
 

From Transaction to Co-creation: A Study on 
Influencing Factors of Consumer Value Co-
Creation Willingness in Lululemon Brand 
Community 

Shuqi Wang* 
School of Journalism and Communication, Department of Oral Communication, Nanchang 
University, Nanchang, China 

Abstract. Lululemon is a Canadian sportswear brand,which by focusing on 
building brand communities and giving more weight to the experience of 
customers,achieved good results for its brand value,market capitalization 
and sales.Drawing on the experiences and communities of the people, this 
paper will explore how to lead them to become active creators of values 
rather than passive consumers.Lululemon has switched from the old model 
of aiming for consumer purchases to a new co-creation mode, built 
community stores, formed emotional links with products through product 
educators, and promoted the concept of "Sweat It Life". It provides some 
practical suggestions for the operation of brand communities:Now it is no 
longer just about selling products，one should create a sense of belonging 
and identity through co-creation, build a model of "scenario interaction -
digital dissemination - deep engagement", and both brand identity and 
perceived benefits motivate consumers, which is positively moderated by 
the community environment.The willingness of co-creators to participate 
can enhance their sense of belonging in the group, and their satisfaction with 
the event and desire to attend again will be higher. The study has not 
developed contextual measurement instruments and mediating 
factors,thus,the brand's operation should aim to build a sense of identity. 

1 Introduction 
With the progress of digitalisation, the basic logic of value creation is changing. Leone and 
his colleagues have pointed out that consumers are no longer the passive objects of value but 
now active participants in creating value [1]. Therefore, the traditional marketing model of 
one-way value transmission from enterprises has begun to decline, and a new mode of brand 
community-based value co-creation is being formed. 

Hatch and Schultz first proposed that brand communities can be a good place for 
companies to organise customers' participation in value co-creation [2]. Bagozzi and 
Dholakia later introduced the idea in social psychology; that is to say, a brand community is 
a group of people who are passionate about the same brand and participate in joint activities 
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to express their emotions and loyalty collectively [3]. Hatch and Schultz found that in the 
process of co-creation, community members add their own dreams and expectations to the 
development of the brand to form a new model of brand growth based on shared values [4]; 
thus, brands are no longer only the properties of enterprises but collaborative creations 
between enterprises and their communities. In other words, what is meant by value co-
creation and how it is realised are not concrete enough. Wang Mansi and others have pointed 
out that the three main subjects of co-creation are digital platforms, opinion leaders and 
followers, and the contribution of value provision, value definition and value elevation [5]. 
Ye Di and Lin Weifeng have further studied this from the customers' side; they will share 
information among the community and, thus, make purchase decisions and provide product 
feedback or creative ideas for businesses [6]. Chi Ming and others have summarized this 
process as follows: Brand communities have become an important stage for enterprises and 
consumers to jointly create value, and without the participation of consumers, the 
development of the business will not be sustainable [7]. 

There are several ways that value co-creation will be realised. Zhang Hong and others 
have found through experience that fostering customer experience value co-creation can 
strengthen brand equity [8], Yang Nan has been able to construct a better brand image [9], 
Wang Min has shown that it boosts operating efficiency [10], and so on. The above studies 
have collectively supported the main idea of Zhang and others that social media can be used 
to build many levels of experience jointly by enterprises and consumers to achieve sustained 
competitive advantages for enterprises [11]. Therefore, a general system has been built to 
cover the theoretical foundation, practical application, behaviour mechanism, strategic effect 
and so on, and is thus suitable for the following research. 

In recent years, "emerging lifestyle sports" that are light on equipment, focus on 
experience, have strong social interaction, and have a low barrier to entry have gradually 
attracted the attention of the public. What makes these activities special is that people no 
longer consider them just some sort of exercise, but rather a way of life. Therefore, it can be 
concluded that the values of modern sports have changed considerably, and now, community-
based sports that emphasize participation have replaced the traditional competition mode. 
The above reasons have created a good environment for the development of Lululemon in 
China. 

As the most valuable intangible asset of a company, a brand provides considerable value 
for all parties involved. The essence of a brand is an intangible asset that arises from people's 
minds. The company has changed its mission to focus on the interests of all stakeholders and 
will strengthen its brand. At the same time, the scope of value creation should also encompass 
all parties to the process of value creation, such as customers. Since 2019, Calvin McDonald, 
the CEO of lululemon, has led the brand's handling of all kinds of difficulties in the global 
market with "experience, community and values". The three supporting reasons for the 
growth of Lululemon are to enhance the customer experience, promote new product 
development and expand the business; among them, community construction is highly 
important. Since its founding, a community-oriented mode of operation has been 
implemented to create a good brand in the people's hearts and inspire them to take part in 
building value. Through the way of experience and participation in community construction, 
lululemon has built a good loop that boosts brand value, raises sales and grows market capital; 
it is a model worth learning from. 

Lululemon is a rising Canadian sportswear company that has shown good development 
in recent years, and this paper will explore the reasons for the increase in its brand value, 
such as experience and community. Case analysis is employed in this paper. 

Most of the current research on brand experience and customer loyalty is one-way; that 
is to say, while it has explored how enterprises affect consumers, it has not examined the 
process of consumer participation at the end-user level and how celebrities are involved in 
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the interaction between business-to-consumer (B2C). At the same time, value co-creation 
also involves the public in the creation of value. Lululemon is a typical case; it works with 
all sectors of society to create brand value together and keeps promoting its culture through 
positive reinforcement. 

2 Case study 
Chip Wilson established Lululemon in 1998 and is now based in Vancouver, Canada. The 
brand began as a yoga-focused product line and is now a world-class sports fashion group 
that covers training gear, running clothes, men's wear and shoes, etc.; it is one of the "Three 
Pillars of the Middle Class". The brand's competitive advantage has been a low-cost concept 
for yoga pants and its philosophy of "health and success". 

3 Consumer group analysis 
Lululemon aims for "super girls", which is the company's main group: young women with 
high incomes and good education, who are concerned about the quality of life, love sports, 
and have a positive attitude towards life. As part of the new middle class, these women are 
more concerned about the comfort and fashionability of products and are not very price-
sensitive. As a result, Lululemon has good quality control and consistent styles, so it is a 
middle-to-high-end brand. The above pricing plan can help the company enhance its profit 
level and improve brand awareness in the market. Equations need to be centred and labelled 
with a number on the right. 

4 Analysis of community marketing strategies 

4.1 Research on value co-creation practices in Lululemon brand communities 

The basis of the value co-creation in the brand community of Lululemon is a scenario-
building mode, and "community events" are used for this purpose. The operation of the Brand 
is now to be carried out in physical Space. Hold regular free yoga classes, group activities, 
meditation workshops, etc., at the global stores to create a place where people can interact 
and experience value. More than 12 million people took part in these world community 
activities in 2022, and about 78 per cent of the participants felt a stronger emotional 
connection with the brand [12], so scenario-based interactive operations can help users better 
understand the brand's ideas and build social networks among all users. Finally, it forms a 
community ecosystem based on the idea of a 'healthy life'. 

The operation of user-generated content is a form of the digital extension of the value-co-
creation model for Lululemon. The official social media hashtag #thesweatlife is used to have 
users post photos of their workout clothes, exercise tips and daily lives, etc. By 2023, it had 
accumulated more than 560 million likes on Instagram, and the brand's official account had 
been used in 32% of the user-generated posts. The model of UGC spread has reduced 
marketing costs and also empowered users to participate in and promote the brand. Based on 
their own experiences, the users have created content that has changed the image of the brand 
from that of a "sports clothing supplier" to that of a promoter of healthy living [13]. 

The product co-creation initiative of Lululemon is a typical case of its value co-creation. 
A new product will be introduced by organising a "Product Tester Program" for the main 
users of the brand. Testers will provide their experience of wearing the sports clothes over 
the next three months and report on problems such as poor breathability or poor fit. In 2021-
2023, more than 18,000 valid feedback items were collected by the program, and 65 per cent 
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of the suggestions have been implemented in the final product. The model of user-
participation research and development has enabled the new products to better meet the 
demands of the market and given users a sense of participation in the construction of the 
brand, thus strengthening the community. 

Lululemon's way of mode co-creation is a series of "scenario-based interaction, digital 
dissemination and deep engagement", and the community activity is a place for people to 
express their emotions; through UGC operation, the spread of values becomes a phenomenon. 
Co-creation of products gives people a sense of purpose and identity. Multiple levels of co-
creation can be used to add value to the brand and provide all sorts of competitive advantages 
by having users participate at different levels. It offers some ideas on how to enhance the 
loyalty of brand community members. 

4.2 Research on the influencing factors of Lululemon's user value co-creation 

Will has obtained a number of multidimensional empirical results. It is known in the 
academic community that brand identity has a strong leading effect. Lululemon's brand is 
now known as a "Health Lifestyle Advocate", and many studies have shown that it can make 
consumers feel emotionally connected to the brand. To be able to inspire consumers to 
participate in creating values in different ways, such as product design suggestions and 
community events, people need to know the brand's ideology and philosophy well. The 
importance of perceived benefits has also been added to the factor analysis model. Attribute 
heterogeneity can be divided into many kinds, and among them, those related to user 
functions, emotions and social interactions have different levels of impact on a person's desire 
to participate in co-creation. The moderating effect of community atmosphere has attracted 
the attention of scholars. Lululemon has arranged various offline activities, such as 
"Community Yoga Classes" and "SweatLife Events", which are in a participatory and 
supporting mood and can boost people's enthusiasm for participating in co-creation through 
the strength of brand identity and perceived benefits [14]. 

All the above research have reached different conclusions regarding the importance of 
different factors and their reasons. Some studies define brand identity as an independent 
variable in the model of value co-creation willingness and propose that it can motivate people 
to engage in co-creation behaviour through changes in self-concept. Other studies have found 
that perceived benefits are the mediating links, so only by increasing people's sense of 
purpose can brand identity be converted into a willingness to co-create; this is an essential 
premise in this area. These differences are caused by different attributes of the research 
objects; the first is relatively dispersed and focused on the brand image of the community, 
and the latter is aimed at prospective users and studies the motivational reasons for choosing 
it based on perceived benefits. The reason for the different results is that the measurements 
are also different; although a linear structural equation model can examine the direct effect 
of one factor on another in an organised way, comprehensive qualitative investigation can 
determine how the sense of community promotes co-creation through emotional contagion 
[15]. 

Based on the present research, it has been determined that the structure of the core driver-
auxiliary reinforcement for the framework of Lululemon's user value co-creation willingness 
is as follows. Brand identity and perceived benefits are the main reasons for people's intention 
to co-create; they will be addressed in this paper. The supporting role of community 
atmosphere is to increase the impact of the primary reasons and is thus a secondary factor. 
To sum up the results from various places, it can be concluded that more studies are needed 
in the future. Design approaches that can be applied to many samples in various ways to 
verify the boundary conditions of the influencing factors are considered to be necessary paths 
for the development of this field. 
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The different weights given by users of various cultures to brand identity and perceived 
benefits are typical boundary conditions and deserve further study. More research can help 
researchers better understand why Lululemon is interested in user value co-creation and 
provide new ideas. 

4.3 Research on the direct paths of value co-creation intention in influencing 
Lululemon customer loyalty 

Multi-dimensional features of the effect of value co-creation intention on customer loyalty 
are the subject of some research at present. Cognition, emotion and behaviour are the three 
levels that underlie the different kinds of effects of attitude and behavioural loyalty. Cognitive 
Dimension: Activation of the intention to co-create values helps users understand the values 
of the brand reasonably and thus establishes an attitude of loyalty. In other words, users know 
the brand's idea and functions of its products well, so they are aware of the brand. Emotion: 
Hope for the establishment of common values can give people a sense of purpose and boost 
their desire to live. To give users a sense of belonging, brand communities are used to make 
people feel emotionally involved. Behavioural dimension: A person's will to create value 
directly encourages them to participate in the brand's activities and buy more frequently. 
According to the quantitative study, the emotional factor is more than 35% of the reasons for 
people's attitude loyalty, and about 0.42 is responsible for behavioural loyalty. 

A special case is that of the direct path of value co-creation intention with industry 
characteristics for the Lululemon brand. According to the present community management 
strategy for brands' value co-creation ecosystems, it has been found that users' intention to 
participate in the design of a yoga course and share their exercise experience are positively 
and significantly correlated with their behaviour of loyalty. According to the research data, 
about 28 per cent of the people who have participated in the off-line community activities 
have made repeat purchases, and those who have not participated have made fewer. In 
addition, the expression of emotional value co-creation intention among Lululemon users 
also indicates that they have developed emotional ties with the concept of "healthy living" 
promoted by the brand. Together, the three parts of these sections constitute the main body 
of this causal path. The first is that loyalty can be based on reason, and the second is that 
people are also attracted to things that make them feel happy. Behavioral value is the way in 
which attitude loyalty is transformed into behaviour loyalty. Together the three will create 
all-encompassing paths to improve people's will to live by virtue of value co-creation. 
Quantitative research has shown that the combined explanatory power of the three factors is 
58% of the loyalty outcome, and the interaction term between cognitive and emotional factors 
accounts for 0.31 of attitudinal loyalty and behavioral factors account for 0.45 of behavioural 
loyalty. Therefore, it can be seen from the above that the two-step path is also efficient but 
rather convoluted. 

5 Conclusion 
At present, scholars have been studying various factors of the formation of Lululemon users' 
loyalty and have made some initial anchoring in both theory and practice. Theoretically, the 
aspiration for value co-creation is expected to be the main binding link among brands and 
users, and has been added to the analytical system of service-oriented logic and social identity 
theory by scholars. The promotion of brand community activities and co-creation of content 
with users have shown an increase in their sense of belonging. Lululemon has organised 
community activities to hold offline yoga classes and user story-sharing events; therefore, it 
can be seen that the power of value co-creation can enhance users' sense of belonging, and it 
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will be used as a reference case in this paper. Although the above results provide some 
reference material, they are also not perfect and have deficiencies. 

Current research has found that the measurement of value co-creation willingness is still 
weak due to the continuous use of generic measurement scales. Most research examining 
people's willingness to participate in the co-creation of value has failed to consider the 
particular circumstances of Lululemon as a sportswear company. The current scales do not 
meet the special requirements of value co-creation in this industry and cannot meet the 
demand of users for health experience, sense of community and self-expression. There is no 
particularity in this study. Therefore, research has not yet been conducted on the reasons why 
people from different backgrounds participate in value co-creation at various platforms, such 
as online communities and offline activities. Therefore, the formation logic of Lululemon's 
user loyalty is not easy to analyze in an organised way. 

Given that many people have begun to think about the issues in recent years, value co-
creation research at present lacks depth. Most research has only focused on the direct effect 
of value co-creation intention on user loyalty and has not investigated the mediating and 
moderating path. The mediation effects of the variables of user-perceived value and brand 
identity have not been studied systematically. 

Many studies have begun to examine the loyalty of Lululemon's consumers to date. There 
are still some issues: the size measurements are not precise, not all circumstances have been 
examined, and the causes of the problems have not been analysed deeply. More theoretical 
and experimental research needs to be carried out to explore its history. 
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