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1. Introduction
This chapter starts with an overview of current circumstances in the global and Hong Kong sportswear industry.  It subsequently exploring into the research background, research motivation, research questions and objectives. It concludes with a discussion of the potential contributions of this study to the field of business practice.

1.1 Research Background	
The global sportswear industry is experiencing substantial expansion, with revenues projected to rise from approximately USD 223 billion in 2024 to nearly USD 281 billion by 2029 (Statista, 2023). In Hong Kong, the Sports & Swimwear market is expected to generate around HKD 2.00 billion in 2024, with an anticipated annual growth rate of 6.26%, potentially reaching HKD 2.67 billion by 2029 (Statista, 2023). This growth reflects a rising demand for high-quality sportswear driven by the active lifestyles of the local population, emphasizing the need for brands to enhance consumer satisfaction in a highly competitive environment.
Hong Kong is increasingly recognized as a significant center for sportswear brands targeting health-conscious consumers who prioritize both fashion and functionality. This trend is largely influenced by the dynamic lifestyle of the city and a growing emphasis on health and wellness among its population. In recent years, the Covid-19 pandemic has heightened public health awareness, leading to a significant shift toward health-conscious lifestyles. Many residents are now actively engaging in activities such as hiking, yoga, and bodybuilding, while running continues to be one of the most popular pursuits. Events such as the annual Standard Chartered Hong Kong Marathon further reinforce this trend by fostering a fitness-oriented community.
  
1.2 Research Motivation 
The sportswear market is increasingly influenced by evolving consumer preferences, as consumers are actively looking for innovative products that provide additional value. Consumers today are drawn to brands that offer fashion and trends, unique characteristics, sustainable materials, and personalized experiences in addition to functional sportswear. Consequently, luxury brands have also entered the sporting goods market by introducing their own sports clothing and sneakers. Sportswear brands can no longer depend on a static product line; they must continually adapt to accommodate shifting consumer demands.
Lululemon Athletica Inc. is a Canadian athletic apparel company recognized for its premium sportswear, primarily focusing on yoga, running, and various sports activities. Lululemon entered the Hong Kong market in 2015 by launching its first store, rapidly attracting health-conscious consumers. As of 2024, the company operates nine stores in Hong Kong, demonstrating its commitment to expanding its presence in this vibrant market. In terms of financial performance, Lululemon has experienced significant growth in the Greater China region, which includes Hong Kong. In 2023, the net revenue from Hong Kong, along with Taiwan and Macau, reached approximately USD 170 million, nearly doubling from USD 86 million in 2021, reflecting a growth rate of about 97% (Lululemon Athletica Inc., 2023). This upward trend underscores the brand's growing popularity in Hong Kong, as consumers seek innovative and stylish sportswear that aligns with their active lifestyles.
Although Lululemon makes significant investments in R&D and product innovation, they still strive to remain relevant. Simply launching new products each season is insufficient; the brand must cultivate meaningful relationships with consumers to better understand their preferences and expectations. This is particularly important in Hong Kong, where purchasing preferences differ significantly from those in Canada and North America.  This requires a comprehensive strategy that incorporates gaining consumer feedback, evaluating market trends, and embracing experimentation.  Consumers expect brands to actively listen to their feedback and respond accordingly, making genuine consumer engagement a critical priority.  Understanding the unique cultural and behavioral factors influencing purchasing decisions in Hong Kong is crucial for Lululemon's ongoing success.
In this atmosphere, enhancing customer satisfaction is a critical priority for brands. By exploring various perspectives and embracing innovative ideas, brands can differentiate themselves and cultivate engagement among health-conscious consumers.  This research paper uses Lululemon as a case study to explore how the brand meets consumer needs in the sportswear industry in Hong Kong, aiming to identify key factors that drive consumer satisfaction.


1.3 Research Questions
This study aims to address the following key research questions:
1. What are the key factors influence consumer preferences for sportswear brands in Hong Kong?
2. How do these factors interrelate and contribute to consumer satisfaction in the sportswear industry?
3. What practical recommendations can be made for Lululemon to enhance their market presence and engage consumers effectively in Hong Kong?

1.4 Research Aims and Objectives
      The primary aim of this research is to investigate customer satisfaction within the sportswear industry in Hong Kong, specifically examining how Lululemon meets the needs and expectations of its consumers. To achieve this aim, the following objectives have been established:
1. To identify and analyze the key factors that contribute to customer satisfaction with sportswear brands in Hong Kong.
2. To explore the relationships between these factors and their impact on consumer loyalty and brand perception.
3. To provide practical recommendations for Lululemon and similar brands on enhancing customer satisfaction and engagement in the competitive Hong Kong market.

1.5 Research Limitation 
      This study focuses on customer satisfaction with Lululemon in the Hong Kong sportswear market; however, several limitations are acknowledged. First, the sample size may not adequately capture the diversity of Hong Kong’s consumer base, potentially limiting the representativeness of the findings. Second, the geographic focus on Hong Kong restricts the generalizability of the results to other regions. Third, the research is constrained by a specific time frame, which may not account for evolving market conditions. Lastly, the subjective nature of customer satisfaction can introduce variability in consumer responses, which may impact the reliability of the conclusions.
1.6 Concluding Summary 
      This chapter has provided an overview of the research context, establishing the foundation for this study on customer satisfaction in the Hong Kong sportswear industry, with a specific focus on Lululemon. It began by highlighting the rapid growth of Hong Kong sportswear industry, driven by evolving consumer preferences and the heightened emphasis on health and wellness. The research background outlined Lululemon's positioning and the unique cultural factors influencing consumer behavior in Hong Kong.  The research was driven by the need to understand evolving consumer preferences, particularly in Hong Kong, where expectations for innovation, personalization, and quality are paramount.  In this context, it is essential for Lululemon to prioritize consumer satisfaction by addressing these market demands.  The study's research questions and objectives were then defined, focusing on identifying key factors influencing customer satisfaction, exploring the relationships between these factors, and providing practical recommendations for Lululemon to enhance its engagement and market presence. Acknowledging the limitations of geographic focus, sample diversity, and subjective perceptions, the study sets a clear scope for investigating customer satisfaction in Hong Kong's sportswear market.
Building on this foundation, the next chapter will focus on theoretical frameworks and concepts that are crucial for this study by reviewing the relevant literature. The research will analyze the influence of customer co-creation, perceived value, product involvement, and consumer satisfaction in shaping consumer behavior and brand loyalty. These concepts will guide the development of the conceptual framework, offering a comprehensive understanding of how Lululemon can effectively meet consumer needs and enhance satisfaction in Hong Kong's dynamic sportswear landscape.








2. Literature Review 
This chapter contains a  comprehensive review of the key constructs and theoretical frameworks that support this research. It critically evaluates the concepts of customer co-creation, customer perceived value, product involvement, and customer satisfaction, evaluating their interrelations to establish the conceptual framework that supports this study.  

2.1 Consumer Co-creation
2.1.1 Definition
            	Consumer co-creation refers to the active involvement of consumers in the design, development, and delivery of products and services (Prahalad & Ramaswamy, 2004). This approach shifts the traditional role of consumers from passive recipients to collaborative partners, enabling personalized and value-driven outcomes. In the fashion industry, co-creation often includes customer participation in product customization, idea generation, or feedback provision (Kristensson et al., 2008).

2.1.2 Measurement
            Consumer co-creation is measured using dimensions such as customer engagement, perceived influence, and contribution to the final product (Yi & Gong, 2013). These factors capture the degree to which customers feel empowered and involved in the co-creation process. For instance, Chen et al. (2021) utilized Likert-scale surveys to assess perceived co-creation in sustainable fashion product development.

2.2  Consumer Perceived Value
2.2.1 Definition
Consumer perceived value refers to the overall assessment of the benefits a customer receives relative to the costs incurred (Zeithaml, 1988). It encompasses various dimensions, including functional value (quality), emotional value (enjoyment), social value (status), and sustainability value (environmental impact). Perceived value is critical in driving satisfaction and loyalty, particularly in the context of sustainable products (Hur et al., 2013).

2.2.2 Measurement
             Perceived value is often assessed through multi-dimensional scales that evaluate customer perceptions of quality, price fairness, and environmental impact (Sweeney & Soutar, 2001). In sustainable fashion, these dimensions may include attributes such as eco-friendliness, durability, and ethical sourcing (Becker-Leifhold & Iran, 2018).

2.3 Product Involvement
2.3.1 Definition
            Product involvement refers to the degree of personal interest and emotional engagement that a consumer has with a product (Bloch, 1981; Zaichkowsky, 1985). It reflects the importance and relevance a product holds in a consumer's life, which can vary based on personal needs, values, and situational factors (Awa et al., 2021; Nasution et al., 2021).  Highly involved consumers are more likely to invest time and effort into evaluating products before making a purchase.

2.3.2 Measurement
            Product involvement is typically measured using scales that assess consumers' interest, enjoyment, and perceived importance of a product (Zaichkowsky, 1985; Tigert et al., 1976). These measurements may also consider situational relevance, emotional engagement, and consumer responses in digital environments, particularly with the use of augmented reality (Sun et al., 2022).

2.4 Consumer Satisfaction
2.4.1 Definition
                  Consumer satisfaction refers to the extent to which a product or service meets or exceeds customer expectations (Oliver, 1980). It is a key performance indicator for businesses and a critical determinant of consumer loyalty and retention. In the context of sustainable fashion, satisfaction is influenced by factors such as product quality, perceived value, and alignment with personal values (Hwang & Choi, 2021).


2.4.2 Measurement
            Consumer satisfaction is often measured through surveys that assess overall satisfaction, repurchase intent, and likelihood to recommend (Anderson et al., 1994). In sustainable fashion, these measures may also capture satisfaction with specific attributes such as eco-friendliness, ethical sourcing, and durability (Gam et al., 2010).

2.5 Relationships Between Variables
2.5.1 Consumer Co-creation and Consumer Satisfaction
                  Research indicates that consumer co-creation positively influences satisfaction by fostering a sense of ownership and personalization (Prahalad & Ramaswamy, 2004). When consumers participate in co-creating sustainable fashion products, they are more likely to feel valued and satisfied, as the final product aligns closely with their preferences and values (Yi & Gong, 2013).
2.5.2 Consumer Perceived Value and Customer Satisfaction
            Consumer perceived value is a significant predictor of satisfaction, as consumers are more likely to feel satisfied when they perceive the benefits of a product outweigh its costs (Zeithaml, 1988). In sustainable fashion, factors such as eco-friendliness and ethical production enhance perceived value, subsequently driving satisfaction (Hur et al., 2013).
2.5.3 Product Involvement and Consumer Satisfaction
            Product involvement directly influences consumer satisfaction by shaping expectations and purchase behavior. Highly involved consumers are more likely to appreciate and derive satisfaction from products that align with their personal needs, interests, and values (Awa et al., 2021; Nasution et al., 2021). Their strong engagement with the product category fosters a deeper emotional connection, enhancing satisfaction when their expectations are met.






3. Research Methodology
This chapter explores the research design, data collection methodologies, sampling method, and data analysis techniques applied to this study. The research aims to investigate the correlations among consumer co-creation, perceived value, product involvement, and customer satisfaction in the content of Lululemon's operations in Hong Kong.  It ensures that the study's results are reliable, valid, and aligned with the research objectives, offering insights into the interaction and influence of these variables on customer satisfaction in sportswear industry.
3.1 Research Framework
	The research framework strengthens this study, identifying the connections between key variables.  Figure 3.1 displays that the conceptual framework explores the interaction of Consumer Co-creation, Consumer Perceived Value, Product Involvement, and their collective impact on Customer Satisfaction. The framework is based on the literature review (Chapter 2), which established the significance of these variables in influencing consumer behavior. To determine how much these variables impact Lululemon consumers' satisfaction in Hong Kong, the study will adopt this approach.
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3.2 Type of Research
The objective of this study is to investigate Lululemon consumer satisfaction in Hong Kong using a mixed-methods approach, which combines qualitative and quantitative research methods.
The qualitative component includes individual interviews and focus group interviews. These conversations offer deep knowledge into consumer values, preferences, and experiences, including contextual specifics that may not be reflected by survey data alone.
The quantitative component utilizes an online survey to collect structured data, facilitating statistical analysis of the correlations between Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer Satisfaction. Insights into the key variables impacting customer satisfaction can be measured and applied in broadly.
3.3 Data Collection Method
This study utilizes both primary and secondary data collection methods to achieve a comprehensive understanding of the variables impacting customer satisfaction with Lululemon in Hong Kong.
Primary data is collected using qualitative and quantitative methodologies. For the qualitative component, individual interviews and group interviews are used to explore participants' perceptions, needs, and experiences deeply. This method allows for capturing detailed insights and contextual factors that might not be evident in quantitative data (Creswell & Poth, 2018). Formal surveys are distributed to collect measurable data on variables such Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer Satisfaction. This combination provides a balanced approach for discovering consumer behavior.  Secondary data is obtained from existing literature, industry reports, and statistical data. For the qualitative component, document analysis is conducted leveraging previous research and historical information to create a contextual framework for the study. For the quantitative component, secondary data and structured observations from reliable sources, like Statista and government reports and brand's annual reports, are applied to support the primary data (Wilcox et al., 2012). These secondary sources provide valuable background information and support validation of findings.
3.4 Sampling Method
This research uses a snowball sampling method utilizing Google Surveys to recruit participants. Snowball sampling is very effective for accessing targeted demographics, such as sportswear consumers, through asking current participants to recruit other individuals from their networks. (Parker, Scott and Geddes, 2019).
Participants are composed of Hong Kong citizens who satisfy the following criteria: 
· They should have knowledge of or have purchased sportswear.
· They should be willing to share feedback on their shopping experiences and brand perceptions.

3.5 Questionnaire Design
3.5.1. Focus Group
For guidance on the questionnaire design, 2-3 focus groups will be organized, each containing 6-10 participants. The discussions attempt to collect qualitative insights into consumer behaviors and opinions around co-creation, perceived value, and product involvement. Participants will be selected as they represent a broad spectrum of demographics and experiences, ensuring an extensive variety of viewpoints.
Based on participant preferences and logistical consideration, the focus groups may be conducted through Zoom or in-person interviews.  All meetings will be recorded for analysis, and participants must provide written consent before participation. The questions in the survey will be improved with the help of the insights collected from these conversations, making sure they are useful, relatable, and in aligned with the goals of the study's research.

3.5.2. Pilot Test
For guidance on the questionnaire design, 2-3 focus groups will be organized, each containing 6-10 participants. The discussions attempt to collect qualitative insights into consumer behaviors and opinions around co-creation, perceived value, and product involvement. Participants will be selected as they represent a broad spectrum of demographics and experiences, ensuring an extensive variety of viewpoints.
Based on participant preferences and logistical consideration, the focus groups may be conducted through Zoom or in-person interviews.  All meetings will be recorded for analysis, and participants must provide written consent before participation.  The questions in the survey will be improved with the help of the insights collected from these conversations, making sure they are useful, relatable, and in aligned with the goals of the study's research.
3.6 Formal Survey
The formal study targets in sportswear consumers in Hong Kong who are aware with the Lululemon sportswear. The survey intended to ensure that there are sufficient amounts of responses for statistical analysis by collecting data from a sample of approximately 385 participants through snowball sampling. The questionnaire will consist of structured questions, primarily using a Likert scale, to assess key variables including Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer Satisfaction. Data will be obtained online with Google Surveys, providing accessibility and extensive reach. The results will provide insight into the factors influencing customer satisfaction with Lululemon in Hong Kong.
3.7 Data Analysis
The survey data will be analyzed using descriptive statistics, reliability testing, correlation analysis, and regression analysis to address the research objectives. Descriptive statistics will provide an overview of participant demographics and summarize key variables, such as Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer Satisfaction. Reliability testing will focus on Cronbach’s Alpha to confirm consistency and validity.  Correlation analysis will explore the relationships among variables, while multiple regression analysis will evaluate the predictive impacts of independent variables on Consumer Satisfaction.  All statistical analyses will be conducted using SPSS to ensure accuracy and provide meaningful insights into the factors influencing consumer satisfaction.
3.8 Research Ethics
This study will comply with ethical research instructions, including securing informed consent from all participants and respecting the privacy and confidentiality of their responses. All data will be securely stored and utilized solely for academic purposes.
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