2026 Global Internship Program

MAS Boayline - Sports Bra COE

Building a sports bra from brief to prototype
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consumers are spending less ...

Changes in Monthly Consumer Spending

January 2026

Consumer spending increased $81.1 billion

B Goods

Health care

Housing and utilities

Financial services and insurance

Final expenditures of nonprofit institutions
Other services

Food and beverages

Recreational goods and vehicles
Furnishings and durable household equipment
Other nondurable goods

Recreation services

Transportation services

Other durable goods

Food services and accommodations
Clothing and footwear

Gasoline and other energy goods

Motor vehicles and parts

U.S. Bureau of Economic Analysis

Actions taken by consumers to spend wisely,’ % of respondents
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Spending less and buying smarter

'use items longer before replacing

source: McKinsey - State of the Consumer 2026
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Factors that would encourage high-net-worth individuals in China, UK, and US to buy more from luxury
brands in 2026, top 3 factors identified by respondents (n = 300)
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Difference from average, percentage points @K ®US @ China Overall average,’
%% of total

Higher product quality . ®
and craftsmanship ' f

~29.3 EE— source: McKinsey - State of Fashion 2026

Billions of dollars, seasonally adjusted annual rates

... SO value Is more importan
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11.2 pillion in revenue 2@26 \
4.8% CAGR 2025-2026 |
S growth slowing (-1% revenue) 4

~ Current Lululemon Sport Bra Offerings

~ Low Support

N

ternational success (+12% revenue)

Medium Support

competitors growing fast
still the leader in athleisure High Support
still best-in-class quality
investing more in sports (tennis, golf) 0 10 0 30 40
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sources: Lululemon 10K Report 5026 2025 Annual Report |u|u|emon grh"



http://lululemon.com

‘ '

trends move to naturals

— env'ronmenta\/sustamamht
- next-to-skir hedh .-
- With No addeo cost and No \oss’i

n performance.
-
versatile comfort , &
. ' o DS S
- one product, multiple use cages_ - .“‘"*‘
'\ - comfort is mandatory now ‘ _ ﬂ —
* - form fitting
- SeamiesSSa




Preferences

- values aesthetics in all aspects of

ner life

- looks for brands that align with her
dentity

- willing to pay for product that looks
good and performs

- Often shops online but also In

naley baker

Age. 29

Occupation: senior UI/UX
Developer

ocation: New York City stores
Salary: $150k, with disposable - uses Instagram, TikTok and
PInterest

Nncome

- health-tocused, and cares anout
sustainabillity and the environment

Lifestyle

- WOrks out at gym 4x a week

- rUNS 2X a week

- does yoga and pilates for
chiller days

- Ooften get groceries, runs

errands, or meets friends at

coffee shops after exercise

Pain Points

- medium/high support bras used
for exercise aren’t comfortable
for extended wear

- high support options look too
bulky

- most sports bras are made with
synthetic materials (nylon)




Energy

M
Love
1. material teel
2. flattering look
3. support for different
activities
(running, yoga, gym)
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unning sports bra

tnat even cComes C

4.4 %

the comtort and su

Bra
Wunder Train
be NC h Md rk Strappy Racer SR
| products | pl (AR N sy
, O\/x o\ '.. ! 1 A
SR Love Don't Love
; . tight ﬂtl 1. material feel 1. Imtating seams
SI QaF@'QQ . 2. support for 2. straps dig in
- COIOr bieeding small chests 3. straps stretch out
3. cute look quickly
A

f's my go-to gym and

and |

naven't found anything

0se 10
eJelelg:

while still being cute.”

Wellness |

\ > .\.
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Bra
(ii 4.6 %

Love Don’t Love

1. riblbed texture and look 1. tight fit

2. support level 2. material too thick
3. No-dig waistbana 3. lack of nipple

concealment

‘I wear this for hot pilates and
running/walks and | feel
comfortaple and supported. |
nave a small chest, so that's
mportant to note. It's very
comfortable and soft.”

sources: lululemon.com, aloyoga.com



1st mockup

DroCess 7 N

sample room
image withheld 1st fit session

T for confidentiality

pattern making
(physical & digital) - update design

f |

development meeting digital product creation

l image withheld
for confidentiality
image withheld

materials : for confidentiality
create design

learn about sports bras
and design basics

|

consumer insights

2nd proto

\ / & fit session

molding/bonding timeline: 5 weeks!

ks, ol




what | learned

- the amount of skill and expertise from
manutacturing side
- product teams, technical expertise,

planning, operations

- the detalls that go into every aspect of

a garment (yarn, trims, elastics, etc.)

- the vast amounts of Innovations that

manufacturers and suppliers drive

- having knowledge of manufacturing

can help make petter designs

- small changes can have a big effect on

feasibility and bulk production

- MAS goes above and beyond for

employee and environmental care

- relationships go a long way



