
ABSTRACT 

ENGLEHART, SARA ELIZABETH. Participation in Product Co-creation in an Online 
Brand Community for Athletic Apparel: Motivations, Degree of Engagement and Stages of 
Involvement. (Under the direction of Dr. Marguerite Moore and Dr. Genessa Devine.) 

 
 Consumer co-creation is a collaborative process in which consumers and a brand 

work together to develop a product. Co-creation of apparel products is growing in popularity 

due to the resulting products’ insured success with consumers. The process is being 

implemented in many apparel companies that have access to large amounts of consumer 

input through online brand communities or other platforms. This study aims to inform 

companies that seek to integrate consumer co-creation into their product development 

process. 

 The purpose of this study was to determine consumer motivations to join an online 

brand community, explore the degree to which consumers participate in product co-creation, 

and identify the stages of the product development process in which consumers become 

involved. Lastly, the study examined the relationship between the degree of engagement and 

stage of the product development in which the consumers were voluntarily participating. 

Based on M.A. Kaulio’s  (1998) research in the field of consumer involvement, the study 

used content analysis to analyze brand community member biographies as well as posts 

created by the members. The 2,395 biographies and 4,391 posts ranging in date from June 4, 

2013 to December 4, 2013 were retrieved from the popular yoga and lifestyle apparel brand, 

Lululemon’s, online brand community, Hey Lululemon.   

 Content analysis of online brand community  members’ biographies demonstrated 

four main motivations for joining and participating in online co-creation communities 

including active, occupational, personal, and brand loyal. Analysis of multiple individual’s 



feedback posts demonstrated consumers’ willingness to volunteer varying degrees of input at 

every stage of the product development process.   
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CHAPTER 1 

INTRODUCTION 

 The athletic apparel market has much to gain from understanding consumer opinions 

and ideas related to product performance. Apparel consumption, specifically, athletic apparel, 

has been found to be highly related to consumer self-image (Kozinets, 1999). This 

relationship inspires consumers to share product opinions and ideas to make and improve 

products and brands better suited to their needs. The practice of analyzing and mining 

consumer product reviews has exploded over the past decade due to the diffusion of 

interactive technology such as forums, chat rooms, and mobile technology (Fuller & Matzler, 

2007). This interactive environment provides a forum for consumers who strive for an active 

role in the development or co-creation of products (Gruner, Holum & Lukas, 2014). The term 

“co-creation” refers to the activity of firms incorporating consumers as members of the 

product development team (Hoyer, Chandy, Matilda, Krafft & Singh, 2010).  

 Online brand communities have been established across all markets, but have found 

the most success in apparel (Kim & Jin, 2006). It is within these communities that co-

creation takes place. This success of brand communities in apparel is due largely to 

consumer’s dedication to apparel products and brands as well as the tendency of apparel to 

directly correlate with self-image (Kim & Jin, 2006). Consumer motivations for participating 

in these communities vary. In order to better understand these motivations, analysis of 

member biographies and verbal participation within the community can be examined (Wu, 

Thomas, Moore & Carroll, 2013). The opinions voluntarily donated by consumers within 

online brand community forums have proved valuable for improving consumer satisfaction 
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with products (Fuller & Matzler, 2007). The communities allow participants to interact with 

their peer consumers through forums or chat rooms with little to no guidance or intervention 

from outside influences. This environment promotes innovative and creative idea sharing 

between the brand and consumers (Fuller, Matzler & Hoppe, 2008). Consumers are able to 

actively engage in the product development process at every possible stage (Fowler & Pitta, 

2005). The degree to which they engage varies from simply approving a product the brand 

has already produced to participation in complete product ideation. 

 To date, the most significant academic work related to product co-creation is 

provided by Kaulio’s (1998) framework of methods for customer involvement in the product 

development process. Kaulio (1998) proposed that customer involvement varies in degree 

during the product development process, thus leading to varied levels of product co-creation. 

Therefore, this framework is particularly useful for evaluating consumer contributions to 

product development. This study adopts Kaulio’s framework (1998) to research product co-

creation in athletic apparel using content analysis of consumer generated feedback within an 

online brand community. 

 

Purpose and Benefit of Research 

 There are two major aims of this research. First, the study seeks to identify the 

motivations for consumer participation in online communities for athletic apparel. Second, 

the study seeks to determine the degree to which customers in this online community engage 

in product co-creation. 

 Due to the newness of social media as a co-creative product development tool, basic 
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knowledge of consumer participation in co-creation processes is necessary to understand how 

to better utilize this technology to develop products. Specifically, the motivations for 

participation in a forum for a market leading performance apparel retailer were investigated. 

In this effort, the research aims to understand not only who participates in these forums, but 

why they participate. Using the same athletic apparel forum, this research investigates the 

actual degree to which consumers are currently participating in the co-creation process. By 

establishing an understanding of these emergent co-creation behaviors this study aims to 

inform companies that seek to integrate consumer co-creation into their product development 

process. 

 

Research Objectives 

 Based upon the nature of online communities as well as the newness of product co-

creation, the research is exploratory. Therefore, the following objectives are stated to drive 

the inquiry:  

 

RO1: Identify the motivations for participating in an online brand community. 

RO2: Identify the degree of co-creation taking place on brand community forums. 

RO3: Identify the product development stage in which consumers are participating. 

RO4: Examine the stage of product development engagement by degree of co-creation. 
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CHAPTER 2 
 

LITERATURE REVIEW 

 The literature review addresses four key areas: the relevance of the athletic apparel 

market in the field of co-creation, the evolution of online brand communities, consumer 

motivations for joining online brand communities, and a brief analysis of the research to date 

on product co-creation and its impact on the product development process.  

 

Athletic Apparel 
 

 The athletic apparel market is currently a $30 billion per year market and is still 

growing (Thompson, 2013). Athletic apparel is also referred to as sports apparel, 

performance apparel and fitness apparel. Although there is no formal definition for athletic 

apparel; the many working definitions include the terms clothing, function, and “used for/in”. 

For example the Sporting Goods Manufacturer’s Association defined sports apparel as 

“clothing designed for, or that which could be used in active sports” (Fowler, 2001, p. 83). 

According to a study from Cotton Incorporated in 2013, 61 percent of consumers between 

the ages of 13 and 70 work out at least twice per week. The top activities these consumers 

participate in are: walking, cardio, running, weights, and swimming, respectively. Despite the 

recent nationwide economic struggle, the market has steadily grown over the past decade, 

likely due to the considerable spending on athletic apparel clothing.  Consumers who 

frequently participate in fitness activities spend an average of $38 dollars per month on 

apparel designed for athletic purposes (Thompson, 2013). Even those who did not regularly 
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participate in fitness activity purchased an average of $31 dollars worth of athletic apparel 

per month (Thompson, 2013).  

With the evolution of textile technology, the realm of possible fibers, fabrics, and 

garments is enormous. Because of this, the athletic apparel market has been one of the largest 

drivers of innovation in the textile apparel industry thus far (Rigby, 1999). While not all 

athletic wear is being used in a high impact, fast paced sporting event, it must still perform in 

a way that is conducive to exercise. Collectively, the following properties are most desired by 

active consumers: comfort, fit, moisture wicking, flexibility, and breathability (Cotton 

Incorporated, 2013). However, running, for example, may require a breathable, flowing, 

comfortable garment, while in contrast a yoga garment requires stretch, fit close to the body, 

and flexibility (Fowler, 1999).  

As new athletic activities have been introduced, the athletic apparel market has 

responded with attire that meets the needs of the user and the activity.  For example in 2013, 

trending athletic activities included yoga, barre, zumba, martial arts, and aerial fitness 

(Thompson, 2013).  Brands are reacting to these trends by developing products targeting the 

consumers participating in these activities. Consumers’ need for appropriate fitness and sport 

apparel is the reason the athletic apparel market is thriving (Fowler, 2001).  

Athletic apparel is now being worn to perform tasks other than physical activity 

(Thompson, 2013). This recognition of the shift in product use has also lead to athletic 

brands expanding into the lifestyle apparel market in addition to performance or athletic 

apparel (Thompson, 2013).  According to a recent Cotton Incorporated report on the athletic 
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apparel market (2013), it is predicted that retailers will expand their athletic wear brands by 

ten to thirteen percent this year to satisfy growing consumer demand. 

Consumers are aware of how their body acts during exercise and are also very aware 

of their shape (Newell, 2006). Active consumers are some of the most body conscious 

consumers apparel companies are attempting to reach (Fowler, 1999). Consumers have 

strong opinions on exactly how they would like their athletic wear to perform (Newell, 

2006), the body awareness of active consumers makes them more likely to share their ideas 

and opinions on how to make the apparel function more efficiently (Gruner et al., 2014).   

 

Evolution of Online Brand Communities 

 Brand communities evolved when consumers discovered that they had interests 

nearly identical to others purchasing a specific brand’s products (Algesheimer et al., 2005). 

This knowledge was facilitated and fostered by brands that began to use these communities 

to reach their consumers (Brodie et al., 2011). Brand community was first defined by Muniz 

and O’Guinn (2001) as “a specialized, non-geographically bound community, based on a 

structured set of social relationships among admirers of a brand” (p. 412). This definition was 

derived from a complex sociological perspective considering the evolution of the term 

community over time. Brand communities allow consumers to feel a personal connection 

with the brand along with fellow members. Due to their loyalty and dedication to the brand, 

users tend to develop a “we-ness,” or “consciousness of kind,” among themselves (Muniz & 

O’Guinn, 2001). Members of brand communities demonstrate not only brand loyal 
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commonalities but also “oppositional brand loyalty” or collective dislike of competing 

brands (Muniz and O’Guinn, 2001, p. 418). 

 More recent studies of brand community have found that members have greater 

commonalities beyond their brand attitudes (Wirtz et al., 2013). McAlexander, Schouten, and 

Koenig (2002) explain communities in a social context focused on the interactions within the 

community. Their study states that communities are made up of their members along with 

“the relationships among them” (p. 38). Communities are places where members can “share 

resources” whether those resources are material, cognitive or emotional (Koenig, 2002, p. 

38). This model of consumer and brand relationships within a community began as illustrated 

in Figure 1, below. While this model is rather outdated, it is included in parts in more recent 

models of brand community relationships. 

 

 

Figure 1: Traditional Model of Consumer-Brand Relationship (Holt, 1995, p. 2) 

 

 Muniz and O’Guinn extended McAlexander et al’s research with a three-part model 

that addressed both brand to customer and customer to customer communication (Figure 2). 

The inclusion of the customer to customer communication in the Muniz and O'Guinn model, 

provided greater relevancy to online and virtual brand community communications. This 

model is only slightly different from the original which included only one consumer 
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interacting with the brand alone. The difference is the introduction of consumer interaction 

among their peers creating the triad. This added consumer to consumer interaction has 

allowed for drastic change in communication within online brand communities (Muniz & 

O’Guinn, 2001). 

 

Figure 2: Model of Brand Community Triad (Muniz & O’Guinn, 2001, p. 413)  

 

 The most recent model (Figure 3), developed as an updated version of the first model 

(Figure 1), is consumer-centric in its approach (2002). The five-part model addresses a single 

consumer surrounded by all of the possible brand community influences including the brand, 

product, other customers, and marketer. Each consumer engages with each of those 

components in a two-way relationship. According to the authors, this complex relationship is 

made possible through community. 
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Figure 3: Consumer Centric Model of Brand Community (McAlexander et al., 2002, p. 39) 

 

Brand Communities as Social Networks 

 Social networking and its high paced evolution have changed the way brands can 

reach their consumer (Fowler &Pitta, 2005). “The internet has fostered communication from 

its inception (Fowler & Pitta, 2005, p. 284).” Networking capabilities allow consumers to 

communicate with each other as well as the host brand on a variety of platforms. Thanks to 

this concept, the idea of a “virtual community” was introduced. A virtual community was 

defined by Hagel and Armstrong (1997) as “a network of people with common interests 

communicating with each other electronically” (p. 143). The verbiage has evolved with 

technology and most virtual communities are now referred to as online brand communities. 

In 2006, over 40 million people were involved in some sort of online community (Kim & 

Jim, 2006). This statistic is estimated to have increased substantially since 2006 as more 

brands are hosting and promoting their communities and consumers are connecting to the 

internet via mobile devices and tablets in addition to laptop and desktop computers (Gruner, 
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Homburg, Lukas, 2014). The shift from offline to online communities allows for better 

participation and ease of use among more of the brand’s consumers. For these reasons, 

involvement in communities spiked when the switch to online communities was made. Many 

brands, such as Harley Davidson and Lego, with existing offline communities have evolved 

their relationships with consumers by adding an online platform (Wirtz et al., 2013).  

 Online brand communities allow consumers to communicate quickly and easily with 

the brand and one another (Wirtz et al., 2013). Examining these relationships is essential as 

they have an impact on the consumer’s brand purchasing behaviors (Wind, 1976). A virtual 

or online community is comprised of at least three known components as summarized by Lee 

et al. (2003): (1) a computer mediated space in which there are no barriers of communication 

from geographical boundaries or location, (2) communication and interpersonal interaction 

among members (or multi-users) and content or topics of discussion generated by 

participants; and (3) a forum for public discussion where a sense of community and 

relationships are built. 

 

Apparel Brand Communities 

Apparel brands are ideal brand community hosts (Kim & Jin, 2006). Apparel 

consumers have a high level of involvement in their purchasing behavior because their 

decisions are based on self-image (Kim, 2006). According to the U.S. Census Bureau (2004), 

apparel sales have been bolstered by e-commerce and this same success is expected to be 

mirrored in online brand community participation (Brodie et al., 2011). Kozinets (1999) 

explains the relevance of brand community in apparel by directly relating the formation of 
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self-image with the member’s perceived value of a virtual community. More recent research 

by Kim and Jin (2006) explains: 

Virtual communities that center on apparel products have a strong potential for 

success due to the fact that apparel consumption is interrelated to one’s self-image. 

Apparel is used as a tool to enhance one’s self-concept or reinforce an image one 

wishes to present about themselves to others in a social environment. As such, 

members who participate in virtual communities that support consumption activities 

central to their self-image are more likely to be active and loyal members (p. 45). 

Athletic apparel, specifically, is central to one’s idea of self-image as one is wearing the 

apparel while working towards their self-image goals (Thompson, 2012). Brand communities 

in other markets, while successful, are comparatively less successful in engaging consumers 

than apparel communities (Kim & Jim, 2006).   

 

Engagement in Online Brand Communities 

Online brand communities allow for members to join and participate in a variety of 

ways. Most online brand communities require a user to create a “virtual identity” meaning 

they create a username and profile which they will use to post in other areas of the 

community (Bagozzi & Dholakia, 2002). The members are then able to communicate within 

the brand community. There are two types of possible communication within an online brand 

community: synchronous communication and asynchronous communication (Powazek, 

2002). Synchronous communication occurs in a chat room environment where everyone 

involved can respond immediately (Powazek, 2002). Asynchronous communication, the 
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more common of the two, occurs within forums and on discussion boards (Powazek, 2002). 

This asynchronous form of communication allows discussions to last longer and can include 

more consumers at one time because communication is not simultaneous (Mason, 2001). 

Within an online brand community, the brand that creates and monitors the site is called the 

host. Communication within an online community must follow the guidelines set up by the 

host. The host’s guideline and policies vary based on the brand and are capable of 

moderating language, topic, and other interactions. 

 “Engagement” is the term given to any voluntary involvement or interaction within an 

online brand community (Brodie et al., 2013). While other terms such as participation and 

involvement are also used, engagement was determined to be the word used to academically 

describe these activities. This term was discovered through a word frequency study carried 

out by Brodie et al. (2013). Customer engagement and brand engagement both have very 

complex definitions that have been adopted as research has developed. The current accepted 

definition of customer engagement written by Hollebeek (2011) is “the level of a customer’s 

motivational, brand-related and context-dependent state of mind characterized by specific 

levels of cognitive, emotional and behavioral activity in brand interactions” (p. 245). Brodie 

et.al. (2013) furthered Hollebeck's customer engagement definition (2011) by addressing 

engagement within a virtual brand community: 

Consumer engagement in a virtual brand community involves specific interactive 

experiences between consumers and the brand, and/or other members of the 

community. Consumer engagement is a context-dependent, psychological state 

characterized by fluctuating intensity levels that occur within dynamic, iterative 
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engagement processes. Consumer engagement is a multidimensional concept 

comprising cognitive, emotional, and/or behavioral dimensions… (p. 107) 

Brodie et al.’s (2013) definition explains the complexity of engagement within these virtual 

communities. Engagement in the brand community includes posting on a forum or message 

board and may also include voting, "liking", or responding to other consumer comments 

(Bagozzi et al, 2002). Research has been done to explain why and how consumers respond to 

others initial comments and how to use them (Moe & Schweidel, 2012).  

 

Motivational Themes for Joining Online Brand Communities 

 Hagel and Armstrong (1997), in one of the first studies of virtual community, stated 

that there are four basic reasons communities are both developed and utilized: interest, 

relationship, fantasy, and transaction. Interest in a topic or brand is what leads many 

consumers to join a brand. Communities that are designed or used to meet and interact with 

people exemplify the relationship-based reason. Some hosts and members are looking for an 

escape in a virtual community and therefore embrace the fantastical idea of a virtual 

personality and community. Online brand communities are most used for the latter, 

transaction, meaning they are used to share information (Muniz & O’Guinn, 2001). 

Relationships are also formed when consumers join to interact with their peers as well as the 

host brand (McAlexander et al., 2002). 

 Specific motivations for joining online brand communities have been a large research 

addressed by several authors. Hennig-Thurau et al. (2004) generated a list of eight motivators 

for participating in a brand community. These motivators were said to be present across all 
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markets and communities. The list includes: (1) venting negative feelings, (2) concern for 

other consumers, (3) self-enhancement, (4) advice-seeking, (5) social benefits, (6) economic 

benefits, (7) platform assistance, and (8) helping the company.  

 Baldus & Austin (2013) researched consumer motivations for joining online brand 

communities using content analysis methodology.  The motivations were categorized as 

brand-focused, community-focused and personal.  Brand-focused motivations were most 

prevalent in online apparel brand communities due the consumer’s evident brand loyalty and 

passion (Baldus & Austin, 2013). Community-focused motivations are more common in 

communities based around activity interests (Powazek, 2002).  Most active community 

participants are involved in sports and fitness activities (Fowler, 2001). Communities serve 

as a way for active consumers to share fitness schedules, classes and events with each other. 

This is where the “relationship” factor of a community is illustrated (Hagel and Armstrong, 

1997). Personal motivations are present in many apparel communities with differing topics or 

personal benefits being discussed (Baldus & Austin, 2013) . 
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Table 1 

Motivational Themes for Joining Online Brand Communities 

            Brand-Focused Motivations 
Brand Influence The degree to which a community member wants to influence the brand. 
Brand Passion The ardent affection a community member has for the brand. 

Up-to-date Information 

The degree to which a community member feels that the brand community 
helps them to stay informed or keep up-to date with brand and product-
related information 

          Community-Focused Motivations 

Connecting 
The extent to which a community member feels that being a member of the 
brand community connects them to some good thing bigger than themselves 

Helping 

The degree to which a community member wants to help fellow community 
members by sharing knowledge, experience, or time with other community 
members. 

Like-minded 
Discussion 

The extent to which a community member is interested in talking with people 
similar to themselves about the brand. 

Seeking Assistance 
The degree to which a community member wants to receive help from fellow 
community members who share their knowledge, experience, or time. 

Validation 
A community member's feeling of the extent to which other community 
members affirm the importance of their opinions, ideas, and interests 

                   Personal Motivations 

Rewards (Hedonic) 

The degree to which a community member wants to gain hedonic rewards 
(e.g. fun, enjoyment, entertainment, friendly environment, and social status) 
through their participation in the community 

Rewards (Utilitarian) 

The degree to which a community member wants to gain functional rewards 
(e.g. monetary rewards, time savings, deals or incentives, merchandize, and 
prizes) through their participation in the community. 

Self-Expression 
The degree to which a community member feels they can express their true 
interests and opinions. 

 

Note: From “The Rules of Community Engagement” by Baldus & Austin, 2013, p. 3 

 

 While Table 1 presents several very detailed descriptions of potential motivators, the 

motivations for both joining and participating in a brand community are highly dependent on 

the nature of the brand (Baldus & Austin, 2013). For example, the motivations for joining a 

performance apparel brand’s community will differ greatly from those for joining a maternity 

wear brand’s community (Deaconu, 2008).  
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Consumer Co-creation 

 Loyal brand consumers have extensive product knowledge that allows them to engage 

in consumer-to-brand and consumer-to-consumer relationships with a level of legitimacy 

(Fuller et al., 2008). This knowledge of the products, brand and market make them ideal team 

members for the brand’s virtual product development team (Fuller et al., 2008). Consumers 

involved in a brand community are viewed by host brands as, essentially, an outsourced 

research and development team (Fuller and Matzler, 2007). The members of brand 

communities behave much like “creative consumers”, meaning they become innovative 

thinkers and sharers willing to donate their ideas to the brand in order to improve it (Berthon 

et al. 2007).  

 The evolution of these creative consumers who want to be involved in product 

development is due to, among other factors, the growth of the do-it-yourself (DIY) market as 

well as the expansion on the idea of customized apparel (Moreau, 2011). The do-it-yourself 

market has taught consumers that they are capable or designing and creating their own 

products (Moreau, 2011). Additionally, mass customization is a growing marketing trend, 

which allows consumers to choose details such as color, trims, and sizing specifications to fit 

their wants and needs. This idea gave consumers the empowerment that they, too, can design 

a great product (Deaconu, 2010). Both DIY and mass customization success can be attributed 

to the Internet’s large supply of open source images and data (Deaconu, 2010). The access to 

online product images, production stories and product creation techniques, through blogs and 

websites like Pinterest, has served as a learning tool for consumers (Moreau, 2011). Using 

these tools, consumers develop a better idea of what exactly they want or need in a product 
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by being able to imagine the possiblities (Deaconu, 2010). They can then share this 

information with a brand in an attempt to make their ideas a reality.  

 Other forms of idea sourcing from consumers, such as crowd sourcing and focus 

groups have been used for years. Both methods involve the consumer, however, both require 

monetary support, a substantial amount of time, and structure (Moreau, 2011). Crowd 

sourcing allows consumers to supply input on a product, however they often expect 

something in return (Moreau, 2011). Focus groups, while still in use after being developed 

decades ago, often discourage the proposition of completely new and innovative product 

ideas due to the fact they are lead by a brand leader of some sort looking to get answers to 

their own questions regarding the product being discussed (Moreau, 2011). These sources of 

consumer knowledge and ideas lack the organic nature of an open forum for consumer and 

brand communication found in the co-creation process (Hoyer et al., 2010).  

 Co-creation was defined by O’Hern and Rindfleisch (2009) as “a collaborative new 

product development (NPD) activity in which consumers actively contribute and select 

various elements of a new product offering” (p. 4). The co-creation process is essentially 

using consumer ideas, knowledge, and reviews to create innovative, successful, and desired 

products (O’Hern & Rindfleisch, 2009). This process is appealing to both companies and 

consumers for a multitude of reasons, the most important being higher consumer satisfaction 

(Hoyer et al., 2010). Effective management of the co-creation process leads to a strong 

competitive advantage in the market through higher consumer satisfaction  (Prahald & 

Ramaswamy, 2004). The concept of co-creation has grown significantly over the past decade 

and in the research field allowing consumer integration into innovation and product 
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development to be listed as a top research priority by the Marketing Science Institute 

between 2008 and 2010. 

 From a theoretical perspective consumer co-creation is a valuable tool for product 

development, however this tool also presents challenges for the brand and consumer alike. 

First, consumers often struggle to articulate their ideas (Kano, 1984). This is a particular 

issue for consumers who are less educated about a brand’s products. They often have greater 

difficulty articulating their product needs and wants in terminology that the brand can 

translate for their product development process. Consumers may not have the technical fabric 

or fit terminology and knowledge to describe their wants and needs.  Another issue sprouts 

from the idea that without using a product, many consumers do not know what they desire. 

This issue leads to negative reviews or upset customers because they are unable to 

distinguish what they do want, and instead only articulate what they do not want (Ulwick, 

2002). The factors that consumers are unhappy with were termed “dissatisfiers” in Kano’s 

model of articulation (1984). Dissatisfiers, which Kano (1984) places in the category of basic 

product factors, are easier for consumers to point out because they are implied, self-evident, 

and expected in products. Therefore, when consumers do not get those in a product they are 

not satisfied. An additional challenge relates to consumers' expectation that their voice will 

be heard by a brand. Therefore if they do not see their ideas or product suggestions accepted 

by a brand, they often develop negative feeling and purchase intent towards a brand and its 

products (Hoyer et al., 2010). 

Co-creation is, at this point, most present in product development within an existing 

brand, however the concept is expanding (Hoyer et al, 2010). Models and processes have 
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been developed that allow consumers to not only engage in product development, but also 

brand development. Boyle (2007) has created a specific “brand co-creation” model in which 

entrepreneurs and potential consumers work as a team to create the desired brand. Co-

creation has proved successful in products in many markets and has sparked a revolution in 

consumer engagement in product ideation and creation (Prahalad, 2004).  

 

Kaulio’s Framework 

 M.A. Kaulio (1998) addressed the topic of consumer involvement in product 

development in “Customer, consumer and user involvement in product development: A 

framework and a review of selected methods”. Kaulio studied the different methods of 

product involvement and how each one attempted to include consumers and their opinions. In 

his research, he developed a framework on which he placed seven different methods of 

consumer involvement in order to better understand how involved consumer are in each stage 

of the product development process (Figure 4). The seven methods he studied included 

quality function deployment (QFD), user-oriented product development, concept texting, 

beta testing, consumer idealized design, lead user method, and participatory ergonomics. The 

framework is expressed on two axes.  The vertical axis measured the degree of involvement, 

while the horizontal axis represented the product development process from specification to 

final product.   
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Figure 4: A framework for the analysis of methods for customer involvement in product 
development (Kaulio, 1998, p.142) 

 

 Kaulio divided the product development process up into five stages including 

specification, concept development, detailed design, prototyping, and final product. While he 

did not exclusively define these stages, it is assumed that they are consistent with the well-

known definitions of these stages and terms, which are common within the product 

development field. He did, however, define the definitions of his three types of customer 

involvement, design by, design with, and design for, which for purposes of this study, were 

renamed degrees of engagement (Table 2). His framework was used as a model in this study 

to map individual consumer comments. 
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Figure 1. A framework for the analysis of methods for customer involvement in product development.

In this paper, the word 'customer' is employed as a synonym for consumer or user. The term
'customer involvement in product development' denotes the interaction between customers
and the design process.

Longitudinal and lateral dimensions of customer involvement

In order to compare methods, a framework is needed, in which the different methods can be
related to. In this case, the framework is constructed of two dimensions of involvement: the
longitudinal and the lateral (see Fig. 1). (The concepts of longitudinal and lateral involvement
originate from a study of clients' relations to organizations, in this case patients' relations to
hospitals (Lefton & Rosengren, 1962).) Interpreted in the context of product development,
the longitudinal dimension can be seen as the points of interaction between customers and
the design process. In order to describe this dimension, the different phases of a product
development project (i.e. specification, conceptual development, detailed design, prototyping
and final product) are used.

The lateral dimension, in contrast, captures how deeply customers are engaged in the
design process. This dimension is related to what role the customers have when they interact
with the design process and to what degree customers partake in design work. In order to
describe this dimension, the categories 'design for', 'design with' and 'design by', as described
by Eason (1992), are used. (Eason discusses different interpretations of the term user-centred
design (UCD) in the field of information system development, and has slightly different
definitions of the terms 'design for', 'design with' and 'design by', mainly based on the history
and evolution of different UCD approaches. These definitions are the author's interpretations
of Eason's categories applied to product design.) Applied to the area of product design, the
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Table 2 

Kaulio’s Definitions of Degree’s of Engagement 

Note: From Customer, consumer and user involvement in product development: A framework 
and a review of selected methods by M. A. Kaulio, 1998 
 

 
 
 

 

 

 

 

 

 

 

 

Design 
For 

The engineers design and are the leading actors. The customers, 
consequently, are more or less 'objects' from which it is possible to elicit 
general requirements. The approach focuses on an initial diagnosis and a 
deductive transformation of these initial requirements into performance 
measures. Utilizing this strategy, the design process is guided by data on 
the consumers. 

Design 
With 

This strategy can be describes as a way of maintaining a formal dialogue 
with the customers. Concepts and prototypes here, developed parallel to 
and evaluated in relation to each other in systematic ways. In these 
approaches, the customers react to one or several product concepts 
presented, and the information is fed back to the designers. 

Design 
By 

This strategy is participative, in that a qualitative leap in the relationship to 
customer is made, and a sharp distinction between customers and 
designers ceases to exist. Customers take part, not only by relating their 
problems, needs and wishes, but also by being actively included in the 
process of developing and selecting different design solutions. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

Research Design 

 The purpose of this study is two-fold. The first purpose is to identify the motivations 

of consumers to participate in online brand communities. The second, addressing RO2 

through RO4, based on Kaulio’s (1998) framework, is to identify the degree of engagement 

(Design By, Design With, Design For) related to the five stages of the product development 

process (Specification, Concept Development, Detailed Design, Prototyping, Final Product). 

In order to address these objectives, a qualitative research design was adopted using content 

analysis for data evaluation of community biographies and postings. The source of data for 

the study is provided by the Lululemon brand community Hey Lululemon 

(www.heyLululemon.com). Lululemon is a market leading yoga, studio, running and 

lifestyle apparel brand with global outlets headquartered in Vancouver, Canada. The brand 

has gained somewhat of a cult following consisting of thousands of brand loyal consumers 

since it’s founding in 1998. The brand continued to grow in popularity with the expansion of 

the athletic and yoga apparel category. Lululemon’s community provides an appropriate 

context for consumer’s proven loyalty and dedication to the brand as well as its products due 

to the nature of the brand’s following. Lululemon consumers are known to have a high level 

of product knowledge and live a lifestyle that is cohesive with the brand’s philosophy. For 

this reason, this brand’s consumers seemed to be an ideal sample of co-creative consumers.  

Hey Lululemon was set up to allow members to join, create a personal biographical profile, 
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and post in an open forum setting to provide feedback and product ideas. To address the first 

objective, identifying motivations for participating, individual member biographies are 

analyzed. The later objectives, identify the degree of co-creation taking place on brand 

community forums, identify the product development phase in which consumers are 

participating in, and examine the stage of product development engagement by degree of co-

creation (i.e. RO2-RO4), are explored through analysis of members’ posts within the open 

feedback forum.  

 

Data Collection 

 All data was gathered from the online brand community Hey Lululemon. To address 

the study’s first objective, data was gathered digitally. Hey Lululemon member biographies 

dating from June 4, 2013 to December 4, 2013 were saved in a pdf format and imported into 

Nvivo 10 research software (N=2,391). These biographies were retrieved from the Connect 

section of the website. Upon joining the community, members are asked to connect by 

writing a brief biography about themselves for others to view. Users are given three optional 

prompts to respond to when creating their biography including Location, My Story, and 

Favourite Way to Sweat. New members are also given an opportunity to upload between one 

and five pictures of themselves. Finally, present in each user’s biography is the date joined 

and the last date the user has accessed his or her profile. 6,261 members who joined between 

June 4, 2013 and December 4, 2013 chose to leave all fields empty in their personal profile. 

These biographies were not included in the study.  
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Figure 5:Sample Member Biography (HeyLululemon.com/people) 
 
 
 
 To address the latter three objectives (i.e. RO2-RO4), postings within the feedback 

section of the website dating from June 4, 2013 to December 4, 2013 were content analyzed 

and classified into categories based upon the Kaulio (1998) framework which describes 

degree of involvement and stage of engagement. The three classifications for involvement 

include: design for, design with, and design by. The categories for degree of involvement 

begin with least amount of consumer involvement: design for. Then as consumer 

involvement is increased, they are categorized as design with and design by, respectively. 

The scale in which stage of engagement is categorized includes: specification, 

conceptualization, detailed design, prototyping, and final product. This categorization was 

performed manually by the researcher using a code sheet. Also recorded were the category in 

which the member posted, the number of comments on the post, and the number of votes on 
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the post.  The study only incorporated data from original posts when addressing the latter 

research objectives (i.e. RO2-RO4). These posts were created within an open forum meaning 

there was little to no intervention by the host brand, Lululemon. Before posting, each member 

must agree to adhere to the House Rules, or the guidelines set up by the brand (Figure 6). 

 

 

Figure 6: Hey Lululemon House Rules (www.heyLululemon.com/houserules, 2014) 

 

Analysis 

 Digital content analysis was used to analyze the data for the first objective of this 

study: identifying the motivations for participating in the community. For the latter 

objectives, content analysis was also employed; however, data analysis for this portion of the 

study was conducted manually by the researcher as opposed to by an automated software 

system. Content analysis is a proven successful tool for analyzing large amounts of 

unstructured data (GAO, 1996, Zhang & Wildemuth, 2009). Content analysis is defined by 
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Holsti (1969)  as, “any technique for making inferences by objectively and systematically 

identifying specified characteristics of messages” (p. 14). The creation of the Internet and 

accompanying emergence of social media and online community platforms has created a 

great opportunity for the use of content analysis (Deaconu, 2010). The process can be 

performed manually through reading and scanning of messages or digitally using one of the 

many software programs developed to perform qualitative data analysis. Content analysis 

goes far beyond simple word frequency queries by allowing a researcher to identify 

underlying themes and meanings within subjective content and in some cases identifying 

potential relationships (Zhang & Wildemuth, 2009).  

 A key factor in content analysis is the categorization process. Categories within 

content analysis are defined as “a group of words with similar meaning or connotations” 

(Weber, 1990, p. 37). Two different approaches using content analysis are adopted to address 

the study’s objectives. Objective one required the researcher to create new categories to 

identify the motivations for participating in online brand communities. NVivo software was 

used to analyze the data from the biographies gathered to address RO1. Word frequency 

queries were used to generate overall themes. Queries were performed with a two letter 

minimum and using a similar words setting to allow the software to group multiple versions 

of a word together for purposes of analysis (i.e. run, running, and runner). Objectives two 

through four employed Kaulio’s (1998) framework for customer involvement in product 

development.  
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CHAPTER 4 

RESULTS 

 

Research Objective 1 

 

Sample Characteristics 

 A total of 8,652 profiles were created between June 4, 2013 and December 4, 2013. 

Within that sample, 2,391 biographies consisted of useable data for the study, meaning they 

had one or more responses to the three given prompts: Location, My Story, Favourite way to 

Sweat.  The Location prompt demonstrated the global reach of Lululemon. The majority of 

members were located in the United States or Canada, the founding country of the brand. 

Participants from other countries were present as well including Australia, France, England 

and others. The gender and other demographic details were neither requested by Lululemon 

nor volunteered by respondents within member biographies.  

 

Content Analysis Results 

 Using a content analysis approach, four general categories of motivations for 

participating in the online brand community Hey Lululemon were established. Based on the 

data, four categories of motivations for participating in this performance wear brand 

community include (1) occupational, (2) active, (3) personal, and (4) brand loyal (Table 3). 

Many members’ motivations for joining fit into multiple categories; therefore, the categories 

are not mutually exclusive.  
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Table 3 

Definitions of Motivational Themes 

 

 

 

 

 

 

 

Active Motivations 

 While members of this community were asked to indicate their preferred fitness 

activity, it was evident from some responses that these activities were the sole reason for 

joining and participating in the community. This excerpt from a biography reiterates this: 

“Thanks lulu if it weren't for your cute workout wear I would never be as excited as I am to 

wake up in the morning and run my heart out!...” Many common activities arose in the data 

illustrating the commonality between members allowing relationships to be formed. For 

example, the word yoga was found in over half (61%) of the users’ biographies and is 

prominent in the corresponding word cloud graphic (Figure 4). Other top activities included 

running, crossfit, pilates and dance. Users often related their personal activities to the brand’s 

products by discussing exactly what they wear to perform their activity and why.  
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Figure 7: Biography Analysis Word Cloud (Refer to Appendix A for numerical data) 

 

Occupational Motivations 

 Based on member biographies, many participants of the community are employed by 

the fitness industry. In turn, performance apparel plays an active role in their job. This was 

found to be the motivation for participating in Hey Lululemon for many members. The terms 

teacher and teach were identified in 199 biographies (8.3%), and the term instructor was 

found in 161 biographies (6.7%). This can be seen in the word cloud as both the words 

instructor and teach are in large text (Figure 7). This member is an instructor in multiple 

trending fitness activities: “In 2006 I became a cycle studio instructor and in 2011 I became a 

Les Mills Body Combat and Body Pump Instructor and 2012 a Les Mills CXWORX 

Instructor and Metafit Instructor.” The members stated on multiple occasions that their 

professions are what drives them to stay active in the Lululemon community. Active 

professions were not the only evidence of occupational motivations. Many members 
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referenced their professions as office or corporate jobs, however they still discussed the 

Lululemon brand products being ideal work wear. This excerpt from a member’s biography 

demonstrates this: “…I live in lulu clothes on the weekend, evening, for travel and do my 

best to incorporate a piece or two with my skirts and high heels when I'm at work…” 

Members with varying occupations made similar comments. Many went as far as to say 

Lululemon is the only apparel they will wear to work regardless of whether their job is 

fitness related.  

 

Brand Loyal 

 Motivations within this category demonstrate the community member’s dedication 

and loyalty to the brand itself. Members often referenced the date they began using the 

brand’s products, their favorite products, and most often their overall love for the brand. 

Common phrases included “love Lululemon”, “love the [product name]” and similar. For 

example, one consumer stated: “I love the brand and literally wear lulu everywhere I go.” 

Statements similar to this were found in 174 biographies (7.2%). Words illustrating this in 

the word cloud include love, lulu, Lululemon, and multiple product names (Figure 7). Other 

members were more subtle about their love for brand simply mentioning a product they wore 

often or a brand quality they found admirable. For example, this member admires the sleeve 

and pant lengths Lululemon offers: “Bottom line I have long legs and long arms so when I 

discovered Lululemon I started my quest to replace every hoodie and long sleeve shirt as 

well as yoga pants with ones from Lululemon.” Members with motivations in this category 

seemed to be the most knowledgeable of the brand’s products.  
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Personal Motivations 

 Due to the nature of the active wear industry, body image and healthy lifestyles are 

nearly synonymous with performance apparel. Evidence of this was found in many 

biographies through expression of dedication to staying healthy, fit and self-confident. 

Biographies included terms such as body (134 references, 5.6%), health (113 references, 

4.7%), and weight (122 references, 5%) in discussions of why they would be active 

participants in the online community. All of these words are evident in the word cloud used 

to generate the motivational themes (Figure 7). The following biography exhibits personal 

motivations, with the consumer’s mention of fitness and health, as well as active and brand 

loyal motivations: 

I started weightlifting and dieting as a way to get into shape for a bikini competition. 

Along the way I found out about Lululemon and have fallen in love with all the 

products! I now wear lulu almost everyday. Leggings have replaced my old jeans. 

Fitness and healthy living is my passion. 

Many biographies, like this one, include multiple motivations for joining and participating in 

the brand community.  

 

Research Objective 2 

 The sample used to address RO2 consisted of 4,391 consumer posts within the 

feedback section of Hey Lululemon. Posts ranged in date from June 4, 2013 to December 4, 

2013. The degree of co-creation within this study was measured on the scale created by 
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Kaulio (1998). The three degrees of engagement included: design for, design with, and 

design by as defined by Kaulio (1998) (Table 2).  

 Manual content analysis revealed that the design for category was most common 

within this online co-creation community (47%). The design with category was the next most 

common (35%), followed by design by (8%). A small portion (9%) of the postings was 

unrelated to product development; therefore, they were not categorized for use in this data 

analysis.  

 

Table 4 

Degree of Engagement Citations 

Degree of Engagement Number of Postings Percent of Total Postings 

Design For 2063 47% 

Design With 1556 35% 

Design By 347 8% 

Unrelated to Product Development 395 9% 
 

 

Design For 

The most common category among the sample posts was design for. This category 

describes product creation and development performed by the company alone. This category 

indicates the lowest level of consumer involvement according to Kaulio’s (1998) definitions . 

The product is designed to fit consumer needs; however the needs were established through 

direct contact with the brand’s consumers. These results are due to, in large part, the newness 
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of co-creation and this particular co-creation community. It appeared consumers were 

tentative in expressing their opinions in many cases judging by their phrasing. Design for 

comments included phrases such as “bring back” and “one more time”. Among posts in the 

design for category, consumers were simply asking Lululemon to continue carrying or restart 

carrying the products that they liked. Some posts simply named the product and asked for its 

to return to the retail outlets such as the following posted by Subject A: “Please, Please, 

Please bring the gratitude wrap back.........one more time!!!!!” Others described exactly what 

they like about the product that was designed by the brand. An illustration of this example 

posted by Subject B: 

With its deep hood, wonderful, thick luon and thumbholes...this is the one and only 

great jacket that I will ever wear during my yoga practice. I own two, and they are 

collectors items to me, because Lulu does not make them anymore. It is comfy, has 

long length so it covers the lower back during bends, it is warm but has a two way 

zipper so you can adjust it if you get too hot, or if you are sitting and you want the 

lower half to be open (great on plane flights!). It dries in a few hours, it does not fade, 

it is TOTALLY PERFECT!!! Please bring it back with the metal pocket zippers that 

do not chafe at the stitchings on the arms (that was an issue on a later version, but the 

item was suppressed before it could ever be corrected, sadly). 

Posts like Subject B’s describe in detail the reason for product success. This post illustrates 

the design for process, however the details as to why the consumer enjoys the product can be 

applied in a similar manner to those in the design with category. One factor contributing to 

the abundance of postings categorized within design for was a contest being hosted by 
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Lululemon during the time the data was gathered. The contest titled One More Time, 

encouraged consumers to post about the products that they would like to see Lululemon 

reintroduce to the market. The product corresponding with the product post with the most 

votes was then promised to be produced and sold by the company. The contest lasted only 

one month, however the phrase One More Time was present in postings until the last date of 

data collection (i.e. December 4, 2013).   

 

Design With 

 The design with category was the next most prevalent with 1,556 comments (35%). 

This category contained product opinions and ideas that appeared to be collaborative between 

the participant and Lululemon. Comments in this category often suggested a small 

adjustment to an existing product such as an added color, altered trim, or adjusted fit. This 

post by Subject C discusses two of these small changes: 

Hey Lulu, First, I want to see more natural colors - earth tones, jewel tones - for a 

more   classy and elegant look for fall. Second, I want to see a thicker material and 

bigger hood (the comfy kind that you can hide under) for your scuba hoodies. Thank 

you.  

Posts like Subject C’s were extremely common. Many consumers express that they love the 

product but have one small change they would like to make. Another common phrase 

describing these posts in consumer comments is “if only”, meaning that the consumers would 

be happy “if only” one detail was changed. Other posts within this category propose ideas for 

product lines or products but do not contain many details. The detailed descriptions of 
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products or product lines do not fit into this category, however the broad brainstorming-like 

ideas are categorized as design with. For example, this post by Subject D proposes a new line 

for the brand: 

just wondering if you've ever considered a maternity line? Staying active during 

pregnancy is super important but feeling comfortable and cute is also important. I 

know the length of many of your tops work for pregnancy but it would be amazing if 

they were actually cut to fit your growing bump (…) 

The brand often interacted with actively posting members through the comments section of 

Hey Lululemon. This interaction between the brand and the consumer further illustrates the 

collaborative nature of the design with category. For example, in response to Subject D’s post 

regarding a maternity line, a Lululemon employee posted a comment discussing the many 

products the brand produced considering expectant mothers and promised she would 

consider the issue more in future product development.  

 The final unique type of post in this category is similar to that discussed above. Many 

consumers suggest the brand enter a new market to address different activities. As new 

activities gain popularity, and even newer activities are created, consumers realize they have 

a need for apparel to wear when performing these activities. According to their feedback, 

consumers often revert to trusted brands to find the associated product, however the product 

is not always available. These gaps in existing product lines discussed by consumers are 

essentially opportunities for the host brand. Consumers then make an effort to design a 

product for this activity with the brand, or suggest the market opportunity to the brand for 
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consideration. Crossfit is an example of one of these trending activities and this post by 

Subject E attempts to bring this to Lululemon’s attention: 

WHY AREN'T YOU GUYS TARGETING US WE'RE A HUGE MARKET it 

doesn't really matter, we buy it anyway. In fact, Lululemon's about as popular with 

CrossFit boxes as "Reebok CrossFit" and Rogue Fitness, both brands that exist for the 

CF market. Just one thing I'd like to see, if you ever decide to target CrossFitters: 

Please make some pants and shorts with tougher material on the front of the shins & 

thighs. When we do bar work (deadlifts, cleans, snatches) the knurled surface of the 

bar abrades the front of the garment. Other brands get around this problem by making 

the majority of the garment out of canvas or other tough material, and then placing a 

strip of stretchy Lycra-like stuff around the inseam to allow the athlete to reach full 

range-of-motion. You may be able to come up with a better solution, I don't know. 

This post, like many others, grows into an expanded list of comments, which collectively 

suggest numerous small changes that can be made to current Lululemon apparel to make it 

compatible with a desired activity. This communication is a key function of the design with 

category. Interaction is essential for collaboration, which is necessary in the co-creation 

process.  

 

Design By 

 Postings categorized as design by were the least common representing 7% of the all 

postings (N=347). These posts required the consumer to have a well-defined idea of what 

type of product they desire and the skills to explain their preference to an experienced 
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product developer. Comments included a detailed description of a desired product including 

fabric, fit, trim, and color. These posts also illustrated consumer knowledge of both the brand 

and the industry. Posts in this category often discuss participants’ desired product as if this 

proposed hypothetical item was already in the development process. This post by Subject F is 

an example of this:  

Hello please make a high waisted compression legging. This legging will offer 

medium to high compression in areas where women need a bit of slimming. Please 

make them with a bit of a shimmer if possible, and slippery so nothing will stick to 

them. These would be a fantastic seller. 

The members engaging to this degree seem to implicitly consider themselves part of the 

product development team. They have ideas that they believe would be successful and clearly 

articulate these ideas. One consumer went as far as to take an existing product, offer a list of 

the good and bad characteristics of the product, and then offer the solution to these issues 

through the creation of a completely new product. This community member’s post was titled 

“My ideas to make something better: the functional fitness short.” Posts in this category use 

common product development terms such as concept development, fabric types, and other 

technical design terms. Other consumers propose ideas that they claim are proven to be 

successful. They indicate they have found others with the same desire or have conducted 

their own market research. For example, the following post written by Subject G, proposes a 

Lululemon Iphone case:  

I would LOVE to see some Lululemon-branded iPhone cases hit the market in the 

accessories department! I know I would scoop one of those up in the blink of an eye, 
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and I'm sure many fellow Lulu addicts would feel the same way! I think a great place 

to start would be with the Lululemon logo against black or white backgrounds - 

simple yet still very recognizable. Eventually, I would be really happy to see some 

more "special-edition" type cases - perhaps the year's SeaWheeze print, a line 

exploring the yamas, a special Wanderlust edition, silhouettes of different "Sweat 

Life" activities, etc. There are so many possibilities, and this would be just one more 

(very customizable) way for Lulu fans to show their love for the brand - and for The 

Sweat Life! 

Overall, these comments, while less frequent in the data, can be very beneficial to the brand. 

They combine many of these steps in the product development process into one themselves 

and propose their refined idea to the product development team at Lululemon.  

 

Research Objective 3 

 To address RO3, manual content analysis was again employed. The 4,391 postings 

were each categorized into one of the five stages of product development used in Kaulio’s 

framework (1998). Unlike the degrees of engagement, Kaulio (1998) did not offer definitions 

of the stages of product development that he includes in the model. The following 

descriptions of product development stages were generated for the purpose of coding the 

data, particularly within relation to active wear products (Table 4). The content analysis 

revealed that the most common stage of involvement was final product followed by detailed 

design, concept development, prototyping, and specification, respectively (Table 5).  
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Table 5 

Stages of Product Development Descriptions 

Stage Description 
Specification Stage in which the sizing scale, and basic needs of the 

consumer are examined 
Concept 

Development 
Stage in which brainstorming of new ideas occurs. Ideas 
for lines, products, fabrics and more are accepted, further 
developed and refined 

Detailed Design Stage in which trims, fabrics, colors, and basic fit are 
addressed 

Prototyping Stage in which garment functioning issues are addressed 
Final Product Stage in which the product is launched for retail. All 

components of the product have been fully developed and 
approved. 

 
 
 
Table 6 

Stage of Product Development Citations 

Stage of Development Number of Postings Percent of Total Postings 
Specification 371 8% 

Concept Development 452 10% 
Detailed Design 1078 25% 

Prototyping 398 9% 
Final Product 1659 38% 

 

 

Specification 

 Specification posts were the least common within the sample (8%). One factor 

that potentially affected this finding is the incidence of a single post containing content 

related to more than one stage of product development. For coding in the analysis, a post 

was classified into the stage that was most obvious within the participants’ commentary. 
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Many small comments were made regarding specification within large posts that were 

categorized as Concept Development or Prototyping.  

Posts categorized into the Specification stage of product development were mainly 

focused on desired sizing. Due to the nature of active wear, size and fit are also extremely 

important attributes. Fit related posts, specifically, were categorized into the Prototype stage. 

Size differs from fit in that sizes must be developed in order for fit to be analyzed by the 

consumer. A large amount of posts in this category request that the company produce 

different sizes due to the consumer’s inability to wear a Lululemon garment.  Many posts 

request a wider range of product sizes, or further consideration of body type. For example, 

one common request was larger bra sizes offering more support. This post by Subject H 

demonstrates that request: 

I know that Lulu has made the Tata Tamers, and the Energy Bra with the idea of 

larger busted girls.  I am a 32 DD, and I really love those two bras, but it is rather 

upsetting that these are the only two bras I can comfortably wear to my yoga class, or 

running, or crossfit. There are plenty of females who have breasts larger than a B cup 

who are wearing your product, and love it. It would be lovely to have more cute and 

functional bras than those two options for the many different sizes. 

 

Concept Development 

 Posts placed in the concept development category (10%) focused on general ideas 

for products. These posts proposed new, innovative ideas for products and product lines. 

Posts in the Concept Development category, unlike those in many of the other categories, 
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did not contain an existing product name. They did, however, often contain the name of 

one of Lululemon’s branded fabrics such as Luon, Silverescent, or Full-on Luon as 

consumers would personally develop a product, and then apply an existing company 

fabric to the product. These posts contain ideas that would normally come up in a 

brainstorming session conducted by the product development team within an apparel 

company.  

 

Detailed Design 

 Posts categorized as Detailed Design (25%) discuss fabrics, trims, and color. 

Consumers had distinct preferences for these details. These posts often mentioned the name 

of the product the consumer had purchased and liked and then suggested one small change. 

For example this post suggests a small change to the popular leggings, Wunder Unders: “I 

absolutely LOVE the wunder under crops! I'd like them better if there were more colors, 

patterns and reversible pairs!” While this post suggests a general need for color, others go 

further to suggest specific colors, fabrics, or trims. A few posts even included an associated 

color swatch, photograph, or link for the product developers to reference. Overall, these posts 

referenced one or more details of a Lululemon garment, either through approval of them or a 

suggested change.  

 

Prototype 

 Posts categorized into the Prototype stage of product development (9%) were mainly 

related to fit and garment function. These posts contained insight that would have been 
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discovered during the prototype phase of product development. The prototype phase in the 

active wear product development process involves the sampling of prototyped garments, 

fabrics and trims in order to create the best functioning and fitting garment possible for its 

associated fitness activity. Discussions within these posts referenced fit, cut, seam failure, 

durability issues, fabric thickness, and function. Consumers discussed exactly what they had 

either liked or disliked about an existing products fit, or suggested something new related to 

fit and function. This post, for example, demonstrates a consumer requesting a small change 

in fit: “these shirts are really great, but they are still too loose. When I downward-dog in a 

yoga class, it comes down to my chest. Could you make them a little tighter fit?” Seam 

failure or durability issues were also placed in this category due to the fact that product 

testing would occur during the prototype phase of product development. This post, by 

Subject I, references the issue: “I'm so disappointed that the thread at the crotch of the 

Wunder under crops RVRS (Paris Perfection/Black) came out and I don't think it can be 

saved...” This post was accompanied by a photograph of a seam failure in which the thread 

was unraveling from a serged inseam. This category was especially relevant to the active 

wear industry because fit is so important when choosing apparel to wear when performing a 

fitness activity.  

 

Final Product 

 Posts categorized into the Final Product stage (38%) are related to the completed 

product available for purchase. These posts were mainly consumers approving a product the 
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brand has launched. Consumers often discussed the characteristics or functions of the product 

they like or disliked. This example, posted by Subject F, demonstrates approval of a product: 

I would buy it out in every colour....  I have tried most base layers and none have 

provided me with the warmth and wind breaking protection quite like my turn around 

top. I also love how simple the design is - there are no frills, blocked colour, seams 

that make it over designed.  The fabric isn't as delicate as some of lulu's others and 

the length is perfect. I have honestly worn it AT LEAST once a week (I live in a 

windy city so summer still gets a chill) over the last couple of years and it still looks 

great. This example of quality is the reason I became so interested in buying your 

brand. 

The content of the post not only states the member’s love for the product but also explains 

why he or she loves it. Posts categorized as final product were all very similar. Common 

positive terms included “one more time”, and “love it”. Negative terms were also common 

within the posts including “stop”, “awful” and “never buying again”. The most evident 

commonality among posts within this category was the mention of a specific product name 

either in the title of the post or within the body text of the post. The Final Product category 

was the largest of the product development stages with 38 percent of the sample. /this may 

indicate consumers found it easy to simply state their opinions on an existing product. Unlike 

posts in other stages of the product development process, posts in this category did not 

require the consumer to generate any original ideas to donate to the brand. The posts were 

short in length with a minimum of three words and an average length of two to three 
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sentences compared to full paragraphs found in other categories, therefore requiring less time 

to create. For these reasons, these posts were prominent in the community’s feedback forum.  

 

Research Objective 4 

 Research objective four, examines the stage of development by degree of 

engagement, facilitated the previous objectives’ data to be combined in a way that made 

them easier to understand and apply to future co-creative product development endeavors. 

Analysis of the data consisting of 4,291 community members’ posts demonstrates that the 

degree of consumer engagement decreases as the product development process moves closer 

to a final product (Figure 8). The data showed an obvious shift toward consumer involvement 

in the earlier stages of product development such as specification and concept development. 

Consumer involvement is then absent at the final stage of the product development process.  
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Figure 8: Degree of Engagement by Stage of Development  

 

Table 7 

Degree of Engagement by Stage of Development Citations 
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Design By 

 Posts categorized as design by were present in four of the five stages of product 

development used for categorization in this study. The four categories in which design by 

categorized posts included: specification (0.8%), concept development (5.%), detailed design 

(4%) and prototyping (.05%). These are the earliest stages of the product development 

process. Comments categorized as design by were most common within the concept 

development stage. This is due to the tendency of design by posts to be structured similar to a 

conceptual idea that would be proposed in a product development brainstorming session. 

Ideas the consumers created were well thought out and descriptive, however the main 

message of their posts was the proposition of a completely new product concept. The posts, 

therefore, were placed in the concept development category. The design by posts categorized 

into the specification phase of product development consisted of posts requesting specific 

sizes or product dimensions. For example, this knowledgeable consumer knew that the 

reason she dislike her current shorts was the length of the inseam, so he/she proposed a 

specific length (7 inches) for a new product. Subject G posted: “Still shorts have an 11" 

inseam, turbos 4.5" but rarely do you find anything with a 7" inseam. It would be nice if Lulu 

made a happy medium. So many people have reported being self conscious in short shorts...” 

This post is just one example of the many suggested specific measurement and sizing 

specifications the consumer believes the brand should use and produce in the future. Posts 

categorized both as design by and Detailed Design suggested specific changes to a garment 

or product. They often suggested specific colors, a researched fabric, or a change in type of 

trim. Some posts placed in these two categories went as far as to add a color swatch or link to 
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a specific fabric already on the market. This post, created by Subject H, discusses her 

proposed color and fabric for a product already developed by the brand:  

Are there ever going to be any fun colors in the Rulu Vinyasa Scarf?  I think we have 

seen a lot of stripes and neutrals.  I think that the soft pink and the bleached coral 

were washed out, and the rulu in those two colors was too much like luon light.  They 

just did not sit as nice as the scarves in darker colors either.  I returned both.  I would 

like to see a raspberry pique or a surge pique. 

Design by posts were also found within the prototyping category. There were only two posts 

categorized in this way because it is very difficult for a consumer to propose a function or fit 

without proposing an entire garment. The two posts that did fall into this combination of 

categories both described the activity they were going to be performing in the proposed 

garment and listed the function and fit characteristics necessary for that application. Many 

posts categorized as design by discussed a proposed fit or function, however they went 

further in developing the product, therefore moving it into the concept development phase. 

Design by engagement was not found within the final product phase because a consumer is 

not capable of completely designing and launching a fully developed product without help 

from the brand. This eliminated the possibility of posts categorized both as design by and 

final product.  

 Overall, design by was the least common degree of engagement within the sample 

(9%), however the posts in this category provided some of the most useful content for the 

Lululemon product development team. These comments, as mentioned before, can be treated 

as outsourced research and development. The ideas are new, unique and proven to be desired 
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by at least one consumer. These comments truly exemplify the process of co-creation and the 

impact a consumer can have on the product development process.  

 

Design With 

 Posts categorized as design with were most common within the detailed design stage 

(19%). The design with degree of engagement was also present in the prototyping (10%), 

specification (8%) and concept development (6%) stages. Posts placed in both the design 

with and detailed design degree and stage suggested small alterations in product design, 

therefore offering to co-design the product with the brand’s product development team. 

Design with was most prevalent in detailed design because this was the easiest category for 

consumers to offer their input. Discussing a small change in fabric or color is something most 

consumers can do even with minimal product knowledge (Prahalad & Ramaswamy, 2004). 

Consumers often suggested color ranges or a broad fabric performance trait they wished the 

product would obtain. Next most commonly categorized as the design with degree were posts 

within the prototyping stage of product development. Like detailed design, this category 

seemed easy for consumers to discuss by suggesting small tweaks to existing fit and function 

of garments. specification posts, like prototyping posts, allowed for easy collaboration with 

the host brand, Lululemon. Consumers appeared to have no problem discussing a desired size 

range or technical specification ideas. Concept development phase related posts are unique 

within the design with degree of engagement. Consumers looking to design with the brand 

are not extremely knowledgeable in the textiles, active wear or product development fields. 

Within the concept development categorized posts, consumers propose these ideas in 
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Lehman’s terms, and allow the brand to then take things into their hands. Posts placed into 

both of these categories (i.e. design with &  either detailed design, concept development, 

specification, or prototyping) are ideal examples of co-creation in product development. The 

consumer is suggesting size, fit, function, color or any other product attribute they desire 

therefore allowing the company to create the product with them. Final product stage related 

posts could not be categorized as design with because the consumer’s opinions did not play 

any role in the existing final product’s development or launch. The final product category 

relates only to products that have already been launched. While they may have used 

consumer opinions to develop the product in the past, the consumers currently discussing 

them did not design them with the brand.   

 

Design For 

 Design for posts were most common in the final product category (47%). That was 

followed in frequency by detailed design (7%), concept development (2%), specification 

(1%) and finally prototyping (1%). The final product stage of the development process was 

comprised entirely of design for comments (Figure 4). In this stage, consumers were 

approving existing products that had already been developed into final products by the brand. 

Because this category does not allow for adjustment or change by the consumer seeking co-

creation, the only possible comments are those of approval or blatant disapproval. Posts 

categorized as both design for and in the final product phase do not involve any consumer 

input to creating a new product. These posts have potential to be beneficial to the company, 

however not in the same way co-creative comments are because they do not provide any new 
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ideas or suggestions. The second most common phase of development to be categorized as 

design for was detailed design. As discussed with design with comments, design details 

seemed easy for consumers to discuss. Talking about a color or fabric does not require 

extensive knowledge of performance apparel. Most detailed design comments categorized as 

design for were, again, approving of something the brand had already developed whether that 

be color, pattern, fabric, or trim. Specification, concept development and prototyping posts 

were rarely categorized as design for. This is because these are the areas consumers were 

interested in changing. Consumers appear to know exactly how they want a garment to fit, 

and the sizes they want access to meaning they are rarely going to automatically approve 

what the brand is already doing in these areas. Active wear, by nature, is highly dependent on 

sizing and fit since consumers are performing an activity in the apparel and the garment must 

function correctly (Thompson, 2012). Conceptual development posts were rarely categorized 

as design for because the majority of conceptual development approval was placed in the 

final product category. Since the brand has already developed and launched a product in 

order for the post to be categorized as design for, the concept has, most likely, already 

developed into a final product. This, therefore, shifts the posts categorization from concept 

development to the final product stage, which was very common as discussed earlier.  
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CHAPTER 5 

CONCLUSIONS & IMPLICATIONS 

 

Conclusions 

 This study led to four conclusions drawn through the analysis of sample data. 

Through content analysis of brand community member’s biographies, it was found that there 

were four major motivations for participating in online brand communities. These four 

motivations included occupational, personal, brand loyal, and active. Among the three 

degrees of engagement within the product co-creation process, the degree design for was 

most common. This was then followed by design with and design by. Among the five stages 

of product development consisting of specification, concept development, detailed design, 

prototyping, and final product, posts were most commonly categorized as final product. 

Following final product in frequency were the categories detailed design, concept 

development, prototyping, and specification, respectively. The overall theme found in 

consumer co-creation posts within the studied online brand community was a decrease in 

degree of engagement as the product development process moved towards a final product.  

  This study on Hey Lululemon demonstrated that consumers are willing to donate 

opinions at every stage of product development at varying degrees. The research shows that 

consumers are more willing to simply express approval of an existing product (i.e. design for, 

Final Product) than to generate new ideas on their own. While this type of consumer 

feedback may not be beneficial in the consumer co-creation process, it is useful to the brand 

in other ways. Consumers are offering detailed design input at every degree of engagement. 
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This type of input is easiest for consumers to articulate and allows the brand to implement 

small changes into existing successful products. This type of input fuels the co-creative 

process. Finally, the concept development that takes place within online brand communities 

by consumers is extremely useful to co-creative product development. While posts and 

comments of this sort (i.e. design by, Concept Development) were not common on the 

website studied, each individual post contains a large amount of useful product development 

input. As the site continues to grow, the amount of consumer co-creative input will as well. 

Implementing these ideas and comments will bolster the success of future products due to 

their already large amount of consumer input. 

 

Implications 

This research has many implications specifically related to mass customization and 

the future of product development. One of these is the further proof of possible success in 

using mass customization. This data analysis shows that some consumers are, in fact, 

interested in making their own design decisions. Mass customization would allow consumers 

to do this on a larger scale under controlled limitations created by the hosting brand. Data 

gathered from consumer comments, like those on the Hey Lululemon website, can be applied 

as the options offered to those consumers looking to customize their products. Next, the 

research further explains the relevancy of online brand communities in building consumer-

brand relationships. Interaction within communities, like Hey Lululemon, allows a brand to 

personally connect their consumers. Consumers are able to view the brands interactions and 
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respond to them within the brand-hosted community. These opinions are extremely valuable 

to the host brand in developing successful products.  

 Long-term implications of this research provide companies with insight into what 

they can expect from consumers within an online co-creation brand community for 

performance apparel. In any feedback-based forum, results in terms of product development 

input will resemble the results of this study. Consumers, as shown in the results of data 

analysis, are willing to donate their ideas throughout the process at varying degrees. 

Knowing this, companies may be able to prompt consumer responses in order to gain the 

knowledge they are seeking to gain from consumers themselves. Consumers can eventually 

be taught through brand guidance how to contribute to the product development process 

more effectively. The challenge in these situations will be maintaining the open and 

innovative space from becoming too structured or confined.  

 

Limitations 

 This study was very specific in that it only examined the online brand community of 

one brand, Lululemon. While it is expected that the results are relevant across the field of 

athletic wear, this cannot be guaranteed. Most online brand communities are set up uniquely 

visually, technically, and in terms of potential consumer engagement. The websites generally 

contain an area for members to discuss themselves and an area for them to discuss existing or 

potential products. This can be set up, however, in a countless number of ways. This set up is 

likely to affect the way a consumer interacts with the website itself as well as the brand. 
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 A further limitation of this study and most research focused on online brand 

communities is the reach of the community or ability to access. In order to access an online 

brand community, one must have access to the Internet and be technologically savvy enough 

to interact with the website and therefore the sample the data was gathered on was limited. 

 

Further Research 

 This study leads to a plethora of further research questions that relate to encouraging 

engagement, guiding engagement and further understanding of consumer’s motivations for 

participating within these online brand communities. An area that was not addressed within 

this study was the lack of participation by many brand community members. Thousands of 

community members refrained from entering any personal information within the connect 

section of the website and never made an effort to post within the feedback section. 

Understanding why these consumers joined the community but did not participate and how to 

prompt them to do so would be beneficial in assuring higher participation within brand 

communities. Further, understanding how their ability to view others posts and opinions 

affects their opinion of the brand and its products would allow brands to better edit consumer 

added content for a stronger brand image. 

 Also, future research should address molding co-creative product development in 

order to make the gathered information more useful to the brand. While the open atmosphere, 

allowing unguided continuous conversation, must be maintained, there is a possibility for 

host brands to strategically interact within forums like Hey Lululemon in order to guide 

conversations towards topics on which the brand is seeking input. Further research should 
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focus on how to do this without losing consumers’ organic idea generation. This can be done 

through analysis of current brand and consumer interaction within existing brand 

communities or through a simulation in which the brand attempts to guide a forum 

conversation in the direction they would like. Due to the newness and fast growing nature of 

consumer co-creation in product development, there are numerous opportunities for future 

research.  
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Appendix A: Research Objective 1: Word Frequencies of Member Biographies 

 

Word Count Weighted Percentage (%) 

yoga 1458 2.13 

running 859 1.25 

love 679 0.99 

new 385 0.56 

run 320 0.47 

crossfit 303 0.44 

hot 276 0.40 

years 238 0.35 

fitness 234 0.34 

pilates 208 0.30 

training 205 0.30 

dance 171 0.25 

life 164 0.24 

instructor 161 0.23 

now 150 0.22 

hiking 149 0.22 

time 148 0.22 

work 147 0.21 

spin 140 0.20 

body 134 0.20 

classes 130 0.19 

day 130 0.19 

gym 130 0.19 

wear 126 0.18 

weight 122 0.18 

just 120 0.18 

barre 113 0.16 

class 113 0.16 

cycling 113 0.16 

like 110 0.16 

trainer 110 0.16 

tennis 109 0.16 

working 107 0.16 

lifting 103 0.15 

runner 103 0.15 

teacher 101 0.15 

teach 98 0.14 

year 98 0.14 

live 97 0.14 

active 96 0.14 

get 96 0.14 
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personal 96 0.14 

swimming 96 0.14 

one 94 0.14 

biking 91 0.13 

spinning 89 0.13 

zumba 87 0.13 

sports 84 0.12 

bike 83 0.12 

old 80 0.12 

vinyasa 80 0.12 

first 77 0.11 

group 77 0.11 

workout 77 0.11 

coach 76 0.11 

walking 76 0.11 

long 75 0.11 

teaching 75 0.11 

well 71 0.10 

dancing 69 0.10 

great 68 0.10 

store 68 0.10 

vancouver 67 0.10 

fit 66 0.10 

lover 64 0.09 

things 64 0.09 

good 63 0.09 

weights 63 0.09 

yogi 63 0.09 

clothes 62 0.09 

exercise 62 0.09 

high 62 0.09 

living 62 0.09 

team 62 0.09 

cardio 60 0.09 

health 60 0.09 

started 60 0.09 

feel 59 0.09 

mom 58 0.08 

skiing 56 0.08 

healthy 55 0.08 

strength 55 0.08 

clothing 54 0.08 

much 54 0.08 

pants 54 0.08 

studio 54 0.08 

want 54 0.08 

certified 53 0.08 
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school 53 0.08 

playing 52 0.08 

really 52 0.08 

volleyball 52 0.08 

week 51 0.07 

best 50 0.07 

enjoy 49 0.07 

beach 48 0.07 

community 48 0.07 

still 48 0.07 

world 48 0.07 

college 47 0.07 

flow 47 0.07 

make 47 0.07 

never 46 0.07 

practice 46 0.07 

skating 46 0.07 

bootcamp 45 0.07 

figure 45 0.07 

outside 45 0.07 

something 45 0.07 

wearing 45 0.07 

bikram 44 0.06 

cross 44 0.06 

girl 44 0.06 

brand 43 0.06 

favorite 41 0.06 

kids 41 0.06 

passion 41 0.06 

currently 40 0.06 

ever 40 0.06 

fun 40 0.06 

marathon 40 0.06 

around 39 0.06 

athlete 39 0.06 

family 39 0.06 

kickboxing 39 0.06 

others 39 0.06 

play 39 0.06 

soccer 39 0.06 

swim 39 0.06 

full 38 0.06 

going 38 0.06 

heart 38 0.06 

job 38 0.06 

lemon 38 0.06 

method 38 0.06 
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mother 38 0.06 

avid 37 0.05 

beautiful 37 0.05 

better 37 0.05 

company 37 0.05 

fan 37 0.05 

friends 37 0.05 

hockey 37 0.05 

lifestyle 37 0.05 

mountain 37 0.05 

product 37 0.05 

trx 37 0.05 

bring 36 0.05 

dog 36 0.05 

getting 36 0.05 

look 36 0.05 

student 36 0.05 

everything 35 0.05 

free 35 0.05 

professional 35 0.05 

trail 35 0.05 

try 35 0.05 

40gmail 34 0.05 

got 34 0.05 

little 34 0.05 

outdoors 34 0.05 

bar 33 0.05 

became 33 0.05 

enthusiast 33 0.05 

found 33 0.05 

quality 33 0.05 

boxing 32 0.05 

city 32 0.05 

even 32 0.05 

everyday 32 0.05 

know 32 0.05 

ballet 31 0.05 

boot 31 0.05 

cycle 31 0.05 

dancer 31 0.05 

happy 31 0.05 

husband 31 0.05 

products 31 0.05 

times 31 0.05 

workouts 31 0.05 

canada 30 0.04 

gymnastics 30 0.04 
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trying 30 0.04 

turned 30 0.04 

amazing 29 0.04 

become 29 0.04 

business 29 0.04 

lot 29 0.04 

recently 29 0.04 

size 29 0.04 

comfortable 28 0.04 

days 28 0.04 

educator 28 0.04 

gear 28 0.04 

half 28 0.04 

level 28 0.04 

made 28 0.04 

pair 28 0.04 

pump 28 0.04 

riding 28 0.04 

see 28 0.04 

sport 28 0.04 

train 28 0.04 

wife 28 0.04 

activities 27 0.04 

climbing 27 0.04 

loves 27 0.04 

physical 27 0.04 

stay 27 0.04 

sweaty 27 0.04 

toronto 27 0.04 

went 27 0.04 

camp 26 0.04 

course 26 0.04 

daily 26 0.04 

net 26 0.04 

owner 26 0.04 

past 26 0.04 

shopping 26 0.04 

take 26 0.04 

able 25 0.04 

addict 25 0.04 

grew 25 0.04 

hiit 25 0.04 

les 25 0.04 

local 25 0.04 

mills 25 0.04 

step 25 0.04 

walk 25 0.04 
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women 25 0.04 

almost 24 0.04 

born 24 0.04 

bought 24 0.04 

come 24 0.04 

former 24 0.04 

goals 24 0.04 

movement 24 0.04 

please 24 0.04 

road 24 0.04 

ski 24 0.04 

three 24 0.04 

competitive 23 0.03 

mind 23 0.03 

mountains 23 0.03 

passionate 23 0.03 

snowboarding 23 0.03 

style 23 0.03 

university 23 0.03 

athletic 22 0.03 

awesome 22 0.03 

chicago 22 0.03 

children 22 0.03 

etc 22 0.03 

hard 22 0.03 

ice 22 0.03 

jacket 22 0.03 

kick 22 0.03 

small 22 0.03 

summer 22 0.03 

think 22 0.03 

travel 22 0.03 

triathlons 22 0.03 

view 22 0.03 

weightlifting 22 0.03 

aerobics 21 0.03 

alberta 21 0.03 

boys 21 0.03 

career 21 0.03 

circuit 21 0.03 

goal 21 0.03 

golf 21 0.03 

hike 21 0.03 

nutrition 21 0.03 

pure 21 0.03 

rock 21 0.03 

wellness 21 0.03 
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young 21 0.03 

big 20 0.03 

daughter 20 0.03 

friend 20 0.03 

indoor 20 0.03 

items 20 0.03 

marathons 20 0.03 

nyc 20 0.03 

outdoor 20 0.03 

place 20 0.03 

program 20 0.03 

share 20 0.03 

shorts 20 0.03 

surfing 20 0.03 

though 20 0.03 

triathlon 20 0.03 

water 20 0.03 

age 19 0.03 

along 19 0.03 

ambassador 19 0.03 

ashtanga 19 0.03 

design 19 0.03 

dogs 19 0.03 

experience 19 0.03 

jive 19 0.03 

loved 19 0.03 

loving 19 0.03 

loyal 19 0.03 

music 19 0.03 

name 19 0.03 

need 19 0.03 

obsessed 19 0.03 

pant 19 0.03 

practicing 19 0.03 

shape 19 0.03 

social 19 0.03 

use 19 0.03 

basketball 18 0.03 

believe 18 0.03 

country 18 0.03 

customer 18 0.03 

invite 18 0.03 

jogging 18 0.03 

months 18 0.03 

olympic 18 0.03 

sometimes 18 0.03 

strong 18 0.03 
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took 18 0.03 

tried 18 0.03 

usa 18 0.03 

wonderful 18 0.03 

worked 18 0.03 

balance 17 0.02 

change 17 0.02 

degree 17 0.02 

different 17 0.02 

feeling 17 0.02 

introduced 17 0.02 

learning 17 0.02 

looking 17 0.02 

makes 17 0.02 

manager 17 0.02 

stores 17 0.02 

taking 17 0.02 

top 17 0.02 

track 17 0.02 

west 17 0.02 

winter 17 0.02 

wunder 17 0.02 

absolutely 16 0.02 

boarding 16 0.02 

especially 16 0.02 

fashion 16 0.02 

fell 16 0.02 

junkie 16 0.02 

lift 16 0.02 

making 16 0.02 

mat 16 0.02 

may 16 0.02 

men 16 0.02 

moving 16 0.02 

reformer 16 0.02 

ride 16 0.02 

york 16 0.02 

achieve 15 0.02 

adventure 15 0.02 

away 15 0.02 

bodypump 15 0.02 

buying 15 0.02 

calgary 15 0.02 

california 15 0.02 

clients 15 0.02 

coast 15 0.02 

discovered 15 0.02 
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energy 15 0.02 

football 15 0.02 

hatha 15 0.02 

hooked 15 0.02 

insanity 15 0.02 

journey 15 0.02 

line 15 0.02 

nothing 15 0.02 

occasional 15 0.02 

played 15 0.02 

san 15 0.02 

side 15 0.02 

tank 15 0.02 

thank 15 0.02 

town 15 0.02 

variety 15 0.02 

walks 15 0.02 

addicted 14 0.02 

another 14 0.02 

australia 14 0.02 

conditioning 14 0.02 

cool 14 0.02 

core 14 0.02 

cute 14 0.02 

distance 14 0.02 

education 14 0.02 

everyone 14 0.02 

field 14 0.02 

four 14 0.02 

girls 14 0.02 

huge 14 0.02 

inspire 14 0.02 

lives 14 0.02 

london 14 0.02 

lost 14 0.02 

martial 14 0.02 

mostly 14 0.02 

moved 14 0.02 

next 14 0.02 

online 14 0.02 

ontario 14 0.02 

proud 14 0.02 

race 14 0.02 

races 14 0.02 

raised 14 0.02 

santa 14 0.02 

second 14 0.02 
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several 14 0.02 

short 14 0.02 

soon 14 0.02 

soul 14 0.02 

speed 14 0.02 

spend 14 0.02 

starting 14 0.02 

sup 14 0.02 

used 14 0.02 

yin 14 0.02 

2010 13 0.02 

angeles 13 0.02 

area 13 0.02 

arts 13 0.02 

baby 13 0.02 

began 13 0.02 

busy 13 0.02 

buy 13 0.02 

close 13 0.02 

coffee 13 0.02 

combat 13 0.02 

crazy 13 0.02 

ered 13 0.02 

excited 13 0.02 

followtng 13 0.02 

food 13 0.02 

general 13 0.02 

gets 13 0.02 

hit 13 0.02 

hope 13 0.02 

jackets 13 0.02 

kettlebells 13 0.02 

learn 13 0.02 

longer 13 0.02 

los 13 0.02 

man 13 0.02 

morning 13 0.02 

needs 13 0.02 

north 13 0.02 

ocean 13 0.02 

older 13 0.02 

paddle 13 0.02 

performance 13 0.02 

person 13 0.02 

plus 13 0.02 

regular 13 0.02 

rowing 13 0.02 
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self 13 0.02 

sun 13 0.02 

sure 13 0.02 

swimmer 13 0.02 

today 13 0.02 

triathlete 13 0.02 

wait 13 0.02 

athletes 12 0.02 

background 12 0.02 

barre3 12 0.02 

boston 12 0.02 

breathe 12 0.02 

care 12 0.02 

colors 12 0.02 

corn 12 0.02 

crops 12 0.02 

crossfitter 12 0.02 

else 12 0.02 

fast 12 0.02 

felt 12 0.02 

functional 12 0.02 

game 12 0.02 

hours 12 0.02 

interval 12 0.02 

kayaking 12 0.02 

kind 12 0.02 

lead 12 0.02 

miss 12 0.02 

player 12 0.02 

positive 12 0.02 

possible 12 0.02 

right 12 0.02 

runs 12 0.02 

shop 12 0.02 

start 12 0.02 

stuff 12 0.02 

super 12 0.02 

thanks 12 0.02 

thing 12 0.02 

thought 12 0.02 

unders 12 0.02 

whistler 12 0.02 

whole 12 0.02 

without 12 0.02 

zealand 12 0.02 

40hotmail 11 0.02 

activity 11 0.02 
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artist 11 0.02 

black 11 0.02 

board 11 0.02 

came 11 0.02 

chasing 11 0.02 

club 11 0.02 

colorado 11 0.02 

comes 11 0.02 

continue 11 0.02 

couple 11 0.02 

dallas 11 0.02 

done 11 0.02 

dreams 11 0.02 

enough 11 0.02 

events 11 0.02 

focus 11 0.02 

give 11 0.02 

jazzercise 11 0.02 

least 11 0.02 

master 11 0.02 

national 11 0.02 

night 11 0.02 

opened 11 0.02 

park 11 0.02 

perfect 11 0.02 

pretty 11 0.02 

racing 11 0.02 

sculpt 11 0.02 

skater 11 0.02 

skirt 11 0.02 

staff 11 0.02 

tops 11 0.02 

treadmill 11 0.02 

40yahoo 10 0.01 

appreciate 10 0.01 

baptiste 10 0.01 

baseball 10 0.01 

bee 10 0.01 

bit 10 0.01 

blogger 10 0.01 

bras 10 0.01 

call 10 0.01 

called 10 0.01 

casual 10 0.01 

certification 10 0.01 

coaching 10 0.01 

comfort 10 0.01 
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creating 10 0.01 

define 10 0.01 

digital 10 0.01 

dream 10 0.01 

eating 10 0.01 

form 10 0.01 

forward 10 0.01 

friday 10 0.01 

giving 10 0.01 

groove 10 0.01 

guests 10 0.01 

heavy 10 0.01 

include 10 0.01 

intensity 10 0.01 

involved 10 0.01 

joy 10 0.01 

lacrosse 10 0.01 

later 10 0.01 

learned 10 0.01 

lll 10 0.01 

lui 10 0.01 

marketing 10 0.01 

media 10 0.01 

michigan 10 0.01 

move 10 0.01 

office 10 0.01 

often 10 0.01 

order 10 0.01 

othletico 10 0.01 

purchased 10 0.01 

push 10 0.01 

real 10 0.01 

scuba 10 0.01 

showroom 10 0.01 

special 10 0.01 

spent 10 0.01 

squash 10 0.01 

tall 10 0.01 

tanks 10 0.01 

therapist 10 0.01 

trails 10 0.01 

vegan 10 0.01 

wanted 10 0.01 

yet 10 0.01 

yrs 10 0.01 

 


