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I. Executive Summary 

For more than 50 years, Ralph Lauren has created a reputation inspired by classic 

American style. They see their brand as a timeless fashion bought and worn by seekers of the 

American dream. They see themselves as a lifestyle choice just as much as a brand, but are they 

still accomplishing this today? The data says they are not. 

The first thing that popped out in the data analysis was a consistent concern with Ralph 

Lauren’s style and trendiness. There seemed to be a consensus that Ralph Lauren has done a 

poor job appealing to modern day consumers, especially young adult consumers. This is 

interesting because while conducting interviews, one respondent said this about young adult 

consumers in the fashion industry, “Young adults are the fashion trend setters for today’s society. 

So, targeting young adults as your audience will not only boost sales but will also spread word of 

the brand.” This is an excellent point and an example of an issue Ralph Lauren needs to address. 

 Even though there were no middle-aged respondents in the interviews, the common 

thought of young adult respondents seemed to be that more middle-aged people wore Ralph 

Lauren then they did. When asked to describe the ideal Ralph Lauren consumer, many 

respondents went with a variation of a middle-aged white woman or man. Others said they 

pictured a middle school aged kid in a Polo t-shirt, but who buys a middle schooler’s clothes? 

His mother typically does, and she is probably close to middle-aged. 

There seems to be a detachment between young adult consumers and the Ralph Lauren 

brand for multiple reasons. They are not keeping up with the style, which is a huge problem for 

many young adult consumers. They also supply too many kinds of products, which many people 

are not even willing to purchase. The third major issue is simply the price of Ralph Lauren 
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products. Nearly every person the group interviewed or surveyed had something to say about 

high prices. 

Ralph Lauren needs to redesign their whole approach. There seems to be a pattern with 

brand popularity among young adult consumers, who are the fashion models for today’s top 

trends, and overall success of the Ralph Lauren company. When attractive young people do not 

desire a product in the fashion industry, that product or style normally doesn’t last long. The 

Ralph Lauren company’s inability to change with the times has caused much of their previous 

customer base to essentially outgrow them and move on to something newer and brighter, like 

Vineyard Vines. 

They need to trim the fat and focus on the fashion. If they cannot save their fashion 

company through better style, then the only other way is to lower prices, but then they risk losing 

brand quality and esteem. Ralph Lauren has backed themselves into a corner and the way out is 

through young adult consumers. If you can sell to them, you can break through to what is 

considered cool. If the young people sport Ralph Lauren’s fashion products, then Ralph Lauren 

will control what is stylish and trendy.  

 

II. Business Vision and Mission  

A summary of what Ralph Lauren aims to be and values, also known as a mission statement, is 

as follows: 

What began 40 years ago with a collection of ties has grown into an entire world, 

redefining American style. Ralph Lauren has always stood for providing quality products, 

creating worlds and inviting people to take part in our dream. We were the innovators of lifestyle 
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advertisements that tell a story and the first to create stores that encourage customers to 

participate in that lifestyle.  

Over the course of five decades, Ralph Lauren has created a reputation of having classic 

American style and a vast variety of quality products. This mission statement is a great 

representation of what Ralph Lauren values most today and has since the beginning of the 

company.  

The vision statement of Ralph Lauren, or their framework for strategic planning states: 

We combine consumer insights with our design, marketing, and imaging skills to offer, 

along with our licensing alliances, broad lifestyle product collections with a unified vision. 

Ralph Lauren Corporation is a global leader in the design, marketing, and distribution of 

premium lifestyle products. They are known for having multiple lines of clothing, including 

apparel, accessories, home furnishings, and fragrance collections for men and women, as well as 

childrenswear. Ralph Lauren has multiple services, but operates in three different segments: 

wholesale, retail and licensing. Wholesale is known as the sales and business involved with 

department stores in the U.S. and other countries. Retail consists of sales that are directly made 

through Ralph Lauren stores and online. Lastly, licensing happens when the company licenses an 

unrelated third party to operate retail stores and/or use its trademark for designated products. 

Ralph Lauren is known for having many products and services to offer, but when looking at their 

financial statements, their sales haven’t been nearly where they used to be.  

Period Ended 04/1/17 04/2/16 04/2/15 

IN MILLIONS OF US DOLLARS 

Total Revenue 6,652.80 7,405.00 7,620.00 

Cost of Revenue, 3,001.70 3,218.00 3,232.00 
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Total 

Gross Profit 3,651.10 4,187.00 4,378.00 

Labor & Related 
Expense 

63.6 97 81 

Depreciation/ 
Amorization 

307.5 310 294 

Total Operating 
Expense  

6,747.60 6,823.00 6,585.00 

Operating Income -94.8 582 1,035.00 

Net Income Before 
Taxes 

-104.9 552 987 

Provision for Income 
Taxes 

-5.6 156 285 

Net Income After 
Taxes 

-99.3 396 702 

Net Income Before 
Extraordinary Items 

-99.3 396 702 

Net Income -99.3 396 702 

 

When comparing Ralph Lauren’s net income to the two previous years, it’s obvious to 

see that their sales have drastically declined. Ralph Lauren has been struggling with weak sales 

due to the stagnant economy as consumers aren’t spending as much on clothes and accessories. 

Not only that, but the fierce competition from Amazon and fast-fashion retailers have contributed 

to a decline of market share for Ralph Lauren. Because of the slow sales they have been having, 

investors have been beginning to doubt the company. In hopes to turn its business around, the 

company has been pulling back inventory from wholesale partners, reducing sales in the 

off-price channel, engaging in fewer promotional periods, shuttering stores and exiting 
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underperforming brands. Ralph Lauren has also made big changes in its top management by 

hiring P&G executive, Patrick Louvet, as its CEO in May of this year. The steps they are taking 

currently aren’t going to immediately increase the sales of the company, but Ralph Lauren 

believes that they will eventually regain their market share and increase their sales to previous 

levels.  

As many businesses do, Ralph Lauren is constantly looking at and thinking about their 

future plans. Ralph Lauren has competitive advantages in inspiration and design, product 

development, product merchandising, supply chain and logistics, advertising and marketing, and 

unparalleled in-customer experiences. Being aware of their advantages, Ralph Lauren plans to 

utilize them to help strategically grow their company in the future. The objective they have is to 

allocate more cash flow, and they plan to do this by expanding their international presence, 

especially in Asia and Europe, extend their direct-to-customer reach, innovate and expand new 

merchandising categories, particularly accessories, invest in infrastructure to support global 

reach and finally develop their global talent pool. 

 

III. Situation Analysis 

Ralph Lauren has been around for over 50 years and is sold at many third-party stores 

including Macy’s, Dillards, TJ Maxx, and Nordstrom. Ralph Lauren is known for its excellent 

quality of apparel and their success selling other products such as accessories, home wear, and 

their fragrance line. As seen in the data collected, Ralph Lauren has recently declined in sales 

over the past decade. According to the data from focus groups, in-depth interviews, and a survey, 

the perceived customers of Ralph Lauren are young adults, particularly men, which conflicts 
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with data that shows that the majority of people purchasing Ralph Lauren are middle-aged 

individuals. Analysts that follow and track Ralph Lauren’s sales predict that over the next five 

years, the company should expect its earnings to grow at an average annual rate of 15%. This 

year, however, analysts are forecasting earnings to decrease -2.57% in comparison to last year.  

Comparing the results to its competitors, Ralph Lauren reported a total revenue increase 

in the third quarter of 2017 by 0% compared to the same quarter last year. The revenue growth 

was below Ralph Lauren's competitors’ average revenue growth of 8.25%, recorded in the same 

quarter. Today, Ralph Lauren’s main competitors are Tommy Hilfiger, J. Crew, Calvin Klein, 

and Banana Republic. Ralph Lauren also competes with numerous amounts of global designers 

such as Coach, Burberry, and Estée Lauder. In April of 2017, Ralph Lauren announced that they 

would be shutting down its Polo store on Fifth Avenue in New York City. "Together, these 

actions are an important part of the company’s efforts to achieve its stated objective to return to 

sustainable, profitable growth and invest in the future," the company said in a USA Today 

article. Ralph Lauren has suffered heavily from relying on department stores and other online 

businesses to sell its products. Ralph Lauren is realizing that there is a new generation of 

customers that act, think, and dress differently than the brand’s previous customers. The 

company understands that times are changing, but added that Ralph Lauren remains a uniquely 

American image that still gives the brand life. Some of Ralph Lauren’s objectives include 

expanding their international presence, particularly in Asia and Europe, extending their direct 

customer reach through Ralph Lauren stores and email, innovating and expanding new and 

upcoming merchandise, investing in infrastructure to support the growing global research, and 

developing their global talent pool. 
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 Overall, Ralph Lauren needs to create a better marketing strategy to present their 

products in a more effective way to their publics. They need to better define their specific 

audience and figure out the right ways to market to them. Ralph Lauren is still a successful 

company, it just needs to catch up with the latest trends and apply them to their company’s 

strategy. Ralph Lauren has many options to grow and bring the status of the company back to 

where it was. They need to look at all of their opportunities and choose the best way to go about 

it. Through analyzing their weaknesses and threats, they can learn the areas that can be improved 

and what to do to bring the company back to its original reputation.  

Internal External 

Strengths: 

1. Has a highly efficient network of 

retailing source which is a huge source of 

income. 

2. Stores focus on “the world of Ralph 

Lauren” by offering many different 

products to customers 

3. Not just a national corporation, it is 

a global player in the world of fashion so 

not all of its sales are in one place. 

  

Threats: 

1. It is becoming a struggle to compete 

with Ralph Lauren’s competitors. 

2. The competitors’ competition could 

possibly lead any of these businesses to a 

fall in their company. 

3. If they change the style too much, 

they might push loyal customers away.  

4. Ralph Lauren is going to have to 

make a change in its trend to avoid letting 

the competitor win. 
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Weaknesses: 

1. The company has a network of so 

many offices and outlets all around the 

world, so it costs a lot of money. 

2. They have too many products and a 

wide variety of publics. 

3. Can be expensive sometimes. 

Opportunities: 

1. To bring a new line of trendy 

products that appeal to their target market. 

2. Drive more growth through internet 

sales. 

3. Market to a smaller demographic. 

 

 

 

IV. Consumer/Public Profile 

Target Market: 

 Ralph Lauren sold strictly menswear when they opened their doors in 1967. It was not 

until 1972 that they launched their first full line for women. While this tends to make people 

think more about men when considering the Ralph Lauren customer base, they have nearly the 

same percentage of female customers. In fact, it was on the first line of tailored shirts for women 

that the iconic polo player logo made its debut. So, who is Ralph Lauren’s target market? 

 Ralph Lauren consumers tend to be in the upper-middle-class to upper class range. These 

social classes tend to have the most disposable income to spend on clothing and other higher 

priced Ralph Lauren products, and, therefore, they shop more frequently than others. The Ralph 

Lauren consumer is often family oriented and values the simple aspects of life. Many of their 

customers are on the sportier end of the spectrum and value the more elegant outdoor sports, 
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such as sailing, tennis, golf, rugby and polo. Their target consumer tends to dress more formally 

with a classic, elegant, and sophisticated style that typically gravitates toward the modest side of 

the dress spectrum. 

 The Ralph Lauren brand targets a variety of different demographics that include women, 

men, and children of all ages, and in doing so have a widespread target market, with over 13,000 

retail locations worldwide. Ralph Lauren is based in New York, but also operates in Canada, 

Japan, Europe, South Korea, China, Southeast Asia, and Latin America. They sell many products 

to all types of consumers and are always trying to reach new markets. Over the past 50 years, 

Ralph Lauren has worked to expand their brand into multiple lines that include, but are not 

limited to, Black Label, Purple Label, Denim & Supply, American Living, Lauren by Ralph 

Lauren, and Polo. Overall, they have created this multi-line company to target a wide variety of 

consumers groups. 

Consumer Profile: 

  Richard is a typical Ralph Lauren consumer. He lives in a suburban neighborhood 

outside of New York City with his wife, children and Golden Retriever. They are a young, 

charming family, who enjoy the luxury of a country club membership and yacht club leisure. 

They play golf or tennis every weekend, and, when the weather’s nice, they find time to take the 

sailboat out on the harbor. They are classy, yet modest in their style choices. They want to feel 

and look good without being ostentatious. Richard and his wife both have high paying jobs as 

dentists that enable them to send their children to the finest schools in the area, where collared 

polo shirts and khakis are just part of the dress code. Their kids will surely grow up to be just 

like mom and dad. 
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(Richard and his family) 

V. Analysis of Data 

Over the previous two and a half months, the Ralph Lauren group has been collecting, 

compiling, and analyzing data in order to explore the question of Ralph Lauren’s declining sales. 

Throughout this process, the group sought to greater understand consumers’ fundamental 

shopping habits and methods in order to better explore the overarching question. Following a 

greater analysis of the basics, the group looked into the habits of individuals in relation to their 

perceptions of the Ralph Lauren brand and products the individual might purchase from the 

brand. After six focus groups, five in-depth interviews, and 480 respondents on a survey, the 

Ralph Lauren group presents the following data analysis in order to explain their findings and the 

decline of sales of Ralph Lauren products. 

First, the group researched perceptions in regard to the Ralph Lauren brand over the 

course of six focus groups in September. The focus groups themselves were made of University 
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of Alabama students between the ages of 19 and 22 and represented a variety of demographics, 

including but not limited to, social, financial, and racial backgrounds. Initially, the group 

identified Ralph Lauren’s inability to adapt to the latest clothing trends as a detractor among the 

college-aged participants. When asked about the reputation of the Ralph Lauren brand among 

their peers, one student noted, “I don’t think it has a good or bad reputation, I just feel like it’s 

just old and out of style.” Once identified, the group was able to gain understanding as to the 

growth of less-traditional and contemporary-styled brands, such as Vineyard Vines or Lacoste. 

Secondly, throughout all six focus groups, no clear consensus on the target market of Ralph 

Lauren could be identified. It seemed that the participants disagreed on the main consumer of 

Ralph Lauren products. When asked specifically about which age group the participants believe 

buys Ralph Lauren the most, the responses ranged from “50 year old males and older people” to 

“young adults and high schoolers.” This misidentification of the target market not only confuses 

the consumer over whether or not they should be interested in the brand, but it also demonstrates 

the lack of effective advertising from Ralph Lauren itself. Lastly, when asked what specific 

product the participants thought of when Ralph Lauren was mentioned, most of the respondents 

immediately answered in a description of the button down or collared Polo shirt. Although not 

specifically a detractor from their brand identity, the resounding answer from both males and 

females in the focus groups was that of a man’s fashion item. The association, at least among the 

college-aged respondents, of Ralph Lauren with male products potentially has the effect of 

making the brand seem to be a male-leaning producer, effectively losing some sales from the 

women’s demographic. Together, the perception of the Ralph Lauren brand of lagging behind 

popular trends, misidentification of target markets among consumers, and association of the 
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brand with typically male-purchased products could offer some clarity to the decline of sales 

over the last decade. 

Following the focus groups, the Ralph Lauren group proceeded to conduct a series of 

in-depth interviews in order to produce more detailed qualitative results. Similar to the focus 

groups, the in-depth interviews highlighted issues of target market misidentification, lack of 

innovation in style, and the association of the Ralph Lauren brand with their clothing line, few 

individuals even mentioning associating the brand with products other than their clothes, with the 

exception of some colognes. However, the overall low-levels of satisfaction with Ralph Lauren’s 

ability to keep with the latest fashion trends was highlighted over the series of the interviews, 

with one respondent noting “I don’t think they are very innovative,” and when the same 

respondent was asked specifically how the brand should change replied, “maybe be a little more 

daring in their styles, such as colors or prints.” In another interview, a respondent stated, “young 

adults are the fashion trend setters for today’s society. So, targeting young adults as your 

audience will not only boost sales but will also spread word of the brand.” Yet, one of the more 

important ideas to note from the in-depth interviews is that the respondents consistently praised 

Ralph Lauren’s classic look and style. With these two concepts in mind, it seems to be beneficial 

for Ralph Lauren to pursue the classic dress style while layering in new colors, patterns, and 

prints in order to keep with the latest trends. The Ralph Lauren image was noted to be that of a 

well-kept individual with a classy style. It seems that the consumer wants to pursue the typical 

Ralph Lauren look with a new twist in order to be perceived as trendy or stylish while also 

associating themselves with the exclusiveness and classic reputation of the brand. 
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The culmination of the Ralph Lauren group’s research was a 480 response survey 

exploring the relationship between consumers purchasing habits, their views of the Ralph Lauren 

brand, and their views on competitors. In total, the survey collected data from 30 states, and out 

of 460 individuals that responded to the specific question of where they live, 223 of our 

respondents attributed their location to the state of Alabama. Rounding out the top five states 

represented were Ohio, with 79 respondents, New Jersey, with 20 respondents, Texas, with 17 

respondents, and Georgia, with 16 respondents. Figure 1 shows the breakdown by age of the 

survey, with a plurality of respondents being 45-54 and the least represented being 65+ and 

under 18. 

 

 

 One of the concepts that the Ralph Lauren group wanted to explore were consumer 

shopping methods. Figure 2 demonstrates that even with the growth of technology, the plurality 

of individuals still prefer to shop exclusively in-store, with the majority shopping both in-store 

and equally in-store and online. 
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One of the questions that the group wanted to explore was the correlation between age 

and shopping trends. Due to the large use of department stores for the Ralph Lauren brand, the 

group wanted to explore whether or not age played a factor in the rise of online shopping, and if 

it did, whether or not the rise of online shopping could be a potential cause of the decline of sales 

for the Ralph Lauren brand. The following chart describes how, even though the use of online 

shopping decreases as the demographic gets older, the majority of respondents still shop in-store 

or equally in-store and online, leading the group to draw the conclusion that age is not a large 

factor in the decrease of sales.  

 

 After ruling out age as a significant factor in the decline of sales, the Ralph Lauren group 

decided to explore the specific shopping methods of consumers both online and in-store. Figures 

3 and 4 illustrate how the majority of consumers are turning to third-party retailers for their 
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clothing purchases. Instead of drawing individuals into a brick-and-mortar store and advertising 

the variety of products, consumers are going into third-party retailers that may only carry the 

best-selling products of a specific brand, limiting Ralph Lauren’s sales and ability to market new 

products. 

 

 

 Another correlation that the Ralph Lauren group wanted to explore was the relationship 

between household income and shopping frequency. Figure 5 breaks down the number of 

respondents in each income bracket to help explain the cross tabulation of results. A plurality of 

respondents have a household income of more than $150,000, a majority of the respondents had 

an income of $125,000 or more, and roughly 80% of respondents had an income of $75,000 or 

greater. 
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 The correlation between income and times shopping every year, as demonstrated in the 

next figure, helps to further understand how many times a consumer may visit their preferred 

clothing store, either in-store or online. The rough trend shown by the table demonstrates that 

higher income families, the typical target of the Ralph Lauren brand, shop more often; therefore, 

would be more likely to run into the brand in-store or online. From this data, the Ralph Lauren 

group is able to deduce that the problem is not in getting consumers to the stores, as discussed 

earlier, or even shopping, as demonstrated in this figure. The largest obstacle can be traced to 

getting the individual to the brand’s store itself, or one of its retailers, to sell their products. 
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 The last correlation that the Ralph Lauren group wanted to explore was the correlation 

between household income and the probability of purchasing a Ralph Lauren product. As 

mentioned previously, the higher income brackets are the target economic demographic of the 

Ralph Lauren brand, and the Ralph Lauren group wanted to explore the relationship between 

affluence and ownership of a Ralph Lauren product. The following cross tabulation details a 

general increase in likelihood of purchasing a Ralph Lauren product with the increase of wealth. 

Although it increases, decreases, and then increases again, the rough probability of purchasing a 

Ralph Lauren product increases the greater a consumer’s income. From this, the Ralph Lauren 

group can deduce that the Ralph Lauren brand is not missing their target market, but can do 

better in exploring the ability of expanding into lower income markets with their products. 



 
Ralph Lauren 18 

  

Overall, the Ralph Lauren group was able to deduce that the problems of target market 

misidentification, lack of innovation in style, and the association of the Ralph Lauren brand, 

almost exclusively, with their clothing line are detrimental to the brand’s overall image and sales. 

Keeping with this, the group was unable to identify a specific demographic that the brand 

overwhelmingly markets and sells to, be the demographic financial or gender specific. However, 

one of Ralph Lauren’s main issues seems to lie in the fact that they are losing the majority of 

their sales to third-party retailers that offer a variety of options and brands. The data collected 

does not support the idea that the consumer is not shopping in-store anymore, nor does it support 

that the consumer is shopping infrequently; rather, the data collected suggests that the Ralph 

Lauren brand needs to do more to attract the consumer to their specific store or section in 

department stores, or other third-party retailers, in order to increase sales.  

 

VI. Action Plan: Recommendations  
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When Ralph Lauren stepped down from his position as CEO from the company that he 

had founded nearly half a century before, many were interested and excited by the possible new 

directions the company could take. However, even with this new change in leadership, the 

company’s sales have continued to steadily decline. A brand that has been a classic, traditional 

staple of American fashion, and a brand that helped put America on the fashion map, has slowly 

become an afterthought. Through extensive research by means of focus groups, in-depth 

interviews, and a survey, the Ralph Lauren group identified problems within Ralph Lauren’s 

business and advertising strategies. Not only that, but the Ralph Lauren group also determined 

solutions to these problems using careful analysis of the data that was collected. The issues and 

solutions will be broken down as follows: 

I. Inability to Correctly Identify Target Audience and Demographic 

II. Inability to Adapt to Current Fashion Trends 

III. Lack of Product Recognition  

IV. Losing Out to Third Party Options 

V. Solutions and Recommendations 

I. Inability to Correctly Identify Target Audience and Demographic 

One issue that was demonstrated frequently among the data was an inability and 

inconsistency in what respondents believed the target audience and demographic of Ralph 

Lauren is. Respondents were asked to answer what age group they believed purchases the most 

of Ralph Lauren’s products. As seen in the chart below, the range of ages 25-34 and 45-54 was 

only separated by a 6% difference and the gap between 35-44 years old and 45-54 years old was 

only separated by four responses, totalling 77 and 73 respectively. The close cluster of responses 
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in an age range spanning 20-30 years demonstrates that consumers do not concretely know what 

the target demographic of Ralph Lauren really is. Therefore, it is reasonable to conclude that if 

the consumer does not really have a firm understanding of what the target demographic for 

Ralph Lauren is, Ralph Lauren needs to do a better job of making sure their advertisements and 

marketing is focused and clearly identifies the target audience. Ralph Lauren seems to be trying 

to appeal to many groups at once instead of trying to focus in on one or two specific groups that 

actually are the ones who are purchasing the majority of their products. 

 

  

 

 II.  Inability to Adapt to Current Fashion Trends 

Another problem that is facing Ralph Lauren is their inability to adapt to current fashion 

trends. When asked in the survey to rank Ralph Lauren’s ability to stay on the cutting edge of 

fashion trends on a scale of 0-10, with 0 being the lowest, over 50% of respondents ranked Ralph 
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Lauren between 0 and 5 on their ability to stay on top of current fashion trends; whereas, most 

respondents ranked the company a neutral 5, as seen in the chart below. It is clear to see that 

Ralph Lauren is not sticking out in the mind of consumers when they are deciding on a specific 

clothing brand. In addition, when asked how much fashion trends play a role in deciding what 

brands they choose, 84% responded between a 5 and a 10 on a 1 to 10 scale, further indicating 

that Ralph Lauren is not hitting the mark on an issue that clearly matters to their consumers.  

 
 
 

 

III.  Lack of Product Recognition 

A third problem with Ralph Lauren is that many of their consumers really only associate 

Ralph Lauren with a certain product or type of product which calls into question whether Ralph 
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Lauren should put time, energy, and resources into other products that consumers don’t associate 

with the Ralph Lauren brand. When asked what products they believe individuals buy most from 

Ralph Lauren, a staggering 84% of respondents answered that they believe that people mostly 

buy clothes from Ralph Lauren. While it is encouraging to see that consumers so strongly 

associate clothing with Ralph Lauren, it is concerning that most consumers often overlook some 

of the brand’s other product such as bedding, bath items, and dining goods, like glassware and 

table linens. The question of whether these items are a worthwhile addition to the Ralph Lauren 

brand is one that certainly needs to be addressed. 

 

 

  IV. Losing Out to Third Party Options 

The last major problem that was identified was the fact that Ralph Lauren is often-times 

losing out to third party options such as Amazon and other outlets that sell a variety of brands. It 

is important to note that both in-store as well as online shopping methods were taken into 

account. As demonstrated in the figures below, a plurality of respondents preferred to use a 3rd 
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party source such as Amazon, roughly 57%. However, when it came to in-store shopping, 71% 

of respondents said that they would rather go to a third-party outlet instead of a brand specific 

store. Since these third-party retailers often only carry the best-selling products of a brand, Ralph 

Lauren’s ability to market and sell lesser known products such as bedding and fragrances will be 

decreased. 

 

V.  Solutions and Recommendations 

When addressing these problems, clear and easily implemented solutions present 

themselves. The first problem of not being able to identify the target demographic and market 

can easily be addressed by doing more focused ad campaigns that target a single or even a couple 

of target demographics instead of targeting everyone at once. Based on survey data, it would 

make sense to target professional age people to middle age people from around 35-55 as they 

make up almost 40% of the target audience based on consumer opinion. An easy solution to the 

problem of being behind on the cutting edge of fashion trends and designs would be to 

implement newer styles such as bright colors and vivid patterns instead of the solid colors that 

Ralph Lauren often offers now. Companies such as Vineyard Vines, Chubbies, and Lululemon 

are known for their bold, flashy designs which appeal to young consumers, answering some of 
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the question of how they are eating into Ralph Lauren’s market share. The problem of product 

recognition can be solved by going through an inventory of Ralph Lauren products and seeing 

which products are being sold in large volumes and which products are still being produced even 

though they are not selling as well. For example, Ralph Lauren offers a whole section on their 

website for dogs, including sweaters for man’s best friend priced around $100. From survey 

results, it is clear to see that most people only associate Ralph Lauren with the brand’s classic 

items, such as the polo, long sleeve button downs, and even sweaters. These results are most 

likely geared towards the human versions of the options and it is worth looking into how 

worthwhile products like a $100 dog sweater really are. The last problem of losing out to 

third-party options can be easily solved by creating ad campaigns that draw their consumers into 

specific Ralph Lauren stores. Another suggestion would be to make certain that their section in 

department stores or other third- party retailers is more appealing in order to attract customers to 

their specific location instead of another brand. These are not the only problems facing Ralph 

Lauren at the present time and the solutions mentioned will not fix declining sales overnight. 

However, they do provide some insight into troubles the company is facing and possible 

recommendations to help restore a truly classic brand to what it once was and is certainly still 

capable of being. 
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