focused on how Gen-Z Chinese women rank five pairs of product images: the left image showing a
Lululemon product and the right image using Al-generated images with designed fonts, colors, and product features.
Among the 35 respondents, Al-generated images scored equal to or higher than the original product for product 3 (18
people), product 4 (20 people), and product 5 (17 people). The average scores for both image types were close, though
Lululemon's images scored slightly higher. This suggests that Lululemon can incorporate traits from Al-generated
images, such as highlighting pain points, benefits, and distinctive features while maintaining its clean and minimalist
tone.

However, limitations exist, as Al-generated images received lower ratings than Lululemon's original images,
indicating that AI has not fully captured Gen-Z Chinese women's preferences. This survey tests the potential for Al-
generated images and offers suggestions for Lululemon.
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Product 5
Recommendation

Utilize Social Media Platforms (especially Xiaohongshu), Al, Big Data, AR, and VR

Xiaohongshu
Connect with Gen-Z Chinese women by featuring product reviews and posting outfit-of-the-day, lifestyle content, and
fitness tips[12].

Personalized Marketing Through Big Data

Use Al algorithms to analyze data and deliver personalized ads. Integrate Al-driven recommendation engines on Lu-
Iulemon's website and e-commerce platforms to suggest products based on browsing history, appealing to Gen-Z
preferences and behaviors.

Virtual Try-On

Develop AR features for virtual try-ons, improving online shopping satisfaction and reducing return rates.
Personalized Conditions for Customers

Create an online shopping model where customers input their height and weight, and a model shows different outfits,
allowing customers to choose their favorite.

Promote Community Engagement and Collaboration with Famous Celebrities

Exclusive Discounts and Early Access
Offer discounts and early access to new collections for VIP members and community event participants. Organize
local fitness events, yoga sessions, and wellness workshops in universities, offering discounts to attendees[13].
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Collaborate with Influencers and Celebrities
Partner with popular fitness influencers and celebrities like Joey on Bilibili. Engaging content from influencers en-
hances brand visibility and credibility, building a strong community around the brand.

Product Development on Sustainability and Innovation

Stylish Functional Athletic Wear

Develop products aligning with Gen-Z preferences for stylish and functional wear. Allow consumers to design cus-
tomized products with special stickers or their names. Use Al to analyze fashion trends and customer feedback to
ensure designs meet evolving demands[14].

Conclusion

This research paper explores Lululemon's marketing challenges and provides recommendations to attract Gen-Z Chi-
nese women. Despite lower-than-expected sales in 2024, Lululemon's growth in China highlights significant oppor-
tunities. Gen-Z Chinese women value brands for emotional and social value, seeking unique experiences and a strong
social media presence.

Lululemon should use platforms like Xiaohongshu for personalized marketing using Al and big data, and
implement AR for virtual try-ons to improve customer engagement. Community engagement through events and in-
fluencer partnerships will increase brand awareness and loyalty.

By focusing on these strategies and combining product development with Gen-Z's preferences for fashion,
functionality, and sustainability, Lululemon can overcome sales challenges and achieve continued growth. Adapting
to Gen-Z Chinese women's unique characteristics and behaviors will be key to Lululemon's success in this important
consumer segment.
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