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1. In Brief - LULU

2. Key Charts — US Women

3. Key Charts — London Women

US Women / Active LULU Customers:

2,000+ US Women / 500+ Active Lululemon customers (female, HHI
above $50k, bought or received LULU items in past year)

London Women:
400+ respondents (female, HHI above 30,000 pounds)
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IN BRIEF - LULU

DEFINITIONS FOR US WOMEN:

ALL RESPONDENTS - HOUSEHOLD INCOME ABOVE $50K AND AGE UNDER 65

ACTIVE CUSTOMERS: HAVE BOUGHT OR RECEIVED LULU ITEM(S) WITHIN THE PAST
YEAR

LAPSED CUSTOMERS: HAVE BOUGHT OR RECEIVED LULU ITEM(S) BUT NOT IN THE
PAST YEAR

NON-CUSTOMERS: HAVE NEVER PURCHASED OR RECEIVED LULU ITEMS
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Engagement — Consumer Feedback Positive

Q

The percentage of the target audience who owns items from Lululemon has increased and hit a new
series high. Among active customers, purchase recency looks better g/q and yl/y.

Online purchase engagement with Lululemon has shown some improvement over the past 2 years. In
related news we would flag that more respondents have noticed items on sale on the Lululemon

website compared to in-stores.

Margins Related Feedback Holding Up, But Some Pressures

Q

Despite complaints about pricing from lapsed customers (and the overall sentiment by active
customers that Lululemon is expensive), most of the metrics are holding up showing customer
willingness to pay toward the higher end of their budget for Lululemon items. The sentiment isn’t
overwhelmingly strong (mostly tepid about paying a premium and the budget range they reserve for
Lululemon isn’t dramatically higher than it is for Nike, Under Armour, and Athleta), but worth noting
nonetheless that feedback is at historical highs in our series.

Perception has improved when it comes to the value that active customers feel they get for their
money with Lululemon items.

The percentage of Lululemon customers who have noticed prices getting lower recently has trended

higher and is almost twice the percentage of customers who think pricing has recently gotten higher.

Loyalty Low and Competition High, But This Is Nothing New

Q

Loyalty to any particular athleisure brand is not particularly high, even among active customers toward
Lululemon. Active Lululemon customers continue to display a strong likelihood of trying competitors
at lower prices (and using competitors is the second most popular reason for lapsing customers).

Nike remains the clear leader in mindshare among all respondents if buying yoga pants today, but
both Under Armour and Lululemon have gained.

28.0% of active Lululemon customers would choose Lululemon if looking to buy yoga pants today.
Nike is actualy a tick above Lululemon in this regard and, Under Armour, and Athleta are also

contributing to the heating competitive environment.
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Sentiment Driven By Quality and Price, Product Lineup Sentiment Improves, Some Fatigue

O Sentiment toward the product line improved considerably in the past quarter, but we’d also note
active customers are very split on whether they currently own enough Lululemon products (38.8%
said they own enough, 39.5% said they do not).

0 As we have noted in the past, customers feel quality and comfort are Lululemon’s greatest
advantages and they think their pricing and competition are their greatest challenges.

O Sentiment is strong that Lululemon clothing can be worn both casually and to exercise.

0 On the negative side, though the sentiment isn’t strong we have noticed increases in the belief that

“Lululemon clothing is going out of style” and with I've had problems with Lululemon products.”

Newlux and Reflective Splatter a Hit

O Interest and traction with both the Nulux and Reflective Splatter lines is strong and has increased over
our past four survey volumes.

O Though Lululemon customers still show a net preference for neutrals, the desire for color (especially

for yoga pants) has been growing sequentially.

London
0 The importance of yoga pants to women in London has grown considerably in recent years. When it
comes to Lululemon and the target audience: engagement is up, awareness of advertisements is up,

visits to the store are up, planned purchases are up, and sentiment toward the brand is improved.
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ENGAGEMENT
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WHICH OF THE FOLLOWING ARE YOU AWARE OF?

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

91.8%
Nike |

Victoria's Secret
Under Armour

Gap

® Mar (18f

Lululemon :

® Nov (17);

= Aug (17)

Athleta = May (17)

= Mar (17)

= Dec (16)

Ideology " Aug (165)
Lucy
Zella
None of the above

0% 20% 40% 60% 80% 100%
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ALL RESPONDENTS - LAST TIME BUYING ITEMS FROM LULULEMON

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

| do not own any Lululemon items

More than a year ago

u Mar (185)

In the past year ;

= Nov (17)

m Aug (17)

In the past nine months ® May (17;)

| - ® Mar (17)

6.5% - mDec (16)

In the past six months | " Aug (16;)

1.3%
In the past three months |
8.4%
In the past month E
0% 20% 40% 60% 80% 100%
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RESPONDENTS WHO VISITED DURING THE PAST THREE MONTHS

ACTIVE LULU CUSTOMERS

Macy's

Nike

Victoria's Secret

= Mar (18)

) | jylemon = Nov (17) |

Aug (17)

= May (17)

" Mar (17)

Gap B Dec (16)

® Aug (16)

® Dec (15)

= Aug (15)

Nordstrom 9 (%)

® Aug (14)

= Jun (14)
Athleta
Bloomingdale's
None of the above

0% 20% 40% 60% 80% 100%
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RESPONDENTS WHO VISITED DURING THE PAST THREE MONTHS

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

48.5%
Macy's

38.2%
Nike ‘

373%

Victoria's Secret

u Mar (18)

Gap  Nov (17)

B Aug (17)

u May (17)

None of the above = Mar (17)

H Dec (16)

= Aug (16)
Nordstrom
- Lululemon
Athleta
Bloomingdale's

0% 20% 40% 60% 80% 100%
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LULU ITEMS PURCHASE RECENCY

ACTIVE LULU CUSTOMERS

In the past year

In the past nine months

= Mar (18)
= Nov (17)

Aug (17)
= May (17)
= Mar (17)
m Dec (16)
= Aug (16)
m Dec (15)
= Aug (15)
m Aug (14)
% Jun (14)

In the past six months

342% |

In the past three months

In the past month

0% 10% 20% 30% 40% 50%
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WHY HAVEN’T YOU BOUGHT OR RECEIVED ITEMS FROM LULULEMON IN THE PAST

YEAR?

HAVE NOT BOUGHT OR RECEIVED ITEMS FROM LULULEMON IN THE PAST YEAR OR
HAVE NOT EVER BOUGHT OR RECEIVED ITEMS FROM LULULEMON

36.8%
Products are too expensive i
25.5%
| am buying other brands instead é
%

Other (please specify)
Store locations are not convenient

| don't have enough money

= Mar (18)

| have enough athletic apparel = Nov (17)

® Aug (17)

The Yoga Pants Recall = May (17)

= Mar (17)

| am not satisfied with the product quality B Dec (16}

¥ Aug (16)

Brand Reputation 5
Dislike former CEO
| am not satisfied with the product style
| am not satisfied with the product comfort

0.4%
| have enough Lululemon clothes
0% 10% 20% 30% 40%
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METHOD FOR ACQUIRING LULU ITEMS

ACTIVE LULU CUSTOMERS

68.5%

Purchased in-stores

62.2% |
= Mar (18)
= Nov (17)

Aug (17)
= May (17)
= Mar (17)5
B Dec (16i)
= Aug (16)
= Dec (15)
" Aug (15)
= Aug (14)
™ Jun (14)

Purchased online

Received as a gift

Other (please specify)

0% 20% 40% 60% 80%
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TYPES OF ITEMS THAT RESPONDENTS OWN

ACTIVE LULU CUSTOMERS

Pants

Tops

Tanks

Sports Bras

Shorts

Jackets and Hoodies = Mar (18)

= Nov (17)
Yoga Mats and Props Aug (17)
B May (17)
Crops = Mar (17)
H Dec (16)
Headwear & Scarves B Aug (16)
B Dec (15)
Socks and Underwear ¥ Aug (15)
N Aug (14)
[
Bags Jun (14)
Swim
Water Bottles
Skirts and Dresses
Other (please specify)
0% 20% 40% 60% 80%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 14


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Consumer Feedback on Athleisure

THINKING OF YOUR MOST RECENT PURCHASE AT LULULEMON, WHAT DID YOU

BUY?
ACTIVE LULU CUSTOMERS

Pants

Tops
Shorts
Sports Bras
Tanks
Yoga Mats and Props
Jackets and Hoodies Mér (18)
= Nov (17)
Crops " Aug (17)
= May (17)
Bags u M?r (17)
m Dec (16)
" Aug (16)
Socks and Underwear - Déc (15)
= Aug (15)
Skirts and Dresses 1
Water Bottles
Headwear & Scarves
Swim
None of the above /|
don't know
Other (please specify)
0% 10% 20% 30% 40% 50% 60%
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HOW OFTEN DO RESPONDENTS TYPICALLY PURCHASE LULULEMON ITEMS

ACTIVE LULU CUSTOMERS

B Extremely often = Very often = Moderately often  m Slightly often B Not at all often

Mar (18)

Nov (17)

Aug (17) ‘ : : ‘
May (1) | e S
v (7 ? B ————
Dec (16) 3 3 3 3 |
Aug (16)

Dec (15)

Aug (15)

Aug (14) ‘ : : ;
Jun (14) —

0% 20% 40% 60% 80% 100%

LULULEMON ITEM PURCHASE FREQUENCY COMPARED TO THE PAST

ACTIVE LULU CUSTOMERS

Mar (18) 3.29
Nov (17) 3.27
Aug (17) 3.21
May (17) 3.35
Mar (17) 333
Dec (16) 3.22
Aug (16) 3.21
Dec (15) 3.25
Aug (15) 3.31
Aug (14) 3.27
Jun (14) 3.21
Much Less Less Same More Much More
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EXPERIENCE WITH LULULEMON NULUX PANTS AND SPORTS BRAS

ACTIVE LULU CUSTOMERS

SPORTS BRAS

| own more than one of these items

| own one of these items
B Mar (18) :

|  ENov(17)
| 408%  mAug(17)
| am aware of it, but don't own any ' . mMay (7).
| have never heard of it
0% 20% 40% 60% 80%
PANTS
| own more than one of these items
| own one of these items 5
® Mar (18)|
" Nov (17).
36.7% ;
. ; B Aug (17):
| am aware of it, but don't own any ; ;
= May (17);
| have never heard of it
0% 20% 40% 60% 80%
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INTEREST LEVEL IN GETTING ITEMS FROM LULULEMON’S NEW NULUX PRODUCT

LINE
ACTIVE LULU CUSTOMERS

Interested, | plan to buy from this line
soon /| already own Nulux items

62.8%
62.6% ™ Mar (18)
63.9% ;!Nov (17)

Somewhat interested, I'd like to learn
more

106% = May (17)
. \ , 12.5% ’
Not at all interested, | won't get any items 122%
12.9%
0% 20% 40% 60% 80%
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AWARENESS OF REFLECTIVE SPLATTER PRODUCT LINE

ACTIVE LULU CUSTOMERS

| own more than one of these
items

| own one of these items

Mar (18)
Nov (17)

| am aware of it, but don't own any Aug (17)

| have never heard of it

0% 20% 40% 60% 80% 100%

INTEREST IN BUYING ITEMS FROM REFLECTIVE SPLATTER PRODUCT LINE

ACTIVE LULU CUSTOMERS

26.2%!

Interested, | plan to buy from this line soon 53.3%
/ 1 already own Reflective Splatter items =
22.8%

59.6% . Mar (18)
558-6% l Nov (17)
602% W Aug (17)

Somewhat interested, I'd like to learn more

Not at all interested, | won't get any items 518.1%

17.0%

0% 20% 40% 60% 80%
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AWARENESS OF &GO PRODUCT LINE

ACTIVE LULU CUSTOMERS

Mar (18) I I  337%
Nov (17) : | 272% |
Aug (17) | | 1 30.5%
May (17) ; ; ; 36.4%
Mar (17) : : : 36.3%
Dec (16) 256% |
Aug (16) 28.3%

Dec (15) : : 272%
Aug (15) : : W 33.4%
Aug (14) 275% |
Jun (14) ' 301%

0% 10% 20% 30% 40% 50%

LIKELIHOOD OF PURCHASING &GO PRODUCTS

ACTIVE LULU CUSTOMERS

Mar (18)

Nov (17)

Aug (17) 3.38

May (17) 3.55

Mar (17) 3.52

Dec (16) 3.39

Aug (16) 342

Dec (15) 3.31

Aug (15) 3.45

Aug (14) 3.48

Jun (14) 3.36 . .
Very Unlikely Unlikely Somewhat Likely Likely Very Likely
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AWARENESS OF IVIVVA PRODUCT LINE

ACTIVE LULU CUSTOMERS

Mar (18) 1 30.5%
Nov (17) |
Aug (17) 1307%
May (17) o 33.0%
Mar (17) | 1307%
Dec (16) 1 206% | |
Aug (16) W 22.3%

Dec (15) 22.2%

Aug (15) 25:7%

Aug (14) 216%

Jun (14) 23.8%

0% 10% 20% 30% 40% 50%

FREQUENCY OF PURCHASING IVIVVA PRODUCTS

ACTIVE LULU CUSTOMERS

Mar (18) 393
Nov (17) ::3.93
Aug (17) 375
May (17) 399
Mar (17) 397
Dec (16) 37
Aug (16) 3.56 :
Dec (15) 3.32
Aug (15) 3.42
Aug (14) 3.56
Jun (14 361

Very Infrequently Infrequently ~ Somewhat Frequently Frequently Very Frequently
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MARGINS AND LOYALTY
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WHICH BRANDS RESPONDENTS EXPECT TO BUY ON DISCOUNT

ACTIVE LULU CUSTOMERS
3.5%
Nike
Gap

Under Armour

Victoria's Secret

Mar (18?)

Athleta ® Nov (17)

= Aug (17)

Lululemon ® May (17;)

B Mar (17)

. i

Lucy Dec (16)

= Aug (16)

m Dec (15)

Zella = Aug (155)
Ideology
None of the above

0% 20% 40% 60% 80%
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MOST RECENT PURCHASE: AVERAGE SELLING PRICE

ACTIVE LULU CUSTOMERS

$500+

$250-$499 éMar 8)

= Nov (17)
= Aug (17)
= May (17)
u Mar (17)
= Dec (16)
" Aug (16)

)

)

42.1%
$100-$249

$50-$99 ]
u ;Dec (15

léAug (15

$1-$49

0% 10% 20% 30% 40% 50%
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HOW MUCH WOULD YOU BE WILLING TO SPEND ON YOGA PANTS MADE BY EACH
BRAND?

ACTIVE LULU CUSTOMERS

7.88
Lululemon :
757
Nike :
7.46' # Mar (18)
Under Armour : ' ' Nov (17)
| © Aug (17)
o8 = May (17)
Athleta . Mar (17)
u
73 Dec (16)
Victoria's l Aug (16)
Secret H Dec (15)
= Aug (15)
Lucy l Aug (14)
= Jun (14)
Zella
Ideology
Gap
Lower End of Budget Higher End of Budget
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AMOUNT EXPECTED TO SPEND ON LULULEMON YOGA PANTS

ACTIVE LULU CUSTOMERS

$200 or more
$175-$199
$150-$174
= Mar (18)
$125-$149
= Nov (17)
Aug (17)
B May (17)
m Mar (17)
$100-$124 H Dec (16)
H Aug (16)
B Dec (15)
H Aug (15)
= Jun (14)
$50-$74
$25-$49
$1-24
0% 10% 20% 30% 40%
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WILLINGNESS TO PAY MORE FOR LULULEMON ITEMS

ACTIVE LULU CUSTOMERS

Mar (18) 3.45
Nov (17) 3.38
Aug (17) 33
May (17) 3.44
Mar (17) 3.43
Dec (16) 3.3
Aug (16) 3.40
Dec (15) 3.35
Aug (15) 343
Aug (14) 3.35
Jun (14) 3.25
Stronalv Disaaree Disagree  Neither Agree Nor Disagree  Agree Strongly Agree
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LIKELIHOOD OF TRYING COMPETITORS AT LOWER PRICES

ACTIVE LULU CUSTOMERS

Mar (18)
Nov (17)
Aug (17)
May (17)
Mar (17)

Dec (16)

Aug (16)
Dec (15) 1402
Aug (15) 3.96

Aug (14) W an

Jun (14) W 408

Very Unlikely Unlikely Somewhat Likely Likely Very Likely

VALUE OF PRODUCTS IN RELATION TO COST

ACTIVE LULU CUSTOMERS

Mar (18) 4§83
Nov (17) 47
Aug (17) 462
May (17) 475
Mar (17) 4.71f
Dec (16) 449
Aug (16) 462
Dec (15) 4.46 |
Aug (15) 4.49
Aug (14) 4.56
Jun (14) 247
No Value Moderate Value High Value
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HAVE YOU NOTICED CHANGES TO THE PRICES OF LULULEMON'’S PRODUCTS

RECENTLY?
ACTIVE LULU CUSTOMERS

Prices have gotten much higher

Prices have gotten higher : ;
: = Mar (18)
4% mNov (17)
| - mAug (17)

®May (17)

= Mar (17)
- mDec (16j

= Aug (16)

| haven't noticed changes

Prices have gotten lower

14.6%

Prices have gotten much lower

0% 20% 40% 60% 80% 100%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 29


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Consumer Feedback on Athleisure

HAVE YOU NOTICED CHANGES IN THE NUMBER OF ITEMS ON SALE AT
LULULEMON'’S STORES AND WEBSITE RECENTLY?

ACTIVE LULU CUSTOMERS

1.86
1.86
Lululemon Stores
1.85
1'8§8 B Mar (18)
" Nov (17)
® Aug (17)
" May (17)
Lululemon .77
Website 175
1.75
More ltems On Sale No Change Fewer ltems on Sale
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BRAND LOYALTY

ACTIVE LULU CUSTOMERS

3.56
Nike
3.4
Under Armour
Lululemon

l Mar (18)

Victoria's Secret I Nov (17)
© Aug (17)
| May (17)
co = Mar (17)
m Dec (16)
B Aug (16)
® Dec (15)
Athleta = Aug (15)
® Aug (14)
= Jun (14)
Zella
Lucy
Ideology
I will never buy this i i
brand in futz/re Not Loyal Somewhat Loyal Loyal il only buy this

brand in future
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BRAND LOYALTY

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

3.24
Nike
3.09
Under Armour
Victoria's Secret
Gap
| Mar (18)
= Nov (17)
Athleta = Aug (17)
= May (17)
= Mar (17)
Lululemon l Dec (16)
= Aug (16)
Zella
Lucy
Ideology
I will never buy this | will only buy this
brand in future Not Loyal Somewhat Loyal Loyal brand in future
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SENTIMENT AND PREFERENCES
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OPINION OF LULULEMON’S CURRENT PRODUCT LINE (RESPONDENTS WERE ASKED
HOW MUCH THEY AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS)
ACTIVE LULU CUSTOMERS
“THE CURRENT PRODUCT LINE NEEDS MORE COLOR”

m Strongly Disagree = Disagree = Neither Agree nor Disagree H Agree | Strongly Agree

Mar (18)

Nov (17)

Aug (17)

May (17)

0% 20% 40% 60% 80% 100%

“THE CURRENT PRODUCT LINE IS BORING”

m Strongly Disagree m Disagree = Neither Agree nor Disagree H Agree H Strongly Agree

May (17
0% 26% 4(;% 6(;% 86% 106%
“] HAVEN’T FOUND ANY ITEMS IN THE CURRENT PRODUCT LINE TO GET EXCITED

ABOUT” m Strongly Disagree  H Disagree = Neither Agree nor Disagree B Agree B Strongly Agree

Mar (18)

Nov (17)

Aug (17)

May (17)

0% 20% 40% 60% 80% 100%
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OPINION OF LULULEMON’S CURRENT PRODUCT LINE (RESPONDENTS WERE ASKED

HOW MUCH THEY AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS)

ACTIVE LULU CUSTOMERS
“] PROBABLY HAVE ENOUGH LULULEMON CLOTHING/PRODUCTS”

H Strongly Disagree m Disagree = Neither Agree nor Disagree u Agree H Strongly Agree

Mar (18)

Nov (17)

0% 20% 40% 60% 80% 100%

“THERE AREN’T ENOUGH NEW EXCITING PRODUCTS BEING ADDED BY LULULEMON”

m Strongly Disagree m Disagree = Neither Agree nor Disagree m Agree  ® Strongly Agree

Mar (18)

e (17) __

0% 20% 40% 60% 80% 100%

“] FIND MYSELF WEARING LULULEMON CLOTHING LESS OFTEN THAN | USED TO”

H Strongly Disagree m Disagree = Neither Agree nor Disagree H Agree B Strongly Agree

er (18) __
e (17) __

Aug (17)

0% 20% 40% 60% 80% 100%
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ONE WORD TO DESCRIBE LULULEMON (FILL-IN)

ACTIVE LULU CUSTOMERS

Top 17 Words Used To Describe Lululemon By Customers

0.3%

Quality
Expensive
Comfortable
Good

Stylish

Great

Trendy

Cool m Mar (18)

) 2.4% = Nov (17)
Nice = Aug (17)
Fashionable . m May (17)

0 ® Mar (17)
Excellent

1.8%
Fun

. 1.2%
Unique

0.8%

Cute

Awesome

0.8%
Durable

Overpriced
0% 5% 10% 15% 20%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 36


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Consumer Feedback on Athleisure

ONE WORD TO DESCRIBE LULULEMON (FILL-IN)

ACTIVE LULU CUSTOMERS

What is Lululemon’s Greatest Advantage? (Fill-In)

COMFORTABLE

NAME UNIQUE
RECOGNITION TS
GOO D"r‘féh% HIGH CLOTHING BRAND GREAT
FRICE - s

EXCELLENT — " ETYUSH 125 G OTHES
MATEH.’IA.L

COMFORT

What is Lululemon’s Greatest Challenge? (Fill-In)

STYLE  psrics

EXPENSIVE=: -
COMPETITIONGUA Y

LIKE COLORS COMPETTIVE  EXCELLENT GREAT "5 C OST

BRANriIJCE NONEN.THING e BRANDS
PRICES“HIGH= GOOD"

----- o EXPENSE ™™™
o POINT WELL SIRSAAATE FASHION

PRICE
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“LULULEMON CLOTHING CAN BE WORN BOTH CASUALLY AND TO EXERCISE”

ACTIVE LULU CUSTOMERS

Mar (18) 408
Nov (17) 4.06
Aug (17) 4

May (17) 406
Mar (17) 410
Dec (16) 413
Aug (16) 415
Dec (15) 406
Aug (15) 41
Aug (14) 416
Jun (14) 4.09
Strongly Disagree Disagree NeithDei;aA(?rreeee Nor Agree Strongly Agree
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OPINION OF LULULEMON VS PAST

ACTIVE LULU CUSTOMERS

Mar (18)
Nov (17)
Aug (17)
May (17)
Mar (17)
Dec (16)
Aug (16)
Dec (15)
Aug (15)
Aug (14)
Jun (14)

Much Worse

Worse

Same

AMONG THOSE WHO SAID IMPROVED, WHY?

Quality

Style

Durability

Comfort

Price

Other (please specify)

0% 20%

40%

3.58
3.51 |
3.43
3.53
3.48
3.46
3.46
350
3.57
3.52 |

3.49

Better

60%
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Much Better

= Mar (18)
= Nov (17)
Aug (17)
® May (17) |
m Mar (17)
H Dec (16)
H Aug (16)
B Dec (15) ¢
5 Aug (15)
B Aug (14)
= Jun (14)

100%
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“LULULEMON CLOTHING IS GOING OUT OF STYLE”

ACTIVE LULU CUSTOMERS

Mar (18)
Nov (17)
Aug (17)
May (17)
Mar (17)
Dec (16)
Aug (16)
Dec (15)
Aug (15)

Aug (14)

Jun (14)

Strongly Disagree Disagree Neither Agree Nor Disagree Agree Strongly Agree
“] HAVE HAD PROBLEMS / ISSUES WITH LULULEMON PRODUCTS”

ACTIVE LULU CUSTOMERS

Mar (18) 266
Nov (17) 2.57
Aug (17) 262
May (17) 263
Mar (17) 262
Dec (16) 242 |
Aug (16) 243

Dec (15) 2.50
Aug (15) 2.46

Aug (14) |

Jun (14) 243
Strongly Disagree Disagree Neither Agree Nor Agree Strongly Agree
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HOW ENTHUSIASTIC ARE YOU ABOUT LULULEMON AS A BRAND COMPARED TO

WHEN YOU FIRST BECAME A CUSTOMER?

ACTIVE LULU CUSTOMERS

B0
B0
49.2% 48.9%

it ey e . = Aug(17)-
H Nov (17)
I Mar (18)

21.3%22.2%
20% g g
0%
Much Less Less Enthusiastic Now Same More Enthusiastic Now Much More
Enthusiastic Now Enthusiastic Now
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PREFERENCES - LOGO VISIBILITY ON ATHLETIC CLOTHING

ACTIVE LULU CUSTOMERS

197
1.9
1.9
1.94

Athletic
Accessories

1.96 ® Mar (18)
1.98 '

Yoga Pants : u Né)v (17)
1,93 g
1;93 u Abé'g (17)
® May (17)
1.88 5
1.89
Athletic Tops :
P 1.85
1.87
Easilv Visibile No Preference Understated

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

21

Athletic 2N
Accessories 2N
213
216 = Mar (18)
2.18 i
Yoga Pants = Nov (17
¢ 216 v (17)
218 " Aug (17)
" May (17)
207 5
Athletic Tops 212
M
212
Easilv Visibile No Preference Understated
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PREFERENCES - COLORS VS. NEUTRALS ON ATHLETIC CLOTHING

ACTIVE LULU CUSTOMERS

Athletic
Accessories

1.98
1.98

m Mar (18)

| NO\;/ (17)
Yoga Pants H Aug (17)
= May (17)
2.05
Athletic Tops 202
2.02
11.98
Neutrals No Preference Colors

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

1.96
1.95
1.98
1.96

Athletic
Accessories

n Mafar (18)

Yoga Pants u N{)v (17)
B Aug (17)
= May (17)
2.11 5
Athletic Tops 207
2N
21
Neutrals No Preference Colors

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 43


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Consumer Feedback on Athleisure

OPINION OF YOGA PANTS AS A FASHION STYLE

ACTIVE LULU CUSTOMERS

| don't know

® Mar (18)
= Nov (17)

Aug (17)
= May (17)
m Mar (17)
H Dec (16)
H Aug (16)
H Dec (15)
® Aug (15)
B Aug (14)
= Jun (14)

| believe they are here to stay

| believe they will go out of

style

0% 26% 40% 60% 80% 100%
ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS

12.9%

| don't know

64.4%  m Mar (18)
| ® Nov (17)

= Aug (17)

H May (17)

= Mar (17)

® Dec (16)

= Aug (16)

| believe they are here to stay

| believe they will go out of style

0% 20% 40% 60% 80% 100%
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SATISFACTION
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SATISFACTION RATINGS WITH LULULEMON

ACTIVE LULU CUSTOMERS

Comfort

Quality

Durability

= Mar (18)

= Nov (17)

Style © Aug (17)

= May (17)

= Mar (17)

m Dec (16)

Overall m Aug (16)

® Dec (15)

= Aug (15)

m Aug (14)

Brand Reputation ;lJun (14)
Store Locations /

Convenience
Price
Very Unsatisifed Unsatisfied Somewhat Satisfied Satisfied Very Satisfied
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WEBSITE REVIEWS
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HAVE YOU HAD ANY PROBLEMS OR ISSUES WITH LULULEMON CLOTHING

RECENTLY?

ACTIVE LULU CUSTOMERS

85.9%
85.5%
No, | have not had problems g
86.9%
85.8%
89.4%
15.9%
i m Mar (18)
14.1%
g ® Nov (17)
14 6%
Yes, | have had problems 5 5 . Aug (17?
13;.1% l May (17)
142% ® Mar (17)
10.6;5% - Dec (16}

0% 20% 40% 60% 80%  100%
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HAVE YOU VISITED THE LULULEMON WEBSITE TO BROWSE AROUND AND LOOK AT
PRODUCTS IN THE PAST THREE MONTHS?

ACTIVE LULU CUSTOMERS

No

65.2%
64.6%
596%
60.1%

Yes

64.2%
590%

0% 20%

40%

60% 80%
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® Mar (18)
= Nov (17)
" Aug (17)
= May (i7)
® Mar (17)
m Dec (’E:6)

100%
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DID YOU LOOK AT CUSTOMER REVIEWS OF ANY OF THE PRODUCTS?

ACTIVE LULU CUSTOMERS WHO SHOPPED ON LULULEMON'’S WEBSITE IN THE PAST
THREE MONTHS

m Mar (18)
= Nov (17)
= Aug (17).
= May (17)
® Mar (17)
= Dec (16)

No

74.5%
72.0%
75.3%
Yes
73.2%
76.9%

75.4%

0% 20% 40% 60% 80% 100%
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WERE THE REVIEWS POSITIVE OR NEGATIVE?

ACTIVE LULU CUSTOMERS WHO SHOPPED ON LULULEMON'’S WEBSITE IN THE PAST
THREE MONTHS AND READ REVIEWS

Aug (17) | I : 4.6
May (17) 4.23
Mar (17) 417
Dec (16) 400
Very Negative Negative Neutral Positive Very Positive
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DID THE REVIEWS MAKE YOU MORE OR LESS LIKELY TO PURCHASE ITEM(S) FROM

THE LULULEMON WEBSITE?

ACTIVE LULU CUSTOMERS WHO SHOPPED ON LULULEMON'’S WEBSITE IN THE PAST
THREE MONTHS AND READ REVIEWS

vr () [ 356
Nov 17) | Y 365
Aug (17) (I S 367

vy (7) [ 37
vr 1) | S 370

oec te) |

Much Less Less Same More Much More

361
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COMPETITION
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WHICH YOGA PANTS WOULD RESPONDENTS CHOOSE IF BUYING TODAY

ALL RESPONDENTS: INCLUDING NON CUSTOMERS AND LAPSED CUSTOMERS
Nike

Under Armour

Lululemon

Victoria's Secret

m Mar (18?)

= Nov (17)

Athleta m Aug (17;)

= May (17)

¥ Mar (17)

NA/Other (if other, please specify) = Dec (165)

= Aug (16)
Gap
Zella
Ideology
Lucy

0% 20% 40% 60%
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WHICH YOGA PANTS WOULD RESPONDENTS CHOOSE IF BUYING TODAY

ACTIVE LULU CUSTOMERS

Nike

Lululemon

Under Armour

Athleta
= Mar (18)
= Nov (17)
Aug (17)
Gap u May (17)
® Mar (17)
B Dec (16)
. H
Victoria's Secret Aug “@
H Dec (15)
" Aug (15)
® Aug (14)
Zella = Jun (14)
20%
NA/Other (if other, please specify)
1.4%
Ideology
1.2%
Lucy
0% 20% 40% 60%
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WHICH OF THE FOLLOWING DO YOU THINK USES THE BEST FABRIC IN THEIR
ATHLETIC CLOTHING AND YOGA PANTS?

ACTIVE LULU CUSTOMERS

Lululemon

Nike

Under Armour

Victoria's Secret

Athleta = Mar (18)

“ Nov (17)

Gap = Aug (17)

| don't know " May (17)
Zella
Lucy
ldeology

0% 10% 20% 30% 40% 50%
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COMPETITION - ATHLETA
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WHEN IS THE LAST TIME YOU PURCHASED OR RECEIVED ITEMS FROM ATHLETA?

ACTIVE LULU CUSTOMERS

| do not own any Athleta items

More than a year ago

= Mar (18)
# Nov (17)

Aug (17)
® May (17}
m Mar (17)
® Dec (16)
= Aug (16)
® Dec (15)
" Aug (15)
= Aug (14)
= Jun (14)

In the past year

In the past nine months

In the past six months

In the past three months

In the past month

0% 10% 20% 30% 40%
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WHICH BRAND DO YOU LIKE MORE?

ACTIVE LULU CUSTOMERS WHO HAVE ALSO PURCHASED OR RECEIVED ITEMS FROM
ATHLETA IN THE PAST YEAR

Mar (18) 366
Nov (17) 3.57

Aug (17) 367

May (17) 367
Mar (17) 370

Dec (16) 3.51 |

Aug (16) 3.52

Dec (15) 3.51

Aug (15) 3.63

Aug (14) 3.52

Jun (14) 3.47
Athleta Much More Athlet.a More Sa.me Lululemon More Lululemon Much
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WHICH BRAND DO YOU PLAN TO BUY MORE OF IN THE FUTURE?

ACTIVE LULU CUSTOMERS WHO HAVE ALSO PURCHASED OR RECEIVED ITEMS FROM
ATHLETA IN THE PAST YEAR

| don't know ;
= Mar (18)
= Nov (17)

Aug (17)
= May (17)
= Mar (17)
m Dec (16)
= Aug (16)
® Dec (15)
" Aug (15)
= Aug (14)
= Jun (14)

Athleta

Lululemon

0% 20% 40% 60% 80% 100%
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LONDON WOMEN
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RESPONDENTS WEAR ATHLETIC CASUAL CLOTHING

LONDON WOMEN

100%

90.2% 90.5%
. 891%  geoo  g73%  88.9% 890%  887%

Jun(14) Sep(14) Aug(15) Nov(15) Aug(16) Dec(16) Mar(17) May(17) Aug(17) Nov(17) Mar (18)

80%

60%

40%

20%

0%

PRODUCT IMPORTANCE

LONDON WOMEN

13.96
Shoes
= Mar (18)
Nov (17)
Jeans H Aug (17)
= May (17)
® Mar (17)
Handbags W Dec (16)
® Aug (16)
= Nov (15)
Jewelry ™ Aug (15)
M Sep (14)
Yoga Pants
Very Unimportant  Unimportant Neutral Important Very Important
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VISITED IN PAST THREE MONTHS

LONDON WOMEN

Gap

Niketown

u éMar (18)

None of the above :
" Nov (17)
Aug (17)
Adidas Originals Covent Garden ] EMay (17)
" Mar (17)
H Dec (16)
Sweaty Betty m Ay g (16)
= Nov (15)

n
Puma Store EAug (15)
W Sep (14)
= Jun (14)

Lululemon :

King's Road Sporting Club
0% 10% 20% 30% 40% 50% 60% 70%
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www.bespokeintel.com

BRAND AWARENESS

LONDON WOMEN

Nike

Adidas

Puma

Gap

Victoria's Secret

Sweaty Betty

Ellesse

Under Armour

Lululemon

Athleta

ldeology

0.3%

None of the above

0% 10% 20% 30% 40% 50%
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87.3%
33.3%
81.4%

6:3%

l Mar (18)
1 Nov (17)
(

© Aug (17)

= May (17)
 Mar (17)

70% 80% 90% 100%
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www.bespokeintel.com

LONDON WOMEN
Nike

Adidas

Gap

Puma

Victoria's Secret
Sweaty Betty
Lululemon

Under Armour

12.4%

None of the above

%i

Ellesse

ldeology
5.5%
Athleta 5

0% 10% 20% 30% 40%
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SATISFACTION WITH FASHION APPEAL

LONDON WOMEN
427
Nike

417
Adidas

Victoria's Secret g
" Mar (18)

Puma u ;Nov (17)
Aug (17)
Gap = May (17)
Sweaty Betty - !\/lar (7)
B Dec (16)
Under Armour u :?Aug (1)
= Now (15)
Ideology - Aug (15)
Lululemon " ,ESep (14)
% Jun (14)
Athleta |
Ellesse

Very Unsatisfied Unsatisfied Somewhat Satisfied Satisfied Very Satisfied

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 66


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Consumer Feedback on Athleisure

SATISFACTION WITH ATHLETIC PERFORMANCE

LONDON WOMEN

4.34
Nike
4.24
Adidas
409
Puma g
¥ Mar (18)
Sweaty Betty u ENov (17)
Aug (17)
Victoria's Secret ® May (17)
Ideology ) ;Mar N
B Dec (16)
Gap  Aug (16)
= Nov (15)
Under Armour -éAug (15)
Ellesse . ;Sep 14)
W Jun (14)
Athleta 5
Lululemon
Very Unsatisfied Unsatisfied = Somewhat Satisfied Satisfied Very Satisfied
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AMOUNT WILLING TO SPEND ON YOGA PANTS

LONDON WOMEN

Nike
ldeology ¥ Mar (18)
“ Nov (17)
Adidas Aug (17)
H May (17)
Sweaty Betty = Mar (17)
[
Victoria's Secret Dec (16)
B Aug (16)
Athleta H Nov (15)
B -Aug (15)
Lululemon H Sep (14)
B Jun (14)
Under Armour
Ellesse
Puma
Gap
1- Lower End of 10 - Higher End of
my Budget my Budget
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BRAND RESPONDENTS WOULD CHOOSE IF BUYING YOGA PANTS TODAY

LONDON WOMEN

Nike
Adidas

Sweaty Betty

- @ Mar (18)
Gap " Nov (17)
NA/Other (if other, please specify) Aug (1?)
= May (17)
Victoria's Secret ® Mar (1-})
- .
Lululemon Dec (1653)
H Aug (16)
Puma ® Nov (1f:5)
- :
Under Armour : 5 5 5 Aug (155)
15% Fsep (M)
Ideology - ¥ Jun (14)
1.5% i i i i
Athleta
1.2%
Ellesse
0% 10% 20% 30% 40% 50%
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BRAND LOYALTY

LONDON WOMEN

365 |
Nike i
3.46
Adidas
3.35

Ideology ; :

o 335 = Mar (18)
Victoria's Secret E N
|

333 i ov (17)
Under Armour : Aug (17)
3.27 = May (17)
Puma - = Mar (17)

3.27 E
Lululemon : W Dec (16)
3.26 " Aug (16)
Sweaty Betty ’ = Nov (15)

3.25 .
Gap fug (15)
3.23 = Sep (14)
Athleta M Jun (14)

311 |

Ellesse
Will Never Buy Not Loyal Somewhat Loyal Loyal Will Only Buy In
In Future Future
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OPINION OF YOGA PANTS AS FASHION STYLE

LONDON WOMEN

=0=| believe they will go out of style =0=| believe they are here to stay =0O=1don't know
100%
80%
60% U 511% 512% 539% - sig% o 533%

497% '
447%438%  459% 445 - 497%

310% o 0% . '
5 2 28.7 256% 264% 2239 26.7% 28.59 O 301%
25.9% % O O
20% 22 2% 251% 25.9%  26.8% S o === < 203%
23.3% 22.4% 23.8% 17.2 23.6% 18.2%
0%
3 =3 %) 0} 9 ° £ s Ny s @
c Q ; > ; U E P =2 3 E
= 8 2 £ =z & = 2 2z 2 =

AWARE OF LULULEMON STORE OPENING IN LONDON

LONDON WOMEN

o)
BO% e 390% 401%

30.9%
BO%6 o 5769 L T
20% e - . S -
5gy  168%
10% 0% 83% I ------------------------------------------------------------
0% l I

Jun (14) Sep(14) Aug(15) Nov(15) Aug(16) Dec(16) Mar(17) May(17) Aug(17) Nov(17) Mar(18)
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NOTICED ADVERTISEMENTS FOR LULULEMON'’S NEW STORES

LONDON WOMEN

30%

25.3%
25%

20%
176%

16.5%
15.3%
1% 13.0% S 135%
9.8%
10%
67%
) I
0% j

Jun (14) Sep (14)  Aug(15) Nov (15) Aug(16) Dec (16) Mar (17) May (17) Aug (17) Nov (17) Mar (18)

SENTIMENT TOWARD LULULEMON’S NEW RETAIL STORE

LONDON WOMEN
Mar (18) 3.4
Nov (17) 337
Aug (17) 3.36
May (17) 3.39
Mar (17) 3.33
Dec (16) 3.34
Aug (16) ; ; 3.30
Nov (15) 319
Aug (15) 3.21
Sep (14) T 30
Jun (14) 314

Very Negative Negative Neither Negative Positive Very Positive

Nor Positive
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VISITED A NEW LULULEMON LONDON STORE

LONDON WOMEN

10% nema 80% L b

5% - BT% A% I ---------- I ----------------------------------------------------------------------------
N N

Jun (14) Sep(14) Aug(15) Nov(15) Aug(16) Dec (16) Mar (17) May (17)  Aug (17) Nov (17) Mar (18)

LIKELIHOOD OF VISITING A LULULEMON STORE IN THE FUTURE

LONDON WOMEN
Mar (18) 3
Nov (17) 2.84
Aug (17) 2.84
May (17) | 2.87
Mar (17) 278
Dec (16) 272
Aug (16) 2.80
Nov (15) : |
Aug (15) 2.38

Sep (14)
Jun (14) . 245 5 5
Very Unlikely Unlikely  Somewhat Likely Likely Very Likely
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LULULEMON PURCHASE RECENCY

LONDON WOMEN

| do not own any Lululemon items

= Mar (18)
More than a year ago :

= Nov (17)
 Aug (1
In the past year i 9l 27)
- ® May (17)
In the past nine months = Mar (157)
. ™ Dec (16)
In the past six months - W Aug (16)
. ® Nov (15)
In the past three months 5 Aug (’f;5)
 ESep(14)
In the past month ® Jun (1;1)

0% 20% 40% 60% 80% 100%

“l PLAN TO INCREASE USAGE OF LULULEMON PRODUCTS IN THE NEAR FUTURE”

LONDON WOMEN

Mar (18) | S 2,92
Nov (17) [F S 276
Aug (17) [ S 273
May (17) _ 282
Mar (17) _ 271
Dec (16) _ 266
Aug (16) — 276
Nov (15) — 235
Aug (15) _ 2. 57
Sep (14) _ 241
S 257

Jun (14) :
Strongly Disagree Neither Agree Nor Agree Strongly
Disagree Disagree Agree
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