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The press release and accompanying annual report on Form K are available under the investor section of our
website at www. What I can say to you is overall, the Board was very pleased with our performance in
Clearly, it was a market-share-gaining year across categories, across channels, across all geographies. What
was really gratifying for, I know the management team, but also for the Board, is now we actually recovered
after a tough Q1. We diagnosed what went wrong and we took quick action. When you look at the year, we
actually improved sequentially. This is not the first call in When you look at it sequentially, the business
improved from Q2 to Q3 and Q4 across pretty much every KPI, which Stuart will take you through in a
second. I was actually in Vancouver last week and I was kind of joking with the management team that this is
the kind of quarter that you take, you laminate, you frame, and ultimately you replicate. The management team
took us through not only those strategic levers, but they took us through how they planned to actually build on
our competitive advantages of people, community, and guest experiences. We have a number of company
veterans, as well as some new execs we met last week in Vancouver who have joined the business from
outside Lulu, who are already working hard to turn this into a strength of the company. I want to just get ahead
of that. I mean, this is a very unique brand in retail. Look at our performance in Q4 and our intent to maintain
that kind of performance as we go forward. With all that said, let me pass the call over to Stuart to take you
through the financial results for and to talk about Let me start by offering some highlights on the quarter. Q4
was an important period for us with several key moments of truth. First, we began to see powerful benefits
from our new website. Second, we lapped tough comparisons in both comps and product margins. Third, we
cleared the expense pressure from the digital recovery earlier in the year. And finally, we accomplished all of
this while scaling product innovation, expanding internationally, and introducing new store formats.
Reflecting on , while we continue to see exciting innovation in our product assortments and store channels, the
more remarkable part of the story has been our digital business. Transformation may be too strong of a word,
but we certainly now have new capabilities in this area that are accelerating our growth. Celeste will share
additional details, but we are thrilled not only with the numbers we are seeing, but also with how well the
teams across technology, merchandizing, marketing, and e-commerce operations are collaborating. Looking
ahead, we are excited for with steady improvements in our product assortments and key innovation launches
setting us up well for this year. As we are now in the early days of , we are seeing the hard work over the last
year continuing to pay off. Store traffic is accelerating into Q1 and fueling sequential increases in store comps.
Online conversion benefiting from the new website continues to exceed expectations. Our digital business
continues to have much low-hanging fruit with additional opportunities in the near-term to fuel further
conversion increases, with website improvements planned this year and check-out, search, and
personalization. And finally, international continues to be an exciting part of the story, with accelerating store
growth in Asia and Europe. Looking beyond this year to and thereafter, we see a truly global business, dual
gender, digitally enabled with store and online communities driving authentic guest connections in new and
innovative ways. We continue to shape the industry through our product innovation strategies and new
category expansions that solve problems for our guests. This vision supports the financial and operational
goals we have previously offered for Let me now hand it over to Celeste to provide additional details. I am
happy to report strong Q4 results in North America, where both store comps and store traffic increased by a
low single-digit percentage. As Stuart mentioned, we now see store traffic trends accelerating into Q1. And
while the retail environment has somewhat improved, we believe much of our momentum is the result of our
omnichannel initiatives, as well as our investments in digital and brand marketing. Our multiple-store formats
enable us to reach guest where they live, delivering localized, tailored experiences. We continue to be happy
with the performance of our co-located stores. In , we plan to accelerate this program with approximately 20 to
25 stores in this powerful format. For the holiday season this year, we opened 24 pop-up locations. Not only
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did these stores allow us to fulfill holiday demand, but they were also a way to attract new guests. As Stuart
mentioned, our digital and e-commerce business saw structural changes with transformative investments
across people, process, and technology. Traffic was up in the double digits and we saw our best quarterly
conversion results of the year. The sequential comp acceleration in Q4 was enabled by the release of our new
website at the end of Q3. This release offered improved functionality, more compelling content and
storytelling, and improved product imagery. As a compliment to our digital strategies, our omnichannel
capabilities continued to expand. Our endless aisle functionality allows us to fulfill in-store demand with our
e-commerce inventory. We have the ability to ship-from-store in locations and will further expand this
capability in We will also roll out "buy online, pick up in store" functionality during the second half of the
year. Switching now to international. We continue to see a strong guest response as we expand our footprint in
drive awareness. In particular, we saw strength in digital where comps grew in the triple digits. We continue to
go after local e-commerce experiences, which in China will soon include a reach-out store to augment our
very successful TMall e-commerce business in the region. We ended the year with 23 stores in Asia, with our
comping stores generating higher sales per foot than our overall corporate average. Looking toward , we plan
to open 15 to 20 new locations in this region. We are encouraged by recent trends in Europe and continue to
see this as a major opportunity for us, although likely a slower build versus Asia. Turning now to digital and
brand marketing. This past holiday was our most successful to date in terms of reach, engagement and
collective growth. We acquired approximately 1 million new guests, with the largest growth coming from to
year-olds. By the end of the year, we doubled our email file versus last year, expanding an important vehicle
for us to directly engage our guests and drive traffic across both stores and online. Finally, I want to share
gratitude for our educators and employees around the world. Our people are our competitive advantage. We
know that when our people grow, our business grows. These results are a testament to our amazing collective.
Now to you, Sun. Outerwear and accessories are key for the fourth quarter and our assortments clearly
resonated. Jackets and outerwear comps up in the low double digits led by puffer and parka shapes, and our
new collection of seasonal bags were stand-out giftables. In January, we excited our guests with new product
flows that previewed our spring color palette and we are encouraged by the response thus far to a greatly
improved balance of color, print, and pattern now in store and online relative to our offering this time last
year. Looking forward, I am thrilled by our product pipeline which delivers a unique blend of function and
fashion that speaks to our guests and continues to scale our recent technical innovation. Our guests continue to
lever expanded ABC offering. The Jogger is now our No. One recent example is the new capsule collection in
partnership with Roden Gray, a leading Vancouver-based menswear boutique, which was successful and sets
the stage for larger product collaborations over the course of the year. First, we realized the final charges and
costs associated with the evolution of our ivivva business. Please see the Q4 financial supplement posted on
our investor site for additional details. The gross profit rate in Q4 was positively impacted by 10 basis points
related to the ivivva restructuring. Excluding this benefit, adjusted gross margin increased basis points versus
last year. This exceeded our expectations for the quarter, with the primary driver being a basis-point increase
in overall product margin resulting from favorability and product mix, lower product costs, and lower
markdowns versus last year. We continue to see opportunity to gain cost efficiencies within our supply chain.
This shift will help us continue to expand product margin into We saw 30 basis points of favorable impact
related to the foreign exchange impact in the quarter and also realized 40 basis points of leverage on
occupancy and depreciation. We are pleased that we were able to deliver expense leverage in Q4 at the high
end of our expectations. Approximately 60 basis points of the decrease relates to more efficient spend in both
our home office and store channel, while foreign exchange including both translation and revaluation
exposures contributed an additional 30 basis points of leverage. The adjusted effective tax rate for the quarter
was The increase relates primarily to higher investments in IT relative to last year.
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Lululemon SWOT Analysis Introduction Lululemon is an athletic apparel company specialising in the design,
distribution, and retail of technologically-sophisticated activewear. Encompassing a network of stores,
Lululemon maintains storefronts in 12 countries throughout North America, Europe, Australia, and Asia
Lululemon, Athletic apparel manufactured by Lululemon consists of advanced waterproof fabrics with
membrane technology to wick water away from the body while simultaneously preventing it from entering
deeper layers of the fabric MarketLine, In addition to its network of store locations, Lululemon maintains
active e-commerce channels through its websites. The company can also use these avenues as a platform to
feature new clothing products and stimulate demand for specific lines of athletic apparel. Firms dependent on
a low number of suppliers and manufacturers are highly susceptible to the operational fluctuations, time
delays, and quality standards of these companies Desai, However, due to the amount of success surrounding it
store operations in Australia, New Zealand, and the United Kingdom, Lululemon should focus on opening
additional stores in these regions now that its brand is more well-established Lululemon, According to its
annual report, Lululemon also secured contracts in the first quarter of to begin offering products through
partnerships in the United Arab Emirates, Qatar, Oman, Bahrain, and Kuwait, although it is too soon to tell
whether these channels are performing well. Another opportunity available to Lululemon includes expansion
opportunities through its e-commerce channels. Alas, consumer preferences for e-commerce purchasing and
the rising popularity of quality athletic apparel are factors Lululemon can combine and leverage to its
advantage. Thus, competition remains a threat to Lululemon MarketLine, Business models outside the core:
Lessons learned from success and failure. Research-Technology Management, 58 2 , pp. Supply chain risk
management framework: A fishbone analysis approach. Fundamentals of human resource management 4th ed.
Available from Business Source Complete. Fashion and Textiles, 4 1 , pp. Too new or too complex? Journal
of Fashion Marketing and Management: An International Journal, 21 2 , pp. Strategically leveraging corporate
social responsibility: A corporate branding perspective. California Management Review, 54 3 , pp. Is the
"Yoga Bod" the new skinny?: A comparative content analysis of mainstream yoga lifestyle magazine covers.
Body Image, 20 November , pp.
3: lululemon athletica inc. (LULU) 10K Annual Reports & 10Q SEC Filings | Last10K
Annual Report and Form 10K. lululemon athletica inc. (NASDAQ:LULU) is a yoga-inspired athletic apparel company with
products that create transformational.

4: lululemon athletica inc. (LULU) Q4 Earnings Conference Call Transcript
Speed read up to 10 years of entire 10K Annual Reports and Quarterly 10Q SEC filings for lululemon athletica inc.
(LULU) using our online tools to quickly find topics, view inline highlights of positive and negative remarks by
management or export to a PDF, Word or Excel file for offline viewing.

5: Lululemon Athletica (LULU) Sales per Country and Region, Annual Report - CSIMarket
These reports include, but are not limited to, our annual reports on Form K, quarterly reports on Form Q, current reports
on Form 8-K, and any amendments to those reports.
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The press release and accompanying annual report on Form Q are available under the Investors section of our website,
at www.enganchecubano.com We expect to open 40 to 50 company operated.

7: â€¢ Net revenue of lululemon, by segment worldwide | Statistic
Updated annual income statement for lululemon athletica inc. - including LULU income, sales & revenue, operating
expenses, EBITDA and more.
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This statistic depicts the net revenue of lululemon worldwide from to , by segment. In , the global net revenue generated
from lululemon's direct to consumer segment amounted to.

9: â€¢ Net revenue lululemon worldwide | Statistic
View/Download Income Statement for Lululemon Athletica inc. (LULU) showing Lululemon annual revenue, sales, profits
and more for ,
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