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PART I

Special Note Regarding Forward-Looking Statements
This report and some documents incorporated herein by reference include estimates, projections, statements relating to our business plans,

objectives, and expected operating results that are "forward-looking statements" within the meaning of the Private Securities Litigation Reform Act of
1995, Section 27A of the Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934. We use words such as "anticipates," "believes,"
"estimates," "may," "intends," "expects," and similar expressions to identify forward-looking statements. Discussions containing forward-looking
statements may be found in the material set forth under "Business", "Management's Discussion and Analysis of Financial Condition and Results of
Operations", and in other sections of the report. All forward-looking statements are inherently uncertain as they are based on our expectations and
assumptions concerning future events. Any or all of our forward-looking statements in this report may turn out to be inaccurate. We have based these
forward-looking statements largely on our current expectations and projections about future events and financial trends that we believe may affect our
financial condition, results of operations, business strategy, and financial needs. They may be affected by inaccurate assumptions we might make or by
known or unknown risks and uncertainties, including the risks, uncertainties and assumptions described in the section entitled "Item 1A. Risk Factors"
and elsewhere in this report. In light of these risks, uncertainties and assumptions, the forward-looking events and circumstances discussed in this report
may not occur as contemplated, and our actual results could differ materially from those anticipated or implied by the forward-looking statements. All
forward-looking statements in this report are made as of the date hereof, based on information available to us as of the date hereof, and we assume no
obligation to update any forward-looking statement.

ITEM 1. BUSINESS
General

lululemon athletica inc. is principally a designer, distributor, and retailer of healthy lifestyle inspired athletic apparel and accessories. We have a
vision to be the experiential brand that ignites a community of people through sweat, grow, and connect, which we call "living the sweatlife." Since our
inception, we have fostered a distinctive corporate culture; we promote a set of core values in our business which include taking personal responsibility,
nurturing entrepreneurial spirit, acting with honesty and courage, valuing connection, and choosing to have fun. These core values attract passionate and
motivated employees who are driven to achieve personal and professional goals, and share our purpose "to elevate the world by unleashing the full
potential within every one of us."

In this Annual Report on Form 10-K ("10-K" or "Report") for the fiscal year ended February 2, 2020 ("fiscal 2019"), lululemon athletica inc. (together
with its subsidiaries) is referred to as "lululemon," "the Company," "we," "us" or "our."

Our Products

Our healthy lifestyle inspired athletic apparel and accessories are marketed under the lululemon brand. We offer a comprehensive line of apparel
and accessories for women and men. Our apparel assortment includes items such as pants, shorts, tops, and jackets designed for a healthy lifestyle
including athletic activities such as yoga, running, training, and most other sweaty pursuits. We also offer fitness-related accessories.

Our design and development team continues to source technically advanced fabrics, with new feel and fit, and craft innovative functional features
for our products. Through our vertical retail strategy and direct connection with our guests, we are able to collect feedback and incorporate unique
performance and fashion needs into our design process. In this way, we believe we solve problems for our guests, helping us advance our product lines
and differentiate us from the competition.

Although we benefit from the growing number of people that participate in yoga, we believe the percentage of our products sold for other activities
will continue to increase as we broaden our product range.

Our Market

Our guests seek a combination of performance, style, and sensation in their athletic apparel, choosing products that allow them to feel great
however they exercise. Since consumer purchase decisions are driven by both an actual need for functional products and a desire to live a particular
lifestyle, we believe the credibility of our brand and the authentic community experiences we offer expand our potential market beyond just athletes to
those who pursue an active, mindful, and balanced life.



Although our primary and largest customer group is made up of women, we also design a comprehensive men's line and have a targeted strategy
in place to serve our male guests. Our business is growing as more men discover the technical rigor and premium quality of our products, and are
attracted by our distinctive brand.

North America is our largest market by geographical split, offering a mature health and wellness industry and sophisticated consumer. Additionally,
we are expanding internationally across Europe, the People's Republic of China ("PRC"), and the rest of Asia Pacific. We are expanding in these regions
via a decentralized model, allowing for local community insight and consumer preference to inform our strategic expansion.

Our Segments

We primarily conduct our business through two channels: company-operated stores and direct to consumer.

We also generate net revenue from outlets, sales from temporary locations, sales to wholesale accounts, through license and supply arrangements,
and warehouse sales. The net revenue we generate from these sources is combined in our other segment.

We operate in both the physical and digital space to better cater to the shopping desires of our guest. At the end of fiscal 2019, we had 491 stores
in 17 countries across the globe. In addition to being a venue to sell product, our stores give us a direct connection to our guest, which we view as a
valuable tool in helping us build our brand and product line.

Our direct to consumer segment includes the net revenue which we generate from our e-commerce website www.lululemon.com, other country and
region specific websites, and mobile apps, including mobile apps on in-store devices that allow demand to be fulfilled via our distribution centers or other
retail locations.

Company-Operated Stores

As of February 2, 2020, our retail footprint included 491 company-operated stores. While most of our company-operated stores are branded
lululemon, five of our company-operated stores are branded ivivva and specialize in athletic wear for female youth. Our retail stores are located primarily
on street locations, in lifestyle centers, and in malls.



Our company-operated stores by country as of February 2, 2020 and February 3, 2019 are summarized in the table below:

  
February 2, 

2020  
February 3, 

2019

United States  305  285
Canada  63  64
People's Republic of China (1)  38  22
Australia  31  29
United Kingdom  14  12
Japan  7  5
New Zealand  7  7
Germany  6  5
South Korea  5  4
Singapore  4  3
France  3  1
Malaysia  2  —
Sweden  2  1
Ireland  1  1
Netherlands  1  —
Norway  1  —
Switzerland  1  1
Total company-operated stores  491  440
__________
(1) PRC included six company-operated stores in Hong Kong, Special Administrative Region, two company-operated stores in Macao, Special Administration Region, and one

company-operated store in Taiwan, PRC as of February 2, 2020. As of February 3, 2019, there were five company-operated stores in Hong Kong, Special Administrative
Region, one company-operated store in Macao, Special Administration Region, and one company-operated store in Taiwan, PRC.

We opened 51 net new company-operated stores in fiscal 2019, including 32 net new stores outside of North America.

We perform ongoing evaluations of our portfolio of company-operated store locations. During fiscal 2019, we closed four of our lululemon branded
company-operated stores and two of our ivivva branded company-operated stores. As we continue our evaluations we may, in future periods, close or
relocate additional company-operated stores.

In fiscal 2020, our new store growth will come primarily from company-operated store openings in Asia and in the United States. Our real estate
strategy over the next several years will not only consist of opening new company-operated stores, but also in overall square footage growth through
store expansions and relocations.

We believe that our innovative retail concept and guest experience contribute to the success of our stores. We use sales per square foot to assess
the performance of our company-operated stores relative to their square footage. We believe that sales per square foot is useful in evaluating the
performance of our company-operated stores. During fiscal 2019, our sales per square foot was $1,657.

Sales per square foot is calculated using total net revenue from company-operated stores that opened, or opened in their significantly expanded
space, prior to the current fiscal year. The total net revenue of these stores for the fiscal year is divided by the total square footage of these stores at the
end of the year. The fiscal 2019 sales per square foot metric is based on an average square footage of 3,127 per store as of February 2, 2020. In fiscal
years with 53 weeks, the 53rd week of net revenue is excluded from the calculation of sales per square foot. The square footage of our company-
operated stores includes all retail related space, storage areas, and administrative space used by the store employees. It excludes any space used for
non-retail related activities. The sales per square foot metric we report may not be equivalent to similarly titled metrics reported by other companies.

Direct to Consumer

Direct to consumer is a substantial part of our business, representing 28.6% of our net revenue in fiscal 2019. We believe that e-commerce is
convenient for our core customer and enhances the image of our brand. Our direct to consumer channel



makes our product accessible to more markets than our company-operated store channel alone. We believe this channel is effective in building brand
awareness, especially in new markets.

We continue to evolve and integrate our digital and physical channels in order to enrich our interactions with our guests, and to provide an
enhanced omni-channel experience.

Other Channels

Other net revenue accounted for 8.6% of total net revenue in fiscal 2019, compared to 9.2% in fiscal 2018, and 8.9% of total net revenue in
fiscal 2017. Other net revenue includes sales made through the following channels:

• Outlets and warehouse sales  - We utilize outlets as well as physical warehouse sales, which are held from time to time, to sell slow moving
inventory and inventory from prior seasons to retail customers at discounted prices.

• Temporary locations - Our temporary locations, including seasonal stores, are typically opened for a short period of time in markets in which we
may not already have a presence.

• Wholesale - Our wholesale accounts include premium yoga studios, health clubs, and fitness centers. We believe these premium wholesale
locations offer an alternative distribution channel that is convenient for our core consumer and enhances the image of our brand. We do not
intend wholesale to be a significant contributor to overall sales. Instead, we use the channel to build brand awareness, including outside of
North America.

• License and supply arrangements - We enter into license and supply arrangements from time to time when we believe that it will be to our
advantage to partner with companies and individuals with significant experience and proven success in certain target markets.

We have entered into license and supply arrangements with partners in the Middle East and Mexico which grant them the right to operate lululemon
branded retail locations in the United Arab Emirates, Kuwait, Qatar, Oman, Bahrain, and Mexico. We retain the rights to sell lululemon products through
our e-commerce websites in these countries. Under these arrangements we supply the partners with lululemon products, training and other support. The
initial term of the agreement for the Middle East expired in January 2020 and we currently intend to stay in the market. The initial term of the agreement
for Mexico expires in November 2026. As of February 2, 2020, there were four licensed retail locations in Mexico, three in the United Arab Emirates, and
one in Qatar, which are not included in the above company-operated stores table.

Community-Based Marketing

We utilize a community-based approach to build brand awareness and customer loyalty. We pursue a multi-faceted strategy which leverages our
local teams and ambassadors, digital marketing and social media, in-store community boards, and a variety of grassroots initiatives. We also plan to
continue to explore how we can complement and amplify our community-based initiatives with global brand-building activity.

Product Design and Development

Our product design and development efforts are led by a team of researchers, scientists, engineers, and designers. Our team is comprised of
athletes and users of our products who embody our design philosophy and dedication to premium quality. Our design and development team identifies
trends based on market intelligence and research, proactively seeks the input of our guests and our ambassadors, and broadly seeks inspiration
consistent with our goals of function, style, and technical superiority.

As we strive to continue to provide our guests with technically advanced fabrics, our team works closely with our suppliers to incorporate the latest
in technical innovation, bringing particular specifications to our products. We partner with independent inspection, verification, and testing companies,
who conduct a variety of tests on our fabrics, testing performance characteristics including pilling, shrinkage, abrasion resistance, and colorfastness. We
develop proprietary fabrics and collaborate with leading fabric and trims suppliers to manufacture fabrics and trims that we ultimately protect through
agreements, trademarks, and trade-secrets.

Sourcing and Manufacturing

We do not own or operate any manufacturing facilities. We rely on a limited number of suppliers to provide fabrics for, and to produce, our products.
The following statistics are based on cost.

We work with a group of approximately 39 vendors that manufacture our products, five of which produced approximately 56% of our products in
fiscal 2019. During fiscal 2019, the largest single manufacturer produced approximately 17% of our



products. During fiscal 2019, approximately 33% of our products were manufactured in Vietnam, 16% in Cambodia, 15% in Sri Lanka, and 11% in the
PRC, including 2% in Taiwan, PRC.

We work with a group of approximately 76 suppliers to provide the fabrics for our products. In fiscal 2019, approximately 59% of our fabrics were
produced by our top five fabric suppliers, and the largest single manufacturer produced approximately 32% of fabric used. During fiscal 2019,
approximately 46% of our fabrics originated from Taiwan, PRC, 14% from the rest of the PRC, 19% from Sri Lanka, and the remainder from other
regions.

We also source other raw materials which are used in our products, including items such as content labels, elastics, buttons, clasps, and drawcords
from suppliers located predominantly in the Asia Pacific region.

We have developed long-standing relationships with a number of our vendors and take great care to ensure that they share our commitment to
quality and ethics. We do not, however, have any long-term term contracts with the majority of our suppliers or manufacturing sources for the production
and supply of our fabrics and garments, and we compete with other companies for fabrics, raw materials, and production. We require that all of our
manufacturers adhere to our vendor code of ethics regarding social and environmental sustainability practices. Our product quality and sustainability
teams partner with leading inspection and verification firms to closely monitor each supplier's compliance with applicable laws and our vendor code of
ethics.

Distribution Facilities

We operate and distribute finished products from our distribution facilities in the United States, Canada, and Australia. We own our distribution
center in Columbus, Ohio, and lease our other distribution facilities. We also utilize third-party logistics providers to warehouse and distribute finished
products from their warehouse locations in the PRC and the Netherlands. We regularly evaluate our distribution infrastructure and consolidate or expand
our distribution capacity as we believe appropriate for our operations and to meet anticipated needs.

Competition

Competition in the athletic apparel industry is based principally on brand image and recognition as well as product quality, innovation, style,
distribution, and price. We believe that we successfully compete on the basis of our premium brand image and our technical product innovation. We also
believe our ability to introduce new product innovations, combine function and fashion, and connect through in-store and community experiences sets us
apart from our competition. In addition, we believe our vertical retail distribution strategy and community-based marketing differentiates us further,
allowing us to more effectively control our brand image and connect with our guest.

The market for athletic apparel is highly competitive. It includes increasing competition from established companies that are expanding their
production and marketing of performance products, as well as from frequent new entrants to the market. We are in direct competition with wholesalers
and direct sellers of athletic apparel, such as Nike, Inc., adidas AG, and Under Armour, Inc. We also compete with retailers who have expanded to
include women's athletic apparel including The Gap, Inc. (including the Athleta brand) and Victoria's Secret with its Sport collection.

Seasonality

Our business is affected by the general seasonal trends common to the retail apparel industry. Our annual net revenue is weighted more heavily
toward our fourth fiscal quarter, reflecting our historical strength in sales during the holiday season, while our operating expenses are more equally
distributed throughout the year. As a result, a substantial portion of our operating profits are generated in the fourth quarter of our fiscal year. For
example, we generated approximately 47% of our full year operating profit during each of the fourth quarters of fiscal 2019 and fiscal 2018.

Our Employees

We believe that our people are key to the success of our business, and we strive to foster a distinctive corporate culture rooted in our core business
values which attract passionate and motivated employees who are driven to achieve personal and professional goals.

As of February 2, 2020, we had approximately 19,000 employees, of which approximately 11,000 were employed in the United States,
approximately 5,200 were employed in Canada, and approximately 2,800 were employed outside of North America. None of our employees are currently
covered by a collective bargaining agreement. We have had no labor-related work stoppages by our employees and we believe our relations with our
employees are excellent.



Intellectual Property

We have trademark rights on most of our products and believe having distinctive marks that are readily identifiable is an important factor in building
our brand image and in distinguishing our products from the products of others. We consider our lululemon and wave design trademarks to be among our
most valuable assets. In addition, we own many other trademarks for names of several of our brands, slogans, fabrics and products. We own registered
and pending U.S. and foreign utility and design patents, industrial designs in Canada, and registered community designs in Europe that protect our
product innovations, distinctive apparel, and accessory designs.

Securities and Exchange Commission Filings

Our website address is www.lululemon.com. We provide free access to various reports that we file with, or furnish to, the United States Securities
and Exchange Commission, or the SEC, through our website, as soon as reasonably practicable after they have been filed or furnished. These reports
include, but are not limited to, our annual reports on Form 10-K, quarterly reports on Form 10-Q, current reports on Form 8-K, and any amendments to
those reports. Our SEC reports can also be accessed through the SEC's website at www.sec.gov. Also available on our website are printable versions of
our Code of Business Conduct and Ethics and charters of the Audit, Compensation, and Nominating and Governance Committees of our board of
directors. Information on our website does not constitute part of this annual report on Form 10-K or any other report we file or furnish with the SEC.

ITEM 1A. RISK FACTORS
In addition to the other information contained in this Form 10-K, the following risk factors should be considered carefully in evaluating our business.

Our business, financial condition, or results of operations could be materially adversely affected by any of these risks. Please note that additional risks not
presently known to us or that we currently deem immaterial could also impair our business and operations.

Our success depends on our ability to maintain the value and reputation of our brand.
Our success depends on the value and reputation of the lululemon brand. The lululemon name is integral to our business as well as to the

implementation of our strategies for expanding our business. Maintaining, promoting, and positioning our brand will depend largely on the success of our
marketing and merchandising efforts and our ability to provide a consistent, high quality product, and guest experience. We rely on social media, as one
of our marketing strategies, to have a positive impact on both our brand value and reputation. Our brand and reputation could be adversely affected if we
fail to achieve these objectives, if our public image was to be tarnished by negative publicity, which could be amplified by social media, if we fail to deliver
innovative and high quality products acceptable to our guests, or if we face or mishandle a product recall. Additionally, while we devote considerable
efforts and resources to protecting our intellectual property, if these efforts are not successful the value of our brand may be harmed. Any harm to our
brand and reputation could have a material adverse effect on our financial condition.

If any of our products are unacceptable to us or our guests, our business could be harmed.
We have occasionally received, and may in the future receive, shipments of products that fail to comply with our technical specifications or that fail

to conform to our quality control standards. We have also received, and may in the future receive, products that are otherwise unacceptable to us or our
guests. Under these circumstances, unless we are able to obtain replacement products in a timely manner, we risk the loss of net revenue resulting from
the inability to sell those products and related increased administrative and shipping costs. Additionally, if the unacceptability of our products is not
discovered until after such products are purchased by our guests, our guests could lose confidence in our products or we could face a product recall and
our results of operations could suffer and our business, reputation, and brand could be harmed.

The recent COVID-19 coronavirus outbreak and related government, private sector, and individual consumer responsive actions may
adversely affect our business operations, store traffic, employee availability, financial condition, liquidity, and cash flow.

The outbreak of the COVID-19 coronavirus disease has been declared a pandemic by the World Health Organization continues to spread in the
United States, Canada, and in many other countries globally. Related government and private sector responsive actions may adversely affect our
business operations. It is impossible to predict the effect and ultimate impact of the COVID-19 pandemic as the situation is rapidly evolving.

The spread of COVID-19 has caused public health officials to recommend precautions to mitigate the spread of the virus, especially when
congregating in heavily populated areas, such as malls and lifestyle centers. In February 2020, we temporarily



closed all of our retail locations in Mainland China. All but one of these locations have since reopened. In March 2020, we temporarily closed all of our
retail locations in North America, Europe, Malaysia, New Zealand, and we temporarily closed our distribution center in Sumner, WA. These locations
currently remain closed. There is significant uncertainty around the breadth and duration of our store closures and other business disruptions related
to COVID-19, as well as its impact on the U.S., Canadian, and global economies, consumer willingness to visit stores, malls, and lifestyle centers, and
employee willingness to staff our stores once they re-open. The extent to which COVID-19 impacts our results will depend on future developments, which
are highly uncertain and cannot be predicted, including new information that may emerge concerning the severity of COVID-19 and the actions taken to
contain it or treat its impact.

We operate in a highly competitive market and the size and resources of some of our competitors may allow them to compete more
effectively than we can, resulting in a loss of our market share and a decrease in our net revenue and profitability.

The market for technical athletic apparel is highly competitive. Competition may result in pricing pressures, reduced profit margins or lost market
share, or a failure to grow or maintain our market share, any of which could substantially harm our business and results of operations. We compete
directly against wholesalers and direct retailers of athletic apparel, including large, diversified apparel companies with substantial market share and
established companies expanding their production and marketing of technical athletic apparel, as well as against retailers specifically focused on
women's athletic apparel. We also face competition from wholesalers and direct retailers of traditional commodity athletic apparel, such as cotton T-shirts
and sweatshirts. Many of our competitors are large apparel and sporting goods companies with strong worldwide brand recognition. Because of the
fragmented nature of the industry, we also compete with other apparel sellers, including those specializing in yoga apparel and other activewear. Many of
our competitors have significant competitive advantages, including longer operating histories, larger and broader customer bases, more established
relationships with a broader set of suppliers, greater brand recognition and greater financial, research and development, store development, marketing,
distribution, and other resources than we do.

Our competitors may be able to achieve and maintain brand awareness and market share more quickly and effectively than we can. In contrast to
our grassroots community-based marketing approach, many of our competitors promote their brands through traditional forms of advertising, such as
print media and television commercials, and through celebrity endorsements, and have substantial resources to devote to such efforts. Our competitors
may also create and maintain brand awareness using traditional forms of advertising more quickly than we can. Our competitors may also be able to
increase sales in their new and existing markets faster than we do by emphasizing different distribution channels than we do, such as catalog sales or an
extensive franchise network.

In addition, because we hold limited patents and exclusive intellectual property rights in the technology, fabrics or processes underlying our
products, our current and future competitors are able to manufacture and sell products with performance characteristics, fabrication techniques, and
styling similar to our products.

Our reliance on suppliers to provide fabrics for and to produce our products could cause problems in our supply chain.
We do not manufacture our products or the raw materials for them and rely instead on suppliers. Many of the specialty fabrics used in our products

are technically advanced textile products developed and manufactured by third parties and may be available, in the short-term, from only one or a very
limited number of sources. We have no long-term contracts with any of our suppliers or manufacturers for the production and supply of our raw materials
and products, and we compete with other companies for fabrics, other raw materials, and production. The following statistics are based on cost.

We work with a group of approximately 39 vendors that manufacture our products, five of which produced approximately 56% of our products in
fiscal 2019. During fiscal 2019, the largest single manufacturer produced approximately 17% of our products. During fiscal 2019, approximately 33% of
our products were manufactured in Vietnam, 16% in Cambodia, 15% in Sri Lanka, and 11% in the PRC, including 2% in Taiwan, PRC.

We work with a group of approximately 76 suppliers to provide the fabrics for our products. In fiscal 2019, approximately 59% of our fabrics were
produced by our top five fabric suppliers, and the largest single manufacturer produced approximately 32% of fabric used. During fiscal 2019,
approximately 46% of our fabrics originated from Taiwan, PRC, 14% from the rest of the PRC, 19% from Sri Lanka, and the remainder from other
regions.

We also source other raw materials which are used in our products, including items such as content labels, elastics, buttons, clasps, and drawcords
from suppliers located predominantly in the Asia Pacific region.

We have experienced, and may in the future experience, a significant disruption in the supply of fabrics or raw materials from current sources and
we may be unable to locate alternative materials suppliers of comparable quality at an acceptable price, or at all. In addition, if we experience significant
increased demand, or if we need to replace an existing supplier or
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