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Disclaimer: 
 This portfolio contains mock research, campaigns, and content created as part of a class project. 

The brand Lululemon was selected for academic purposes only. All ideas, strategies, and 

materials presented are entirely fictional and are not affiliated with, endorsed by, or created in 

partnership with Lululemon Athletica. The following work, entirely done by Arianna Savino, 

was developed solely for educational use during the semester. 

 

  



  3 
 

   
 

Audience Persona Assignment 

 

 

 

 

 

 

 

  



  4 
 

   
 

 

Lululemon Athletica Inc. 

1818 Cornwall Ave, Vancouver BC V6J 1C7 

lululemon.com  

Fact sheet: Lululemon celebrates 25 years 

VANCOUVER, Canada., Nov. 9, 2025 – Lululemon Athletica is offering pop-up shops to 
celebrate its 25-year anniversary. Giving back to customers is  

What 

• The temporary shops will include interactive elements such as live fitness 
demonstrations, apparel giveaways and mindfulness workshops. Shoppers will receive 
exclusive discounts and have access to anniversary-branded accessories, including water 
bottles, yoga mats and tote bags. 

When 

• The pop-up shops open on Nov. 9, 2025, at 10 a.m. 

Where 

• Locations include high-demand areas for Lululemon products, such as Vancouver, New 
York City, San Francisco and Chicago. 

Quotes 

• “For 25 years, lululemon has been committed to fostering wellness and community,” said 
Calvin McDonald, lululemon’s CEO. “Celebrating this milestone in Vancouver, where it 
all began, reflects our gratitude to the people who have supported us on this journey.” 

• “Our mission has always been to elevate the lives of those in our community through 
movement and mindfulness,” said Sarah Wong, a store manager in Vancouver. “This 
celebration is a way to give back and continue building those connections.” 

About Lululemon 

Lululemon is a global athletic apparel brand known for its high-quality products designed for 
active lifestyles. Founded in 1998, it specializes in performance gear for yoga, running, training 
and leisure, combining functionality with stylish design. The company is dedicated to supporting 
wellness, health and personal growth while building inclusive communities. 

Contact Information 

Arianna Savino, PR Professional 

Email: arsavino@syr.edu 

Phone: (516)-469-8233 

mailto:arsavino@syr.edu
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Lululemon Athletica Inc. 

1818 Cornwall Ave, Vancouver BC V6J 1C7 

lululemon.com  

FOR IMMEDIATE RELEASE  

Lululemon Celebrates 25 Years with Exclusive Pop-Up Experiences 

VANCOUVER, Canada, Nov. 9, 2025 – Lululemon Athletica is celebrating its 25th anniversary with a 
series of exclusive pop-up shops in major cities across North America. These temporary stores will offer 
customers a unique opportunity to engage with the brand and its values through interactive experiences 
and exclusive anniversary merchandise. The pop-up shops will open at 10 a.m. on Nov. 9, 2025, in high-
demand locations for Lululemon products, including Vancouver, New York City, San Francisco and 
Chicago. Each location will host live fitness demonstrations led by a fitness instructor, mindfulness 
workshops to promote mental well-being and giveaways featuring Lululemon’s signature high-quality 
and stylish apparel. Shoppers will enjoy special discounts and access to limited-edition, anniversary-
branded merchandise and accessories. These goods include water bottles, yoga mats, tote bags and special 
edition apparel. These events aim to bring together Lululemon’s community of customers, fitness 
enthusiasts and wellness advocates to celebrate 25 years of movement and mindfulness. Lululemon 
recognizes that this milestone would not have been possible without the loyalty of the Lululemon family. 

“For 25 years, Lululemon has been committed to fostering wellness and community,” said Calvin 
McDonald, Lululemon’s CEO. “Celebrating this milestone in Vancouver, where it all began, reflects our 
gratitude to the people who have supported us on this journey.” 

“Our mission has always been to elevate the lives of those in our community through movement and 
mindfulness,” said Sarah Wong, a store manager in Vancouver. “This celebration is a way to give back 
and continue building those connections.” 

About Lululemon 

Founded in 1998, Lululemon Athletica is a global athletic apparel brand renowned for its high-quality 
performance gear designed for yoga, running, training and leisure. The company is dedicated to 
supporting wellness, health and personal growth while fostering inclusive communities. 

Contact Information 

Arianna Savino, Public Relations Professional 

arsavino@syr.edu  

mailto:arsavino@syr.edu
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Contact list: 

Outlet: Women’s Wear Daily (WWD) 

Name: Rosemary Feitelberg 

Role/Title: Senior Editor, Activewear and Retail  

Email: rfeitelberg@wwd.com 

 

Outlet: Vogue Business  

Name: Maghan McDowell 

Role/Title: Senior Innovation Editor 

Email: maghan_mcdowell@voguebusiness.com 

 

Outlet: Business Insider 

Name: Bethany Biron 

Role/Title: Senior Retail Correspondent 

Email: bbiron@businessinsider.com 

 

Outlet: Forbes 

Name: Pamela N. Danziger 

Role/Title: Senior Contributor, Retail and Luxury 

Email: pdanziger@forbes.com 

 

Outlet: Fashionista 

Name: Steph Saltzman 

Role/Title: Beauty and Wellness Director  

Email: steph@fashionista.com 

 

Pitch: 

 

mailto:rfeitelberg@wwd.com
mailto:maghan_mcdowell@voguebusiness.com
mailto:bbiron@businessinsider.com
mailto:pdanziger@forbes.com
mailto:steph@fashionista.com
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To: rfeitelberg@wwd.com 

Subject: Exclusive CEO Interview: Lululemon’s Next Chapter in Sustainable Activewear 

Dear Rosemary, 

I’ve long admired your in-depth coverage of activewear and retail innovation at WWD, especially 

your insights on the evolving role of sustainability in performance apparel. Your recent piece on 

eco-conscious shifts in the industry was particularly compelling. 

As Lululemon celebrates a milestone anniversary, we’re launching a major sustainability 

initiative that pushes the boundaries of eco-friendly performance wear. This new development 

enhances our commitment to cutting-edge design, responsible production, and elevating the 

athlete experience. Given your expertise, we’d love to offer you an exclusive interview with 

CEO Calvin McDonald to discuss our latest advancements and the future of sustainable 

activewear. 

Would you be open to a conversation next week? I’d be happy to coordinate a time that works 

best for you and provide additional details. Let me know how we can make this work. 

 

Best, 

 
Arianna Savino, Lululemon Athletica PR  

Arsavino@syr.edu 

  

mailto:rfeitelberg@wwd.com
mailto:Arsavino@syr.edu
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The future of journalism: Newhouse merges BDJ and MDJ majors 

By Arianna Savino 

In an era where breaking news spreads on TikTok as quickly as it does on television, journalism is evolving—and so 

is the S.I. Newhouse School of Public Communications. 

For decades, aspiring journalists at Syracuse University had to choose between broadcast and digital journalism or 
magazine, news and digital journalism. Now, Newhouse is merging the two programs into a single journalism 

major. 

The bachelor of science program aims to strengthen the 
curriculum, ensuring students are well-equipped to explore various 
aspects of journalism. The current majors will no longer accept 
applicants after the fall 2024 admissions cycle. The merger takes 
effect with the incoming freshman class of fall 2025. Newhouse 
anticipates that the change will attract more prospective students, 
while the overall application process remains unchanged. 
Students, faculty and alumni feel confident about merger. Arlety 
Gonzalez, a Newhouse alumna who now reports for Telemundo, 
believes the shift reflects the modern media landscape. 

“Students should be ready for the modern world of journalism. 
Digital is everywhere, and we need to learn to wear multiple hats,” said Gonzalez, who graduated from the BDJ 
program in 2016. Gonzalez recalled her experience in the program as immersive and comprehensive, saying she felt 

well-prepared for the industry. 

 “When you go on Facebook and Instagram, you see we live in a very fast-paced world. Not everyone is opening the 
video broadcast, but they still read the story,” she said. She believes merging the two majors will equip students with 

a versatile skill set, preparing them for the future of journalism.  

Although the two separate programs will no longer exist, students can still choose either the MND or BDJ track 
within the journalism major while gaining skills in both areas. “These different areas of journalism are so 
intertwined today that you need to be able to reinforce that within your curriculum, and you also need to be able to 

make that clear that you are doing so to external audiences,” said Dean Lodato to The Daily Orange.  

It will take time to understand how this change will shape the future of Syracuse University. With the rapid rise of 
digital media, it is crucial to reassess what students need to learn to succeed in the industry. “Newhouse is equipped 
with the best journalism professors you can have. We have to trust that Newhouse and Syracuse University is doing 
what is best,” said Gonzalez.  

Source: Arlety Gonzalez, Arlety3324@gmail.com, interviewed on March 31, 2025, 12:00 PM 

  

https://dailyorange.com/2024/08/syracuse-newhouse-journalism-major-merger/
mailto:Arlety3324@gmail.com
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