
Lululemon Social Media Campaign
-  J u s t i n e  K i m  -



Instagram 4.8 M

TikTok 920.5 K

X(Twitter) 950.7 K

YouTube 297 K

I n  t h e  w o r l d  o f  s o c i a l  m e d i a ,  L u l u l e m o n  i s
a n  l e a d e r  i n  t h e  a t h l e t i c  w e a r  i n d u s t r y .
T h e y  b l e n d  p e r f o r m a n c e ,  c r e a t i v i t y ,  a n d
p u r p o s e f u l  e n g a g e m e n t  t o  t h e i r  f o l l o w e r s
t o  s h o w  t h e  q u a l i t y  o f  t h e i r  p r o d u c t s .
L u l u l e m o n  h a s  c r e a t e d  a n  o n l i n e
c o m m u n i t y  t h a t  a n t i c i p a t e s  e a c h  p o s t  t o
h i g h l i g h t  t h e i r  p r o d u c t s .  B e y o n d  t h e
p r o m o t i o n a l  c o n t e n t ,  L u l u l e m o n  f o s t e r s
c o n n e c t i o n s  w i t h  t h e i r  c o m m u n i t y  b y
r e s p o n d i n g  t o  c o m m e n t s  a n d  e n c o u r a g i n g
t h e i r  c o m m u n i t y  t o  c r e a t e  c o n t e n t  t o
s h o w c a s e  t h e i r  p r o d u c t s .  

Lululemon’s Socials



Lululemon’s Social Media Pages



Lululemon’s Social Media Pages



What Is Lululemon Doing Right?

L u l u l e m o n
m a i n t a i n s  a  v i s u a l l y
a p p e a l i n g  b r a n d
i m a g e  a c r o s s  a l l  o f
t h e i r  s o c i a l  m e d i a
p l a t f o r m s .  T h e y
u t i l i z e  t h e i r  p o s t s
a n d  s h o r t  f o r m
v i d e o  c o n t e n t  t o
s h o w c a s e  t h e i r
p r o d u c t s  i n  a  w a y
t h a t  a t t r a c t s  t h e i r
t a r g e t  m a r k e t .  

L u l u l e m o n  s t a y s
a u t h e n t i c  t o  t h e i r
b r a n d  v o i c e  a n d
i m a g e .  T h e y  d o  n o t
s t r a y  a w a y  f r o m
t h e s e  v a l u e s .  T h e i r
p r o d u c t s  a r e  b a c k e d
b y  r e s e a r c h ,
s c i e n c e ,  a n d
p r o d u c t  t e s t i n g  a n d
a r e  m a d e  w i t h  h i g h -
q u a l i t y  m a t e r i a l s .

AESTHET IC CREAT IV EAUTHENT IC

L u l u l e m o n  i s  a l w a y s
l o o k i n g  f o r  n e w  a n d
i n n o v a t i v e  w a y s  t o
m a k e  n e w  c o n t e n t
t h a t  s p e a k s  t o  t h e i r
a u d i e n c e . T h e y  a r e
a l w a y s  l o o k i n g  f o r
w a y s  t o  e n s u r e  t h a t
c o n s u m e r s  f e e l
c o n n e c t e d  t o  t h e
b r a n d .



Recent Collaborations

P E L O T O N  -  
9 4 . 6 K  F O L L O W E R S

@ _ T A A R R A _  -  
4 6 5 K  F O L L O W E R S

T H E  T E A M  C A N A D A  O L Y M P I C  T E A M



Competition

N i k eA t h l e t aA l o  Y o g a



New Campaign
L u l u l e m o n T e a m  U S A



Campaign Objectives

I N C R E A S E  I N
E N G A G E M E N T

I N C R E A S E D
B R A N D

A W A R E N E S S

P R O D U C T
S A L E S



KPIs
I n c r e a s e  s o c i a l  m e d i a
f o l l o w i n g  b y  1 0 %  d u r i n g
t h e  c a m p a i g n .
I n c r e a s e  t h e
e n g a g e m e n t  r a t e  ( l i k e s ,
c o m m e n t s ,  s h a r e s )  b y
1 5 %  o v e r a l l  d u r i n g  t h e
c a m p a i g n .
I n c r e a s e  i n  w e b s i t e
t r a f f i c  b y  2 0 % .
I n c r e a s e  i n  s a l e s  b y
3 0 % .



Platforms



Target Audience

T h e  t a r g e t  a u d i e n c e  f o r  t h i s  c a m p a i g n  a r e  w o m e n
t h a t  a r e  a g e s  1 8 - 3 4  t h a t  l i v e  i n  d i f f e r e n t
c o m m u n i t i e s  t h r o u g h o u t  t h e  U . S .  T h e y  a r e

c o n s i d e r e d  t o  b e  d i g i t a l  n a t i v e s  w h o  u s e  I n s t a g r a m ,
T i k T o k ,  a n d  Y o u T u b e  r e g u l a r l y .  T h e y  v a l u e  h a v i n g  a

h e a l t h y  l i f e s t y l e  a n d  e x e r c i s i n g  r e g u l a r l y .



Name Diana Smith

Age 27 years old

Degree Exercise Science

Hometown Phoenix, AZ

Socio Economic Status Middle Class

About Diana
Diana is a driven yoga and pilates instructor
who has been enjoying her time teaching
students at a local yoga studio. She enjoys
playing golf and tennis as well. She is incredibly
social and has friends all over town. Diana has
her sights on her future and is determined to
make an impact in the world. She is excited
about teaching people yoga to the best of her
ability.

Problems
Diana has so many opportunities to teach
yoga and pilates in many locations around
town but is strained in where and when to
teach. 
Diana wants to own her own studio in the
future but, does not know how to start.
Diana hopes to replicate the community she
has in each location that she teaches in.

Personality

Determined
Enthusiastic
Social
Easy-going
Spontaneous
Community-oriented 

Extracurricular
Activities 

Golf
Yoga
Pilates
Community Driven Events  

Future Ambitions

Diana wants to make a lot of
money. 
Diana would also love to own
his own yoga studio someday
down the road.
She wants to be able to travel
freely and teach yoga and
pilates wherever she goes.  

Customer Persona



Content Strategy
Instagram: Launch different posts and reels that
showcase the athletes, sneak peaks, and product
features. 

TikTok: Creates a series of short videos
introducing themselves (the athletes) and shares
the collaboration of Team USA utilizing Lululemon
products during workouts, trainings, etc. 

YouTube: Create long form videos to showcase
athlete interviews, product hauls, and
performance testing videos to show how
olympic athletes utilize Lululemon products. 

Collaborate with Team USA and the paraolymic
Team USA team to share behind-the-scenes
stories and training routines on Instagram and
Instagram stories, showcasing how they utilize
Lululemon products. 

W E E K S  1 - 2

Instagram: Share and reshare user-generated content
from the athletes and influencers that support Team
USA during the trainings, workouts, and other olympic
events. Encouraging followers to tag #lululemon and
#TeamUSA for a chance to be featured.

TikTok: Have athletes collaborate with each other as
well to create challenges featuring Red Bull, driving
engagement and brand awareness.

YouTube: Create more videos on how different sports
utilize Lululemon products during each of their
trainings or workouts to show how Lululemon works
for them. 

Have athletes hosts an Instagram Q&A session where
followers can ask them questions about training,
nutrition, and how Lululemon supports their athletic
endeavors.

W E E K S  3 - 4



Content Strategy
Instagram: Launch a weekly series
highlighting each olympic sport, feature
stories of athletes that are pursuing
diverse passions and sports using
Lululemon to fuel their endeavors.

TikTok: Athletes will share a series of TikTok
trends depicting how they use Lululemon
to enhance their lives, and share stories
that resonate with their TikTok audience.

YouTube: Create videos featuring workout
routines, and tips and tricks, showcasing
just how versatile Lululemon is.

Different athletes will take over the
Lululemon Instagram account for a day,
sharing their training regimens, insights
into their career, and behind the scenes
into their lives.

W E E K S  5 - 6

Instagram: Partner with different
organizations to host Lululemon-sponsored
events, such as tailgates, watch parties, and
tournaments, and share the highlights on
Instagram.

TikTok: Athletes will collaborate with local
businesses in Paris to create sponsored
content featuring Lululemon products.

YouTube: Collaborate with different bloggers
to create videos that feature different
Lululemon outfits for athlesure wear.

Athletes will participate in fitness challenges
sponsored by Red Bull, encouraging people
to join in and share on social media using
#lululemon and #TeamUSA.

W E E K S  7 - 8



Meet the Influencers

S I M O N E  B I L E S  -  7 . 1  M
F O L L O W E R S

E V I T A  G R I S K E N A S  -  1 6 . 5  K
F O L L O W E R S



Instagram Example

U t i l i z e  I n s t a g r a m  t o
s h o w c a s e  a t h l e t e s  a n d
L u l u l e m o n  p r o d u c t s .



TikTok Example

U t i l i z e  T i k T o k  t o
s h o w c a s e  a t h l e t e s  a n d
L u l u l e m o n  p r o d u c t s  b y
t r y i n g  t h e  p r o d u c t s  o n .

N o t  t h e  a c t u a l  v i d e o ,  j u s t  a  s c r e e n s h o t .

V i d e o  c a n  b e  p l a y e d  a t  t h i s  l i n k :
h t t p s : / / w w w . t i k t o k . c o m / @ l u l u l e m o n / v i d e o / 7 3 6 3 4 2 9 4 2 3 7 7 9 0 4 0 5 1 7 ?

i s _ f r o m _ w e b a p p = 1 & s e n d e r _ d e v i c e = p c & w e b _ i d = 7 3 4 1 0 4 2 6 0 0 0 7 9 8 8 5 8 6 6



Measurement & Analytics
B r a n d  A w a r e n e s s :

R e a c h :  t h e  n u m b e r  o f  u n i q u e  u s e r s  w h o  h a v e  s e e n  L u l u l e m o n ’ s  s o c i a l  m e d i a  c o n t e n t .

I m p r e s s i o n s :  t h e  n u m b e r  o f  t i m e s  L u l u l e m o n ’ s  s o c i a l  m e d i a  c o n t e n t  h a s  b e e n  d i s p l a y e d .

F o l l o w e r  g r o w t h  r a t e :  t h e  r a t e  a t  w h i c h  t h e r e  i s  a n  i n c r e a s e  o f  s o c i a l  m e d i a  f o l l o w e r s  d u r i n g  t h e  c a m p a i g n .

E n g a g e m e n t :

L i k e s ,  c o m m e n t s ,  a n d  s h a r e s :  T h e  n u m b e r  o f  l i k e s ,  c o m m e n t s ,  a n d  s h a r e s  o n  L u l u l e m o n ’ s  s o c i a l  m e d i a  p o s t s .

E n g a g e m e n t  r a t e :  t h e  p e r c e n t a g e  o f  f o l l o w e r s  w h o  h a v e  e n g a g e d  w i t h  L u l u l e m o n ’ s  c o n t e n t  c o m p a r e d  t o  t h e  n u m b e r  o f

f o l l o w e r s .

C o n v e r s i o n s :

W e b s i t e  T r a f f i c :  t h e  n u m b e r  o f  v i s i t s  t o  L u l u l e m o n ’ s  w e b s i t e  f r o m  t h e i r  s o c i a l  m e d i a  c h a n n e l s .  

C o n v e r s i o n  r a t e :  t h e  p e r c e n t a g e  o f  w e b s i t e  v i s i t o r s  w h o  c o m p l e t e  a  d e s i r e d  m a r k e t i n g  a c t i o n .

S o c i a l  M e d i a  R e v e n u e :  r e v e n u e  g a t h e r e d  f r o m  o n l i n e  s a l e s  a t t r i b u t e d  f r o m  s o c i a l  m e d i a .

R e p o r t i n g :

M e a s u r e  r e a c h ,  i m p r e s s i o n s ,  f o l l o w e r  g r o w t h  r a t e ,  l i k e s ,  c o m m e n t s ,  s h a r e s ,  e n g a g e m e n t  r a t e ,  a n d  c l i c k - t h r o u g h  r a t e  o n  a

w e e k l y  b a s i s  d u r i n g  t h e  c a m p a i g n .  



Thankyou


