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Executive Summary
The Purpose of this Strategy document is to outline a new strategic direction for Lululemon Athletica Inc. against the backdrop of the pandemic.  This strategy will recommend options that deliver innovative customer care, create a sustainable competitive advantage and the protect the resilience of the company in the future. 
Using the application of strategy models and tools, the emergency project team carried out an in-depth strategic analysis and the evaluation of strategy options were identified to ensure the long-term health and growth of the company against the backdrop of a pandemic. 
A strategy statement was formulated as follows: 
At Lululemon, our purpose is to elevate the world by realising the full potential within every one of us.  We provide an open and virtual community which commits to wellness for ourselves, others and our planet which gives us resilience and helps us thrive during the pandemic. 
This statement reflects Mintzberg’s theory of strategy which is ‘a pattern in a stream of decisions.’  The project team deemed it THE most appropriate method of developing a strategy during a time of fast and sometimes unpredictable change during a pandemic. (Mintzberg 2007)
Chosen strategic recommendations are:
a) Set up an emergency project team using a mix of seasoned, internal Lululemon staff and external strategy consultants with sector know-how and technical competences.  

b) Ensure project team report back to senior management who present progress and findings to the Executive Board meetings.

c) Take advantage of a mega-trend in online shopping by developing a new digital strategy to cope with additional website visits and associated delivery demands.

d) Enter the exercise from home experiences market following the purchase of ‘Mirror’ exercise equipment giving due consideration to restrictions discussed in the strategy.


e) Halt expansion of stores into China and replace with expansion of additional flag-ship stores in the West.
Introduction
‘Lululemon are a healthy lifestyle inspired athletic apparel company for yoga, running, training, and most other sweaty pursuits, creating transformational products and experiences which enable people to live a life they love’ (Lululemon 2020). 
They were formed in Vancouver, Canada in 1998 and operate 500 stores worldwide.  They have recently opened stores in Manchester and London as part of an overall international expansion plan (Rastello and Bloomberg 2020). 
Chief Executive Officer (CEO) Calvin McDonald still plans to open more stores even as the pandemic ravages the retail landscape (Rastello and Bloomberg 2020).
The customer profile for Lululemon is a new age, sustainable, environmentally conscious and spiritually minded person who has a high disposable income and appreciates good quality products.  
This strategy document will examine how Lululemon can develop ways to not only survive but thrive during the pandemic; and how to deliver a hyper-personalized, customer-centric white-gloved service to potential and existing customers.
An assessment will be carried out on the viability of identified strategy options and the document will make realistic recommendations that can be met by Lululemon adhering to SMART targets agreed by the Board of Directors.
The recommendations will be innovative and industry-disruptive and will demonstrate the lengths that Lululemon really knows it customers, to maximise success.  Steps on how to involve all areas of the organisation and how to implement these changes internally and externally will also be made. 
Strategic Direction
For the purpose of this essay, the strategic customer is the person who buys the goods and services from Lululemon.  
At present, or in Horizon 1, of the three-horizons framework Lululemon provide high-end experiences and products. (Baghai, 2000) In the past they have developed strong branding and a acquired a cult-like following which lends itself to exclusivity (Forbes, 2019)  They also have a strong sense of community with customers which is revered by its followers on social media (Instagram 2020). 
New sources of profit in Horizon 2 are expected to come from the acquisition of ‘Mirror’ which was acquired by Lululemon for from a fitness tech start up for $500m this year. (New York Times June 2020)
Horizon 3 viable options may include expanding flag-ship stores to more locations and/ or more countries.  Or becoming a more price savvy mainstream brand such as the likes of Nike or Adidas.  However, these options are not recommended to Lululemon because exclusivity and mainstream popularity are next to impossible to run concurrently. (Hui, 2012)
Given the pandemic background, Lululemon must focus on reaching more customers digitally, ensuring demand matches supply, and lend some focus on selling Mirror equipment to new and existing customers – over the span of the three-horizons framework – especially given the predictions that home workouts are likely to stay during and beyond the pandemic. (BBC News, 2020)
Main findings of strategic analysis and critical evaluation of the strategic options.
Strategic Analysis 
The environment

Both a PESTLE and SWOT analysis were carried out to examine the internal and external environments in order to feed into the Strategy document (Johnson and Scholes, 2014).  See Appendix 1 and 2. 
The analysis established two major key drivers for change: a large amount of the population is working from home and seeking comfort/ leisurewear, and store closures in the pandemic has seen a shift to online shopping.  (Financial Times, 2020)
As if reflecting Lululemon’s core customer base, the New Yorker questioned “When even Anna Wintour, the editor-in-chief of Vogue magazine, is at home in her sweatpants, who is thinking of dressing up?” (New Yorker 2020)
The results also show existing customers are affluent, high-achieving and are more unlikely to be affected by the pandemic and may conversely have more disposable incomes than in the last four years due to a lack of socialising and holidays (Peachey, 2020).  
This disruption to life may have benefits to Lululemon’s bottom line as research shows that ‘a bad mood does lead to greater purchase and consumption of unplanned treats for the self’ (Atalay et al 2011).
Additionally, Lululemon identified an inflexion point in exercising from home during the pandemic was identified as an opportunity which could be exploited by the company.  This is proposition is even more attractive as a flailing global economy has seen a drop in interest rates and when combined with Lululemon’s healthy financial statements this suggests a good time to invest at a Juglar level or in the medium term, particularly within the exercise from home business unit.  (Atrill, 2015)
[bookmark: _Hlk55660399]In terms of a scenario analysis, long-term lockdown of non-essential shopping would be most damaging for Lululemon, not necessarily in terms of sales which have buoyed online, but because Lululemon stores serve as an anchor for the brand’s loyal customers (Rastello and Bloomberg, 2020)
[bookmark: _Hlk55660943]Given the uncertainty and rapid change of a pandemic scenario building was carried out on two potential areas for change: (Johnson 2008): 
1) Expansion of stores into China
Lululemon’s reputation was recently damaged in China when an artistic director posted a picture on social media of a T-shirt saying, “No thanks” to a takeaway box of “bat fried rice”.  (Mitchell, T and Liu, X. 2020). Lululemon must be mindful of the impact this reputation damage had on customers and shareholders, particularly as ‘the external visibility of the event, determines the difficulty of the firm’s reputation-repairing activities’ (Rhee, M. 2002)

2) [bookmark: _Hlk55660335]Development of online shopping trend.
Long-term lockdown of non-essential shopping would be most damaging for Lululemon, not necessarily in terms of sales which have buoyed online, but because Lululemon stores serve as an anchor for the brand’s loyal customers (Rastello and Bloomberg, 2020).
Saying that, High Street retail already showed signs of strain pre-pandemic due to the growth of online shopping.  Therefore, it is essential Lululemon develop a successful digital strategy for future resilience in a changing market which has now been hurried along even further.  (Office for National Statistics, 2019).
Industry analysis

The fitness and leisure industry is competitive and large with some highly established companies in direct competition with Lululemon. Although as previously mentioned, Lululemon encompasses a holistic approach to health and fitness so its differences in the marketplace are well-entrenched.
Even in a pandemic industry growth shows no sign of slowing down.  Accordingly to retail analytics company Edited, sales of activewear in the US and the UK were up 40% and 97% respectively during the first week of April (Marci, K. 2020) showing sportswear, activewear and loungewear are, in fact,  the winners in the fashion battle to survive the pandemic. 
On 29 October 2020, year on year Lululemon Athletica Inc net income improved 33.44% from 483.80m to 645.60m.(Financial Times, 2020). This is an impressive result for a significantly smaller company than its competitors.  
In this instance, Lululemon must maintain competitive advantage via overall differentiation by staying true to the production of its best seller leggings that are valued by customers who are willing to pay the $98 dollar price tag (Porter, M. 2015).
The culture
Lululemon is a culture-led organisation that heavily leans towards blue-ocean thinking.  They aspire towards uniqueness, community, compassion.  They look for opportunities in new markets and complementary services as demonstrated in the six paths model. (Fahy & Jobber 2015) For example, last year, Lululemon opened a new experience-based Chicago store with gym and café features demonstrating their reaction to customers’ needs before they had identified them themselves. (Kim and Mauchay 2014, and Agarwal, 2020). 
Recent research does show that a combination of innovation strategy and competitive strategy is necessary to protect profits over a 15-year projection (Burke, A. et al 2010).  
Yet blue ocean thinking works for Lululemon.  So, while many retailers are currently taking a more cautious, planned stance, Lululemon is outcompeting its competitors by looking at strategy for ways to expand and create rather than just to survive the pandemic. 
This report therefore recommends Lululemon continues with its approach.  Porter’s value chain is too constrictive for Lululemon’s agility. (Porter 2015).   As value chains have grown in length and complexity, they sometimes lead to unintended consequences such as being unable to move quickly in a world where disruptions are regular occurrences (Lund, 2020)
Lululemon has achieved great success being led by its customers and for them ‘social has become central to what we build’ (Merchant, 2009) Innovation, community and listening are the pillars of  blue-ocean thinking that Lululemon stand up in and the customers often hold Lululemon accountable to their own messages, for example about sustainability by questioning the use of a plastic wine glass used in an Instagram post.  (Instagram 2019) 
The challenge Lululemon faces is reflecting the customers wishes by returning emotional fulfilment in its customer service (Agarwal 2020).  In turn, it is recommended Lululemon customers must have easy access to its website and a quick delivery service is a must, although no improvements are necessary to its already beautiful packaging. 
[bookmark: _Hlk55663004]Lululemon must keep their customer needs forefront throughout the pandemic and beyond.  (Agarwal, 2020) Examples of these community-led steps already being taken via social media include: free online yoga classes and a “Let’s disrupt inequity in wellbeing” Instagram posts demonstrate community-led actions by Lululemon in saying “We’ll get through this [pandemic] together” (Instagram 2020).
Resources and strategic capability 
A team of internal and external members of the project team with mixed capabilities is recommended to ensure expertise of internal staff is complemented by an external cross-industry perspective, with thought particularly given to considering, review and monitor the evolution of driving forces for change: the pandemic and Brexit (Johnson 2014).  Consultants with blue ocean thinking experience from Accenture or McKinsey and Co. or similar is recommended.  
Financially, Lululemon reported third quarter sales of $1.1billion, up 22% from a year ago.  There is a possibility of taking black swan risks by opening stores when the pandemic exists. especially in light of predictions of a further deterioration in the High Street retail market over a 10-year period (Marci 2020).  However, investment in online shopping needs to be made to counteract any failures in that area. 
Lululemon should also invest and diversify in non-current assets for manufacturing and packaging and distribution, and they should consider working with stakeholders inside and outside of Bangladesh where many factories were forced to close in 2020 for several months during the pandemic (Guardian 2020).
Given these circumstances, strategic lock-in is not recommended in the backdrop of a pandemic as research shows that retailers had found it difficult to buy supplies in time for Autumn. (Guardian, 2020).  As such, Lululemon should not be dependent on a sole supplier and maintaining flexibility which is more important than saving switching costs in the current unstable global environment.  
In terms of strategic capabilities, The VRIO four key capabilities model has been used to identify Lululemon’s competitive advantage and has found: 
-	They can maintain their value of community and sense of belonging to customers by continuing with an online social media campaign.  This should engage and develop interest and has the advantage of not being constrained by the pandemic. 
-	Rarity is more difficult to achieve as Lululemon plans to build, extend and grow as the company has a cult-like following and a brand religiosity practiced by its customers (Wang C 2018).  Culture shapes strategy for Lululemon and they must ensure they protect their exclusivity and branding while creating and stimulating a growth in appeal of the company and its products.  
-	Inimitability is a difficult challenge for Lululemon’s competitors because of its heritage in yoga clothing and a holistic approach to exercise.  Nike/ Adidas both have entrenched advertising in sporting events (Rooney, 2016); but a Lululemon customer is looking for the whole package and is likely to be seen on his/her way to yoga, clutching a Kombucha and posting about saving the planet as demonstrated on Lululemon’s Instagram tagline See. Eat. Sweat. (Instagram 2020).  
As these differences are wide, a canvas strategy analysis is not needed at this time.
Strategic Options

Business 
An overall differentiation strategy is the best policy for Lululemon given its position, culture, resources and strategic capability (Porter, 2015) As value and rarity are high Lululemon has a competitive advantage as customers know what they really want and are willing to pay for it. (Porter 2015) A threat assessment also shows there is little risk from competitors in a hyper-competitive market because Lululemon is niche. 
In terms of Game theory Lululemon is showing it is ‘thinking forward and reasoning backwards’ by taking a long-term view with landlords by paying full rent through-out the crisis – a contrast to brands like Gap inc. that suspended some payments – and CEO  Mcdonald has stated “when opportunity in great locations come up I think that goodwill will pay dividends for us”. (Wang 2020).
Over the next year, it is recommended the Lululemon strategy focuses on the business units of increased sales of products and growth of distribution.  Continuation of research and development into new technologies such as its new cloud-like and weightless range is advised, while continuing to hold the price of its best-selling leggings (as it always has done) is the most prudent when leisurewear is so highly in demand.  As such a cost leadership approach is not advised, especially in an exclusively branded company. 
Corporate
It is recommended Lululemon continues along the lines of focusing on human responsibility within the company and maintains the use of its brand ambassadors within the community and empowers them for forces of good which is then absorbed into the corporate structure.  (Hutchisson 2016) Lululemon can go further in this area and listen to its customer facing employees, listening to and empowering them to build a ‘heart and smart’ strategy in an organic way (Hutchisson, 2016).  This can be done online during an era of social distancing via Zoom or Teams.  This goes beyond Lululemon’s value of its staff which already pays 41% above the national average (in US stores).  (Indeed, 2020)
Ansoff’s matrix can be used to guide Lululemon on direction of growth by establishing appropriate business strategic thrust (Fahy and Jobber 2015). The recent acquisition of ‘Mirror’ which offers online classes in pursuits ranging from barre to boxing ‘allows them to take forward that vision of services, content and subscription – in a virtual way” and will provide new products and services to existing markets (Financial Times Aug 2020).
A strong marketing push is not recommended as part of this strategy for Mirror as this time.  Even though Mirror’s main competitor Peleton which offers vertical spin classes has doubled its revenue and subscriber count to 3.6 million globally during the pandemic, Mirror is a different ball game altogether. (Independent 2020).  For one, it has a very high price tag and is very much a luxury item.  Secondly, it has already been embraced by the likes of Gwyneth Paltrow and Kate Hudson and New York Times called it “the most narcistic exercise equipment ever”. In its own way, it has similar appeal to consumers are Lululemon products which is one of aspiration.  And according to Hui, the consumer desire for exclusivity ‘is the idea that the owner is discerning enough to have found the item in the first place.” (Saatchi and Saatchi 2012).  In other words, marketing is done by word of mouth and the product sells itself. 
Haspeslagh and Jemison recommend a ‘preservation’ approach in their acquisition integration matrix as strategic interdependence is low as there is no overlap in capabilities or resources because Lululemon is retail and Mirror, as a business falls into the classification of homeware (it is a mirror when not used) and exercise (it provides online exercise classes when used). (Haspeslagh and Jemison 1991) Autonomy need is classed as high because each culture is unique, and it is recommended Lululemon learn lessons from the culture of Mirror after the acquisition and take steps to retain the top staff employed  by Mirror during and after the acquisition stages.  (Johnson 2014)
Furthermore, the acquisition of Mirror was a smart move by Lululemon on the cusp of the pandemic as global economic confidence was falling, however, the price Lululemon paid for Mirror was not reflected in this mood and in hindsight negotiations should have taken this into consideration. (Cameron and Green 2014)
Moving forward, Lululemon must also consider while the Mirror technology may be appealing to customers and demand may grow quickly, the logistics for home visits and installations are complex and slow or delayed when social distancing rules must be obeyed (Wired.com 2020); if simple to do, it is recommended Lululemon continue to sell the technology on the proviso of home set-up and the availability of a help-line for customers to help guide them through the process. 
It is recommended that Lululemon introduce existing products into the new market by developing a wider customer base from the working from home population.  According to psychologist Polly Mcall, “people are relishing the feeling that they are getting away with something,” by conducting business and making money in leisurewear (Marx 2020). Lululemon can help the customer by helping the customer put their own needs first.  (Agarwal, 2020).  As such, a new marketing strategy should be developed to steer existing and new customers to the Lululemon website and tap into the move towards comfort products that make customers feel healthier in the long run (Forbes 2016).   
Another thrust recommended is towards online shopping. As Governments prevent non-essentials shops from trading, it is recommended Lululemon lead with digital.  Selling direct to consumers online reflects a pre-pandemic trend towards high earnings, innovation and enterprise value, and, of course, this shift, which was already happening, has been put on steroids since the emergence of a pandemic (Foroohar, 2020).  
Within the digital strategy, it is recommended Lululemon consider optimising page speed, installing a queueing system (if customers have difficulty getting into the website) and hyperlink differentiation.  Analytics are also needed on web traffic and associated increase in sales to predict future use and plan for stakeholder requirements. Their simplistic, well-designed website should be left alone.
In this pandemic, the customer value of self, and the ‘care of one’ has become more important than ever in terms of comfort, health and exercise – all themes central to Lululemon’s strategy and corporate social responsibly (CSR) as defined by the World Business Council for Sustainable Development, chiefly when it comes to improving the quality of life of the workforce. (UWTSD slides, 2020) 
Lululemon’s customer target of millennials and high-income earners are also showing the strongest intent for online shopping of non-essential items which suggest this strategy would be a big success (Charm 2020).
It is recommended the strategic intent for the acquisition of Mirror and the reach to the work-from-home customer is envisioned as a value-added activity to reassure stakeholders on the rationale for the strategy goals and aims (Johnson 2014).
Conversely, while the branding, the product packaging and the stores all look expensive, the behind the scenes management cost should be economical and kept to a minimum, at least during the expansion of the business to protect against value-destroying activities. 
International
The internationalisation drivers for market demand are healthy but are not strong enough for Lululemon to pursue its recent goal to open stores in China gives the risks and costs involved during a pandemic.  Barriers to international trade include being limited to lockdown risks of individual countries, new government and legal frameworks to adhere to and unknown foreign access levels to supplies and suppliers.  (Altman, 2020)
For now, pursing a non-international strategy will allow time for any damage done to the relationship with China to heal (Mitchell T. 2020) and events surrounding the pandemic to evolve.  Any news stores opening should and are being shifted to the West only (Lululemon 2020).
Strategy implementation (1000)

Evaluating
A gap analysis should be carried out to compare achieved performance versus desired performance.  In Q2, 2020 gross profit was $489.5 million which serves as a baseline against which future growth potential can be measured. CEO stated that “we are cautiously optimistic with regard to the second half of the year as we continue to navigate the uncertain environment.”  This is a real inflection point for Lululemon and desired performance.  This ‘cautious optimism’ combined with Lululemon analysts raising their share-price targets suggests the Lululemon stands relatively close to its desired financial performance.  (Lululemon 2020 and Weil 2020).
It is promising Lululemon are taking a cautious approach to strategy despite past successes and shows they are not taking on risk they are underestimating or avoiding risk that they overestimate avoiding a black swan approach (Taleb, 2008)
Individual strategic options should be ranked in order of priority to assist individual managers focus on level of importance while considering a three-horizon framework for development and implementation.  The order runs as: halting expansion in china, focus on developing a digital strategy and develop a strategy and marketing plan for Mirror.
A shareholder value analysis (SVA) should be carried out to analyse which of the proposed strategies would give the highest increase in shareholder value.  This analysis focuses on the short-term shareholder returns, which may be seen as more value in an unstable environment and give clear reassurances to shareholders their money will see a good return. 
The project team should be tasked with completing a stakeholder map to predict the reaction of stakeholders to the changes to the strategy to be implemented by Lululemon (Johnson 2014)
A monthly risk analysis assessment using PRINCE2 methodology should be carried out by the project team against each of the strategic recommendations and presented to the Project Board/ Senior Management team. (PRINCE2 2018) 
Processes
Lululemon’s preference for emergent strategy development gives them a good head start on reacting to a global pandemic which is changing the world overnight and over time. (Mintzberg 2007) This pattern of ‘where top managers draw together emerging themes of strategy from low down in the organisation, rather than direct strategy from the top’ (strategy book) also means Lululemon can tap into customer requirements and the most appropriate approach to hyper-personalization of customer care.  According to Mckewon the ‘genius is in seeing how new events open up new possibilities and circumvents the possibility that a deliberate strategy has incorrect assumptions in place (Mckewon 2020).
However, Lululemon would benefit from the insertion of a permanent project team or ‘office of strategy management’ in its business which would provide a clear leadership role or leading the process of strategy change from beginning to end.  (Kaplan and Norton 2005) although it should be noted that success is not guaranteed, unless it helps the organisation adapt to the current requirements of hyper-personalisation of customer care and is able to work around the changing circumstances of a pandemic. 
Organising for success
Lululemon currently operates a functional structure to define levels and roles at their company. See Appendix 3.  While this gives clear definition of roles and responsibilities there is a danger that senior managers become overburdened by functional and routine interests and lose focus on strategy direction and development.  (Johnson 2014) As such, it is recommended a Strategy Officer is appointed and sit on the Board of Director meetings to ensure all business units are aware of all strategy developments. 
Changing
It is recommended the project team carry out a forcefield analysis on Lululemon’s strategic options to analyse the equilibrium between forces that drive change and resist change – the process of which is outside of the scope of this essay (Lewin 1952).
Lewin’s forcefield analysis is a good choice for making decisions and building a case for change in strategy making, however it is the deeper changes that involve the behaviour and help of others which needs most energy and leadership in order to make the strategy a success (McKeown, 2020).  
To counteract resistance, Lululemon must take a psychodynamic approach and help prepare individuals for change and methods to help them cope through it (Kotter, 1992).A reward system (financial and non-financial) in place for staff members who take risks and create new goals is ideal. (Kubler-Ross 1969 and Cameron and Green 2015).  To fit with company ethos, time off to carry out voluntary work is one recommended option. 
Strong leadership is also tantamount to the development and implementation of an effective strategy.  Importantly, leaders need to be mindful that during the pandemic they do not revert to old ways of thinking, they must remain agile and dynamic as the situation changes.  We no longer live in the ‘same old, same old’ era and modern management needs to be remodelled (Deloitte, 2018).
Leaders should aim to use strategy tools and models but be aware ‘fear narrows your field of vision, and as your perspective shrinks, so does your tendency to connect with others’ (Hougaard 2020).
In terms of a management style for leading change, a participation method is most appropriate to spread ownership and support of change as this fits in with Lululemon’s ethos of ‘enabling our people to discover their own purpose’ (Balogun and Hailey 2008 & Lululemon 2020) A profile piece on Calvin McDonald reveals he uses this method when he is quoted in the article as saying there is no ‘I’ in CEO’ (New York Times 2019)
Practice
McKeown recommends strategy meetings ‘have a mixture of heads in the clouds and feet on the ground’ and while meeting regularly, the first meeting should be made to feel important and special, such as booking a hotel for a few days to get the best out of the session (McKeown, 2020) Constructive conflict is recommended as too much unity and there are no new ideas, no criticism and no improvement (McKeown 2020)
The project team must ensure steps are put in place for top management to communicate the strategy.  This will create a sense of trust in the company in turn creating a sense of integrity and a healthy identity for employees (Bennis and Nanus 1985)
Finally, in such uncertain times the top management team must be vigilant in monitoring for danger signs and threats to the business.  Hoffman’s generic strategies for recovery can be used to fit the company’s circumstances and strategy, if need be. (Donald Hoffman).
Conclusion
Lululemon are in an excellent position to compete during the pandemic as there has been a growth in demand for leisurewear due to the increased work and exercise from home population. Partially this strength comes from a healthy balance sheet at the beginning of the pandemic, an excellent customer journey in place and a two-way relationship with its customers already set up in an online community and not least, good luck at being in the right category! 
Lululemon must remain staunch in its strategy goals and refuse to be influenced by a global cautiousness that could negatively impact on the growth of the company. It must continue using blue ocean thinking, focus on the digital side of the business and take steps to support and help its staff work through the changes brought in by the strategy and the pandemic in general. 
The recommendations of this Strategy document can be met by using a planning process to identify time and budget of each objective as outlined using the SMART target method (specific, measurable, realistic and time sensitive).  The Strategy document must be signed off by the Board of Directors on behalf of the shareholders and implemented by Lululemon employees.
Recommendations 
· Make the project team a permanent addition to the company and head with a Strategy Director to report to the Board of Directors.

· Ensure website optimization is carried out to meet increased demand by improving page speed, hyperlink differentiation and a queueing system.

· Create a marketing campaign to raise awareness of online shopping with the brand.

· Invest in non-current assets for manufacturing, packaging and distribution to cope with growth of sales and hire additional staff to meet demand.

· Allow the ‘Mirror’ marketing campaign to evolve organically and set up a customer helpline for self-installation of the product. 

· Build a stakeholder relationship with a delivery company to ensure customers receive parcels without delay.

· Offer financial and non-financial rewards to staff to help steer through the challenges of working through a pandemic and a steer in strategic direction. 




Appendix 1
The external environment – PESTLE framework
	Political

	Most new stores opening overseas are in China.  However, there are global concerns about the use of forced labour of Uighur Muslims in Xinjiang.  (Guardian 2020)


	Economic

	Low interest rates combined with Lululemon’s healthy financial statement means it is good time to invest. 

‘Juglar or Investment’ cycle which is medium-term 7 – 11 years and is driven by surges of investment in capital equipment. 

The pandemic shows those on lower incomes more adversely affected.

Lululemon customers/ potential new customers are unlikely to be affected and may additionally have more disposable income due to lack of holidays and limited socialising.  (BBC 2020)

The business cycle of Lululemon is affected by pandemic control measures. 


	Social

	Working from home for many customers and high demand for comfort wear (New Yorker, 2020) THIS IS A KEY DRIVER FOR CHANGE

Network density reflects Lululemon community and social media is used to connect members.  This is strong for Lululemon. 


	Technological

	On-going advances in sportswear but leans towards relaxation and comfort during a pandemic. (New Yorker, 2020).  High demand creates a high level of competition within the industry. 

New product announcements have recently been made which refer to weightless clothing. 

Media coverage has been negative in China and the company had to apologise when an artistic director posted a picture on social media of a T-shirt saying, “No thank you” to a takeaway box of “bat fried rice”.  The employee no longer works for the company. 


	Environmental

	The pandemic has impacted on customers views of shopping and customers are more likely to shop online. THIS IS A KEY DRIVER FOR CHANGE


	Legal

	Obligations to maintain workers’ rights and ensuring Lululemon adhere to individual government rules and regulations in stores, shipping sites and manufacturing factories around the world which are introduced during the pandemic. 



Appendix 2
SWOT Analysis 



Appendix 3
Organisational Summary of Lululemon Athletica Inc. 2020
Management Team
Chief Executive Officer – Calvin McDonald
Executive Vice President and Chief Technology Officer – Julie Averill
President, Americas and Global Guest Innovation – Celeste Burgoyne
Chief Financial Officer - Meghan Frank
Chief Product Officer – Sun Choe
Chief Supply Chain Officer – Ted Dagnese
Senior Vice President, People & Culture – Susan Gelinas
Chief Brand Officer – Nikki Neuburger
Senior Vice President, General Counsel and Chief Compliance Officer – Shannon Higginson
Senior Vice President, Advanced Innovation and Chief Science Officer – Dr. Tom Waller


















Appendix 4
Strategy Timetable 
	Strategic Option
	Planning
	Implementation


	Make project team permanent

	Immediately - 3 months
	Spring 2021

	Optimize website

	6 months
	Summer 2021

	Marketing campaign

	12 – 18 months
	Winter- Spring 2022

	Invest in non-current assets

	12 – 18 months
	Winter- Spring 2022

	Set-up a helpline for self-installation of Mirror

	12 months
	Winter 2021

	Build a stakeholder relationship with a delivery company

	Immediately – 3 months
	Spring – Summer 2021

	Offer financial and no- financial rewards to staff

	Immediately - 3 months
	Spring 2021
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STRENGTHS (INTERNAL CONTROLLABLE)

- strong financial position due to slow growth

- leaders in holistic health




WEAKNESSES (INTERNAL CONTROLLABLE) 
- Size range narrow
- Very competitive market



OPPORTUNITIES (EXTERNAL/ UNCONTROLLABLE)
- Large amounts of population working from home.
- Trend increasing towards comfort-wear.
- Growth of exercise from home



THREATS (EXTERNAL UNCONTROLLABLE)
- Store closures due to pandemic
- Unstable economic times
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