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Background

Lululemon Athletica in the case study is a company that has thrived in Canada in the manufacturing and sale of workout attire. It produced unique attire for yoga, running and gym activities. Their line of clothing was made of exotic materials such as bamboo, silver, charcoal, soybeans and coconut. The company had recorded a rise in its sales, and the ratings on the stock market stood out from the rest who were its competitors. Corporate social responsibility was its stronghold with its care for employees, customers, stakeholders and the environment, standing out. Its way of enhancing sustainability and CSR was to consider, efficiency and waste reduction, which was aimed at reducing environmental pollution. It also considered its source and manufacturing aspects where it involved suppliers that only cared for the environment. The third element of the community legacy initiative was designing buildings that had zero tolerance for waste and emissions. 

The main focus here is one of its line, VitaSea which is made up of seaweed reported to release marine amino acids, minerals and vitamins into the skin when it gets into contact with moisture. It was formed as a result of a partnership between Lululemon and Smartfibre AG, a German company. The product had higher prices compared to other Lululemon products.

Strategic issue

The main issue here is that Lululemon was selling a product it did not have adequate information about. It had not tested whether VitaSea had seaweed or not yet it advertised and marketed the product as having the ‘beneficial' seaweed. After the partnership of Lululemon and Smartfibre, the product was sold on shelves in major outlets. Lululemon was convinced that the fabric in VitaSea had health benefits on the consumers, like soothing skin rashes, reducing stress, detoxifying the skin, among others. It is something that raised eyebrows among investors and consumers. The big issue is that Lululemon did not do previous tests on the components of the fabric before agreeing to the partnership. The partnership was okay, but the company did not do a feasibility study of what it was going to offer its consumers. It lacked the ethical aspect of looking deeper into the matter at hand and was engulfed with the ecstasy of bringing a new and better product to the market. It would, in turn, mean more sales and higher profit margins, and more investors. It would also put the company at the top of the manufacturing companies. The efforts carried out, such as marketing the benefits of VitaSea products to consumers and hiring ambassadors, made the product thrive in the retail market.

The VitaSea clothing could not succeed without being faced with claims of offering counterfeit results. The New York Times decided to conduct lab tests on a Lululemon shirt made of VitaSea to prove if it had seaweed. The lab results showed no difference between the cotton t-shirts and VitaSea fabric in levels of minerals. Therefore this means that Lululemon was lying to its customers that the VitaSea products were more beneficial, thus selling them at a higher price than the rest of the clothing.

There was no evidence of seaweed in the clothing according to the New York Times' claims. However, another test was done, but they could not rule out whether seaweed was absent from the clothes. However, the newspaper went ahead and published the story on its front page. The paper acted unethically because it could not rule out that seaweed was absent from the entire Lululemon products. If it could have waited for more lab tests proving the claims to be true, then it would be ethical of the media house to announce that VitaSea products had no traces of seaweed. Lululemon, on the other hand, was unethical too when it decided to offer consumers products that did not contain the percentage of seaweed written on each cloth. The company did not independently test the material to prove the presence of seaweed. They decided to rely on what their suppliers had informed them which is unethical on their side.

Recommendations

Lululemon needed to rebrand as a business. After the news about VitaSea products not containing seaweed went viral, the company's image was tarnished. For it to regain the success it prior had, it could change the face of the business. Branding is described as a model for identifying a business (Ottman, 2017). Lululemon as a brand had gone against the business code of conduct, therefore, changing everything about its functioning and the image would help revive it. It could come up with a new name, change the staff uniforms, customer service style or business cards and even premises to clear itself from the mess. Bearing the name Lululemon would ring wrongly in most people's ears because of the previous knowledge they have about it. As far as the company offered quality gym and yoga attire, which were valued by consumers, the news making rounds tarnished all the image the company had built. The company could also rebrand its logo, style and designs of the clothing line. Many companies have rebranded and came out better than they were before. 

The company also went ahead to say that the clothes had health benefits on the consumers without testing them. The deceit and laxity displayed is a negative aspect that jeopardizes its image. After the news of the lab reports, the company tried to revamp its image, but consumers and investors could not trust it the way they did before the controversial issue erupted. Lying to consumers only brings the company a bad image which leads to a decrease in sales. When sales go low, it means the profit margins also decrease which paves the way for losses and withdrawal of investors.

Tactics

Begin with the reason for the business. Lululemon needed to focus on why it is in business and go back to its mission of ensuring consumers get quality products. This way, it could have made efforts to do tests on the VitaSea products to ensure that they genuinely had seaweed. 

Research of the company and target consumers. In rebranding, Lululemon could go back to its records and view what consumers needed. Being in the market and making excellent sales did not mean that everyone wanted what was offered. Before introducing the controversial product to the market, the company could do the wise thing of doing prior research to understand what they needed.

Build a brand identity. This involves developing visual elements that lay a message about the new brand. After the older brand of Lululemon was tarnished, the company needed to change its logo, tagline, name, colours, business card designs, staff uniform and even some of the staff. The brand identity would put the new company at a better place to replace Lululemon.

Marketing collateral. This stage of rebranding is critical because it projects where the company lies in the market. It involves developing marketing materials needed to communicate the new brand and services offered (Ottman. 2017). They include proposal templates, pitch decks, brochures, fliers and trade shows. Advertising the rebranded Lululemon could salvage the situation at hand. 

Plan on building the new brand. It is the final level of rebranding a business which involves developing a plan to promote and strengthen one's brand. Employees need to embrace the new brand because they are part of the product. In choosing partners, Lululemon could now make feasibility studies on the products they are offering in the new brand before displaying them on the market. It could also know which company to partner with. The new brand could do away with VitaSea product lines because there no longer exists trust between the two partners.

Rationale

The marketing mix is referred to actions or strategies that companies employ to promote their branding in the market. A typical marketing mix contains the four Ps among others. They include price, product, promotion and place (Isoraite, 2016).

Price. The value placed on a product is vital and is determined by the production cost, ability of the consumers to pay, and the demand and supply of the product.  The new Lululemon after rebranding should consider the pricing of its products considering the cost it has used for the whole exercise. It should also consider the price without losing its customers as some tend to run from expensive products that do not meet their expectations. 

Place. The location of one's business is critical because of the competition in the market. It aims to access and maintain a clientele. Lululemon should market its products in places where most of their former customers could be in large numbers. For instance, they should consider a market place near a gym, an athletics track or sports court. This will enable the company to access more possible customers.

Product: a rebranded business needs to put a value on its product. A low-quality product that does not meet the expectations of the customer leads to negative publicity and loss of clients.  Lululemon should manufacture and sell quality products that meet the customers' needs. Providing tank tops that do not contain seaweed should not be part of their new brand. Also offering information on a product without due diligence should not reoccur.

Promotion. For a product to be known to the market, it needs to be fronted excellently. It involves, word of mouth, advertisements, commissions, press reports and incentives, among others. Under the marketing collateral segment of rebranding, Lululemon should include the promotion of its new products.  Even that the products have different logos, colours and designs yet contain the former fabrics, and they need to be re-advertised to attract customers.

Conclusion

Lululemon, before its challenge, was a successful company that offered quality goods to its broad consumers. The gym, yoga and athletics attire was made from unique products like silver, coconut, seaweed, and other environmental friendly substances. Its focus on the environment and having a strong CSR base popularized it even more. Its weakness came when it offered VitaSea products to the market without making tests whether they contained seaweed or not. Also, the products being able to infuse vitamins and minerals into the skin was considered a lie.  This, in the end, destroyed the brand's image.  The business environment changed, and investors and consumers retreated from buying the company's products. For the business to go back to its original self or better, it needs rebranding. Changing its name, strategies, logo and even the partners and staff would bring a boost to the image of the new business. Encompassing the marketing mix into the rebranded business would only record quality and promising results.
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