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01EXECUTIVE SUMMARY

This strategic plan details an approach to-
wards a sustainable future for online retailer 
Gymshark. The plan consists of 5 main sec-
tions covering the industry analysis to Gym-
sharks situation analysis and the proposal in 
place to leverage the brand to a sustainable 
future.

With the sportswear sector set to rise by 
$30.4 billion in 2021, there is an enormous 
chance for opportunity particularly as  ‘the 
sportswear sector is making the most of 
growing consumer interest in brands with 
sustainable credentials’ (Geoghegan et al., 
2020), whilst sustainable activewear is set 
to be one of the biggest trends [innovation] 
in 2020 (How your gym kit is set for a sus-
tainability makeover, 2020).

Gymshark is currently built upon on a lin-
ear model, negatively impacting the triple 
bottom line however with their consistent 
success, Gymshark have the opportunity to 
invest time and money into a new develop-
ments that could see them improve brand 
performance and keep in line to mass 

market competitors such as Nike and Adi-
das. Currently, Adidas is the second biggest 
competitor in the sportswear market, bring-
ing in $250 million in sales in 2019 alone 
(statista, 2019). Competitors such as Adi-
das lead their vision with sustainability and 
imbed it within the core of their business, im-
pacting consumers and industry leaders to 
make a change. Through analysis of SWOT 
and Ansoffs matrix, it is clear that Gymshark 
have a number of weaknesses and threats 
which need to be improved through the ap-
plication of utilising their strengths to devel-
op on opportunities available. 

Through primary research, a questionnaire 
was built to assess consumers thoughts on 
Gymshark transforming into a sustainable 
brand. Over 86% of consumers believe that 
Gymshark need to transform into a sustain-
able brand within the coming years whilst 
81% understand the negative impact which 
fashion has on the environment (Appendix 
A). With these statistics, it puts Gymshark 
in a position to carry these over and input 
various solutions in order to meet goals.

The proposal section does this by offering 
responsible and tailored actions and plans 
to set Gymshark up for their coming years of 
sustainable development. S.M.A.R.T goals 
as well as circularity and core touchpoints 
help to implement sustainability effective-
ly and efficiently throughout. Additionally, 
a range of partnerships and commitments 
have been put into place to offer Gymshark 
the guidance and frameworks to increase 
progression and success rates. 

Results at the end revealed a strong and se-
cure plan to approach the implementation 
of sustainability through a range of frame-
works and actions. From year 1 implemen-
tation to the 2030 agenda target, Gymshark 
are prepared to assess critical issues within 
the brand whilst also capitalising on their 
strengths.

The ultimate goal is for Gymshark to be a 
carbon neutral brand by 2050.
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02 introduction

This document will propose a strategic 
sustainable plan consisting of short and 
long-term solutions. They will effective-
ly mitigate Gymsharks weaknesses by 
identifying opportunities to increase 
growth within the saturated market. The 
plan showcases an extensive amount 
of research and analysis, supporting 
the end proposals. The purpose of all 
this being the growth and demand for 
sustainability within the fashion industry 
and Gymshark continue to ignore this 
vital development. 
Gymshark will be able to use the pro-
posals to implement across a short and 
long time span, going up to 2050 where 
the ultimate goal is to be a carbon neu-
tral company whilst also covering so-
cial, environmental and economical re-
sponsibility. A range of attainable goals 
are in place to ensure targets are met 
and Gymshark are consistently pro-
gressing to a sustainable future. These 
goals will improve the performance and 
give the brand a competitive edge.

The beginning of the document looks at 
the impact of which the fashion industry 
is having on our planet and why utilis-
ing the triple bottom line will increase 
awareness. Through the research and 
analysis stage focusing on Gymshark 
will come the proposal, whereby circu-
larity initiatives as well as partnerships 
and commitments will ensure a suc-
cessful and concrete management for 
sustainability. All solutions proposed 
will ensure they meet the standards of 
circularity, communicated indefinitely 
so Gymshark can be held accountable 
for their actions whilst being traceable.
With this strategy, Gymshark can com-
municate effectively to innovate, cap-
tivate and educate the consumer and 
wider audience.

FIG 1
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03 METHODOLOGY

primary research secondary research
An online questionnaire (Appendix A) shared 
with Gymshark consumers including the 
use of the Facebook ‘Gymshark Commu-
nity’ page. The questionnaire received 75 
responses helping to understand consumer 
requirements and opinions on the sustaina-
ble strategy.

A discussion with members of the 
Gymshark team.

Visiting the London 2020 brick-and-mortar 
pop-up

Online resources including reports, articles, 
videos and various other websites.

Researching and analysing Gymshark 
including their  various platforms including 
website, Youtube, Instagram, Facebook and 
Twitter to gain an understanding on their 
brand and strategies for success.

Books focusing on the triple bottom line and 
supply chain management.
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A SHIFT IN THE INDUSTRY
04 INDUSTRY ANALYSIS. 

What is the issue?
The fashion industry is the second biggest 
polluter in the world, accounting to an ac-
celerating rate of production and consump-
tion. If the industry continues to accelerate 
at the rate in which it does, then human life 
support systems are at risk.
In 2015 alone, approximately 1.7 billion 
tones of greenhouse gas was emitted by 
textile production.  By 2050, the UN esti-
mates that the equivalent of almost three 
planets will be required to provide the natu-
ral resources society needs in order to con-
tinue contemporary lifestyle (Sustainable 
consumption and production, 2020). 

The shift.
A vital shift in the fashion industry has seen 
the emergence of sustainability covering all 
aspects from social, environmental to eco-
nomical responsibility, to take accountability 
for negative actions that effect people, plan-
et and profit. Survey respondents within The 
State Of Fashion Report 2019 stated that 
‘sustainability will be both the single biggest 
challenge and the single biggest opportunity 
for the industry in 2020’(the state of fashion 
report, 2019).
There has been a significant demand for 
sustainability, communicated widely by con-
sumers as people begin to understand the 
devastating impact the fashion industry has.

In order for sustainable development, it 
requires a long-term structural change in 
our economic and social system which in 
effect will benefit the aim of reducing neg-
ative environmental impact. This effectively 
responding to the need of this strategic sus-
tainable plan. Brands should be focusing on 
helping consumers, informing and educat-
ing on new practices that target the effect of 
decreasing their own negative impact on the 
environment. The less they do, the less likely 
the consumer will choose them.

Issues impacting the planet (examples):

Water Pollution Water Consumption

Microfibers in the 
oceans

Greenhouse Gases
(GHG)

In spite of the growing mo-
mentum, the industrys ef-
forts to tackle its waste 
problems are still at an 
early stage. Many of the 
solutions currently in the 
works don’t go to the route 
of the problem.*”

“

*(the state of fashion report, 2019)
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sustainability 

SOCIAL ENVIRONMENTAL ECONOMICAL

PEOPLE PLANET PROFITS

Why now?
Over the past few years, sustainability has 
grown a great deal particularly within the 
millennial generation as they are the ones to 
see first hand the damaging effects which 
the fashion industry is causing. Fashion ac-
counts to many different areas it is having an 
effect on including but not limited to, green-
house gases (GHG), chemical pollution, to 
cheap labour and irresponsible consump-
tion.
The UN also states that after discussion 
with various experts that current business 
models and solutions will not be sufficient in 
order to deliver on the current climate 2030 
agenda. Additionally they will not reduce the 
global temperatures to 1.5˚C, a target which 
was set in the Paris Agreement under the 
United Nations Framework Convention on 
Climate Change (UNFCCC), therefore with 
fashion being the second biggest polluter 
in the world, the industry must do their part  
to lower their environmental impact whilst 
positively effecting social and economical 
action.
At present time we are faced with a climate 
emergency to which if we do not act now, 
then our impact will be irreversible.
In order to change this, utilising and acting 
on the triple bottom line we aim to reverse 
and create positive change within the indus-
try, to inspire and influence the next genera-
tion and other industries.

04 INDUSTRY ANALYSIS.

By focusing on people before 
profits. Social sustainability ‘ef-
fects what happens to employ-
ees, workers in the value chain, 
customers and local communi-
ties, and it is important to man-
age impacts proactively’ (Social 
Sustainability | UN Global Com-
pact, 2020).

Environmental sustainability fo-
cuses on whether environmental 
resources will be protected and 
maintained for future genera-
tions. It does not compromise or 
effect the future and remains to 
be renewable and resourceful in 
a eco-friendly way.

To not put profit over people.
‘Economy relates to the condi-
tion of a community, nation or 
region with respect to trade fac-
tors, including production and 
consumption of goods and ser-
vices and financial transactions’ 
(Condé Nast - Glossary, 2020).
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 05 OVERVIEW.

 about gymshark

Gymshark is a fitness apparel brand, found-
ed in 2012 by Ben Francis. An internation-
al online retailer based in United Kingdom, 
selling mens and womenswear as well as 
accessories to 180 countries. Over 98% of 
their search traffic is organic, therefore Gym-
shark do not need  to make large invest-
ments into paid search. Within the space of 
a year from 2017-2018, they have almost 
double their sales from 52 million to just over 
103 million. (Beeketing, 2019). This growth 
comes from a devotion to producing inno-
vative, effective performance wear and an 
ever-expanding social presence, and above 
all a commitment to the Gymshark vision.
None of this would of happened however if 
it was not for founder, Ben, who noticed a 
gap in the sportswear market. Since then 
‘the customer and the community is at the 
heart of every decision’ (YouTube, 2020).
Gymshark are leaders within the sports 
market and have done so through a number 
of marketing strategies enabling them to be 
a step up from their competitors. They in-
troduced “Gymshark athletes” whereby they 
pick out individuals who they believe should 
be a part of and represent the Gymshark 
family. Additionally they also refuse to sell 
through third-party and offer consistently 
affordable products. They are pioneers on 
social media, bringing in over 4million+ fol-
lowers on Instagram alone.

Current approach to sustainability. 
According to one of Gymsharks em-
ployees, ‘recent changes we have made 
include replacing the plastic from the swing 
tags with cardboard, making the mailing 
bags thinner to reduce the amount of plas-
tic we use in them and changing the bags 
that products are shipped in by using recy-
cled content in them’. This is not close to 
where they should be in terms of social, en-
vironmental and economical responsibility 
therefore this strategy will be re-evaluating 
their existing approach in order to substan-
tial make a positive impact and difference 
across their entire brand collateral as well as 
internal and external environment.
It is vital for Gymshark to take action due 
their progressive growth and large influence.

MENSWEAR
&

WOMENSWEAR

UK’S FASTEST 
GROWING 
COMPANY* 

ANNUAL 
PROFIT 

GROWTH OF 
152%*

*(Imms et al., 2019)
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        BRAND IN ACTION

  BRAND PERSONALITY

brand values

Brand in Action.

Multiple social media accounts to build 
connectivity and inspiration

Make prices affordable
Events and meet-ups building relationships 

and communication
Less focus on sales, more about the consumer 

High use of influencer marketing
Effective sportswear

YouTube videos by Ben Francis 
giving insight into Gymshark 

Sport/fitness classes and events

Brand Personality.

Innovative
Forward-thinking

Inspiring
Visionary
Leader
Active
Fresh

Modern
Fun

Brand Values.

Family Building a community

Progression To be fearlessly progressive and 
consistently future-conscious

Vision Be true to the vision and respectful of others

Brand Identity Onion

GYMSHARK

05 OVERVIEW.

 identity
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SITUATION ANALYSIS
GYMSHARK

WHERE are GYMSHARK NOW?
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06 SITUATION ANALYSIS.

MARKET OVERVIEW

Size of the sportswear market worldwide from 
2018 to 2025 (in billion U.S. dollars)

FIG 3
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393.52

434.45

474.63

MARKET 
PREDICTED 
TO RISE BY 

$30.4 BILLION
IN 2021

The sportswear market.
These statistics alone prove that the 
state of the market is strong and in-
creasing greatly in value of the next few 
years. This could be due to a number 
of reasons including new business start-
ups, rise in technology and innovation.

The sustainable strategy will imbed a 
range of research and analysis as well 
as implementing creative and innovative 
ideas to form a strong and stable fu-
ture across all aspects of the business. 
Hence linking to financial growth and 
new opportunities for Gymshark.
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FIG 4

Leading athletic apparel companies worldwide 2019
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NIKE
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LULULEMON

COLUMBIA SPORTSWEAR

Sales in millions US dollars

NIKE AND 
ADIDAS ARE THE 

LEADING 
COMPETITORS

Sustainability.
Essentially this market is continuing to grow and merge into various markets including 
sportswear. It is important to note however that sustainability not a market trend, but a 
vital shift and innovation in the industry which brands should be looking at. According to 
Draperonline, ‘the sportswear sector is making the most of growing consumer interest in 
brands with sustainable credentials’ (Geoghegan et al., 2020). Furthermore, ‘according 
to global fashion search platform Lyst, sustainable activewear is set to be one of the 
biggest trends [innovation] in 2020. Searches for the term itself are up by 151%, with 
interest in specific materials, like econyl, organic cotton and tencel, also on the rise’. 
“People are beginning to wake up and realise we need to be more sustainable with our 
sartorial choices, and activewear has long been one of the worst offenders,” says celeb-
rity stylist Alex Longmore. (How your gym kit is set for a sustainability makeover, 2020).

SUSTAINABLE 
ACTIVEWEAR IS SET 

TO BE ONE OF 
THE BIGGEST 

TRENDS [INNOVATION]
IN 2020
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marketing mix
Price.
Gymshark sell a variety of products 
which range in price from low to mid-
high making it affordable for their target 
market. It is very key when manufac-
turing and pricing items that Gymshark 
pinpoints correct amounts with the con-
sumer in mind, as variables within their 
demographic are extremely important. 
Insight into how the consumer perceives 
pricing of the product to how much they 
are willing to pay for are all key deriv-
atives in what and why Gymshark will 
price product at. Many young individu-
als within their target market are within 
education and part-time/full-time jobs 
with low income making it difficult and 
less necessary for them to pay for prod-
uct which is expensive. This in effect will 
make consumers opt for Gymsharks ri-
valries who sell cheaper product. How-
ever, what differentiates Gymshark is 
their ability to put the consumer first 
making it easy to target their needs and 
desires with high-quality fitness apparel. 
This includes their range

of collections which are highly popular 
and priced at a mid-tier range with high 
numbers of styles stocked. For exam-
ple, the ‘camo’ collection has prices 
ranging from £35-£50. They also sell 
product which is part of the low-tier 
price bracket within the market making 
it inexpensive for the consumers (pric-
es start from £8 for underwear and £15 
for apparel). Overall, these pricing levels 
make Gymshark have a balanced price 
range which will effectively increase their 
profit margin and allow them flexibility for 
future products and pricing. Gymshark 
have limited sales/events however, in 
the blackout event for 2019 selling over 
3 million units. They did many discounts 
of their apparel creating impact and 
reaching the desire that the consumer 
is after; knowing they are getting a great 
deal for apparel which is highly-popu-
lar, whilst Gymshark get the recognition 
and engagement they are after.

Product.
Gymshark sell both mens and womens-
wear within the fitness apparel market. 
New product takes 12-18 months 
from design to launch. The fit of the 
product makes it comfortable and ap-
pealing to the consumer; this is due to 
the gap in the market which Gymshark 
have identified and succeeded within 
since they first launched. The design 
of the products makes allows the con-
sumers body to breath and sweat whilst 
functioning at both low and high perfor-
mance whether it is for gym life or ev-
eryday. Due to selling performance wear 
at a successful rate, Gymshark have 
introduced various colour ways and 
styles to ensure every consumer has 
options. The wide variety within their 
whole product selection enables them 
to appeal broadly to their target market, 
ensuring their needs are met and are the 
right product they are looking for. The 
materials used are concrete attributes 
to the requirements for the consumer, 
enabling their signature sculpting and 

flattering high-waisted looks to stand 
out in a crowd. Nylon, polyester, elas-
tane are all materials which are unsus-
tainable and are ones which Gymshark 
use throughout their products, however 
these materials contribute to the ability 
of stretchability and comfort. As much 
as these attributes are important, intan-
gible attributes are too. They are linked 
to the perceptions and desires the con-
sumer has, so essentially the consumer 
is buying for their needs and viewpoint. 
Therefore within Gymsharks products, 
they design to fit what the consumer 
needs but also for what the consumer 
will interpret and desire for their fitness 
apparel needs. Within the future of their 
products, Gymshark should start imple-
menting alternative sustainable materi-
als throughout the whole product range. 
Finally, Gymshark also sell a range of 
accessories which finish the look and 
bring required essentials for consumers 
needs including bags, hats, water bot-
tles etc. 

06 SITUATION ANALYSIS.
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Place.
Gymshark are an online retailer, operat-
ing and distributing product internation-
ally, offering a direct route for the con-
sumer to purchase. Gymshark does not 
sell to third-party retailers. Not having 
this luxury has come at the expense of 
having limited time frames. This in effect 
creates issues with keeping stock lev-
els of new product up due to not being 
aware of what sales they could poten-
tially turn over. However, over the years 
Gymshark have fused offline and online 
together to build a community around 
the brand. They strategically do so by 
creating events, fitness classes and 
pop-up stores to attract consumers 
and bring people together. As of yet, 
they currently do not have any perma-
nent brick-and-mortar stores but have a 
big opportunity to do so by creating im-
mersive experiences that highlight Gym-
shark as a brand. Due to this, Gymshark 
only have to worry about the logistics 
and methods of transportation for their 
direct route of purchase (online). 

For the future of the brand, Gymshark 
themselves have not ruled out the 
possibility of owning brick-and-mor-
tar stores. Even though Gymshark sell 
online only through their website, they 
still have to take into account that place 
is key to determining the right product 
at the right place at the right time for 
the consumer. Geographical variables 
within their target market will segment 
the large group of consumers which in 
effect will mean Gymshark will have to 
adjust stock levels, designs and styles 
to fit each group within their target mar-
ket. Their online store is kept simple to 
create ease of use with main links to 
their blog, a live chat service as well as 
a monochromatic colour palette. Hav-
ing a website means Gymshark are able 
to communicate direct-to-consumers 
wherever they may be in the world and 
keep up with consumer expectations of 
a fast and easy service.

Promotion.
Gymshark have many marketing strat-
egies which effectively differentiate 
themselves from their competitors. With 
Gymshark, they use influencer market-
ing which allows them to partner up with 
influencers to showcase their brand to 
gain further awareness and recognition, 
targeting macro to micro audiences. 
Even though Gymshark are not focused 
on sales, they still want to promote their 
brand to ensure they are keeping up 
with their competitors whilst listening to 
the demands from the consumer. Social 
media is a key promotional activity al-
lowing Gymshark to share and update 
their followers on the latest news, polls 
and comical posts. This allows them to 
engage with the consumer and create 
further interaction effectively making 
the consumer feel like they are a part of 
something and having their voice heard. 
As Gymsharks target market is between 
the ages of 16-25, it is easy for them to 
access the wide variety of social media 
platforms to connect and engage with

their audience. Gymshark have the op-
portunity to be flexible and innovative 
with their choices due to how often so-
cial media grows and the impact it has 
on individuals, particularly the younger 
generation. Platforms including Spotify, 
Facebook,Instagram, Twitter, Pinter-
est and YouTube all allow Gymshark to 
reach a wider audience of individuals. 
In early 2020, Gymshark opened up a 
pop-up store which brings people to-
gether and creates a space for the con-
sumer to be in a retail environment and 
understand the aesthetic Gymshark 
were gravitating towards. Carrier bags, 
digital screens and voucher cards are all 
simple yet effective tools to promote the 
brand. 
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Physical Evidence.
Gymshark is much more than just about 
the product they offer but about the 
experience they want the consumer to 
have. This is evident within a variety of 
physical attributes, making it apparent 
that Gymshark focuses more on the 
consumer themselves. It is key they use 
physical evidence widely to stand out 
from their competitors. Social media is 
a key player as mentioned previously 
and one which is used widely through 
the Gymshark brand. Across all plat-
forms they post regular content to com-
municate and engage with their target 
market, informing them of the latest 
products and events or just motivation-
al quotes. Being an online only brand, 
Gymshark use e-commerce to mer-
chandise there product cleanly making 
it easily accessible. Within their latest fit-
ness venture ‘Gymshark66’, it becomes 
clear that Gymshark want the best for 
the consumer by involving fitness tips, 
workouts and motivational techniques 
to build relationships and make content 

more relatable. Within their current pop-
up store, carrier bags, voucher codes, 
signage all equate to the physical evi-
dence Gymshark provides, building 
on the experience. Furthermore, with 
the store there is friendly and inviting 
atmosphere, along with a locker area 
and fitness space to give the represen-
tation you are in a gym to elevate the 
brand and give more to the consumer 
then just a product, but a memorable 
time. All items giving including the car-
rier bag were unsustainable, elements 
which would need altering to improve 
the consumer experience and meet the 
demands and expectations for a sus-
tainable future. All these factors are im-
portant as they add value and enhance 
the consumers perception, again push-
ing on the experience Gymshark has to 
offer. It will also help to maximise sales 
and allow the shopping experience with 
Gymshark to be more than just pur-
chasing a product, but a chance to be a 
part of something different. 

Process.
Through the consumer purchase jour-
ney, Gymshark have to think about the 
important elements as well as any impli-
cations that may occur. Being an online 
retailer, it is key for them to showcase 
this as much as they can through various 
information and services. The useability 
of the website is one of the most import-
ant elements because if the consumer 
can’t work round the website, then they 
will not end up purchasing anything. As 
well as this, consumers have the luxury 
of next day delivery and free returns, all 
resulting in less hassle and building cus-
tomer brand loyalty and recommenda-
tions. Clear headers and side bars help 
to ensure there is easy direction and 
fluidity between each page. Product de-
scriptions and product reviews help the 
consumer to choose whether a product 
is right for them and form an even better 
experience, Gymshark have their own 
live chat service and FAQ page so the 
consumer can get the answers they are 
looking for in a few clicks. 

As fitness can be alien to some people, 
it is key that information is clear and 
consistent throughout the website to 
give the consumer the knowledge they 
need so they can make a purchase with 
as clear mind as possible.  For exam-
ple, resistance bands are sold as part 
of their accessories range. With these 
in particular, as there are different resis-
tances, it is important to give the cor-
rects facts so there is enjoyment but 
also being safely used. Everything re-
lies on this one website for Gymshark 
which means extra efforts and expense 
need to go in to ensure the website is 
operating and logistics are all running 
smoothly otherwise it could potential 
loss of sales and consumers if the web-
site should ever go down. Content is 
also important to make fresh new looks 
for the websites layout appealing to the 
current and any emerging consumers. 
Overall, Gymshark have built a website 
which provides a positive interaction 
and experience for the consumer.
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People.
People within Gymshark are funda-
mentally the ones who are owed for 
their skills, knowledge and expertise 
because without them the brand would 
crumble. For starters as mentioned pre-
viously, Gymshark are the pioneers in 
influencer marketing and with collabo-
rating with some of the most influential 
fitness individuals in the industry, they 
are able to reach a wide audience, pro-
viding them with new content and fresh 
ideas. Gymshark have worked with in-
fluencers such as Nikki Blackletter who 
was the first influencer to embark on 
collaborating, providing a space to allow 
Gymshark to expand and communicate 
with a new group of people. Looking at 
internal people, Gymshark have hired a 
large amount of people since operating, 
who share their own ideas and influenc-
es to push Gymshark to be bigger and 
better. All of which can be seen through 
videos posted by Ben Francis (founder). 
It gives the employees and everyone 
working together at Gymshark a chance 

to also push themselves and be a part 
of a brand which is constantly growing 
and looking for new innovative ways to 
keep on top of their competitors. Every-
where from the beginning of production 
to end distribution and direct route of 
sale, people within the business provide 
an integral role in ensuring the process-
es run as smooth as possible whilst 
putting the consumer first and making 
sure there experience is memorable. All 
individuals within the business working 
behind the scenes and across social 
media add value to the brand and make 
it worth a consumers time to like, com-
ment and be a part of a brand that sells 
more than just a product but an expe-
rience as well, including everyone in a 
wider community.
From the beginning, Ben Francis had 
his friends and family to thank, for their 
valued efforts and role in expanding 
Gymshark into the brand it is today.
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pest ANALYSIS

Political and Legal.
In order for Gymshark to keep in check of 
the political and legal factors, they must 
understand the necessary changes that 
can effect the business. By keeping up 
to date with relevant legislation, taxation 
and trade tariffs in order to understand 
the implications and to minimise risk 
in the business failing to meet certain 
guidelines. In particular, for Gymshark to 
transition into a sustainable brand, they 
need to become aware of fluctuations in 
prices of raw materials, good and ser-
vices to show they understand and can 
manage scale and sourcing of goods. 
This is vital when they need to reevalu-
ate the materials which they do use.
Political changes including BREXIT, 
is a great example of how leaving the 
European Union can alter areas includ-
ing trading, production, currency etc. 
Gymshark will need to prepare for these 
changes and understand how pricing 
and value of product may change. On a 
final note, the government could poten-
tial put legal matters into place to ensure

citizens of their country are maintaining 
and implementing a healthy lifestyle, 
hence the need for fitnesswear and ex-
ercise equipment. As Gymshark have 
an outreach on a global scale, they are 
able to be one of the first brands which 
individuals will look at.

Economical.
Economic crisis’ can effect the business 
and rate of sales. Consumers are less 
likely to purchase if they themselves are 
in financial difficulty as well as the wider 
situation of economic downfalls. Vari-
ables including geographical location will 
vary based on the country themselves 
and how their own economic growth/
downfall will effect how the consumer 
will buy. At present time, the UK is in the 
middle of a transition period to which it 
will be leaving the European Union. This 
will effect areas as mentioned including 
currency and markets. As well as this, a 
new virus outbreak known as COVID-19 
is causing a worldwide pandemic, ef-
fecting the economy due to business 
closures, limited distribution, job loss-
es, pay cuts and the need for essentials 
rather than Gymwear (example based 
on Gymshark focus). However, exercise 
has been deemed as an important ap-
proach to everyday life ensuring each 
citizen utilises exercise as a method of 
decreasing mental health issues and to

increase a healthy lifestyle. This gives 
Gymshark an opportunity to build a 
positive and impactful approach to en-
sure their consumers are staying safe 
and keeping healthy, building and main-
taining that consumer relationship and 
loyalty whilst having limited sales. Fu-
ture virus outbreaks are possible and 
can again effect Gymshark. Both offline 
and online retailers are being effected. 
Finally, due to the effects of COVID-19 
on the economy, it will begin to make 
individuals and businesses aware of 
the current state of where they at it in 
terms of sustainability. Overconsump-
tion is one of the biggest issues facing 
the environment today and as we are 
all facing financial downturn, it gives an 
opportunity to take a step back and ac-
knowledge whether what we are buying 
is necessary. The need for sustainable 
strategies is the perfect opportunity to 
introduce higher-quality products, mini-
mising negative impacts on our environ-
ment.

06 SITUATION ANALYSIS.
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Social and Cultural.
Social and cultural factors can have a 
mass effect on Gymshark. Opinions and 
thoughts from the consumers can alter 
their purchases decisions. This could 
be due to changing trends or as men-
tioned, an evolving economy. Individu-
als may deem it more essential to make 
investments in more important areas 
rather then particular purchases such 
as fitness apparel. Influences from oth-
ers can also effect the social and cultur-
al dynamics of demographics. With this 
shift in the population, it means sales 
could decrease for Gymshark meaning 
they would have to alter and become 
prepared for these changes. Whilst 
finding inspiration and building ideas. 
Gymshark have to acknowledge de-
veloping lifestyle trends. As mentioned 
previously, due to COVID-19, there has 
been an increase in individuals evolving 
their lifestyle by implementing more ex-
ercise equipment and fitness apparel. 
Gymshark have the opportunity to tar-
get those consumers ensuring they feel

Technological.
Factors effecting the technological vari-
able of the business can include mate-
rial and innovation. Gymshark have the 
opportunity to grasp technological ad-
vancements to efficiently save time and 
energy in the production line. Over the 
years, technology has become appar-
ent and been utilised tremendously in 
order to gain various data and informa-
tion, giving brands such as Gymshark 
the opportunity to stand out against 
their competitors. Technology provides 
a wider choice of options enabling 
Gymshark to sustain business practices 
including producing CAD designs. This 
enables Gymshark the opportunity to 
create entire fashion product on just a 
screen, limiting the need to waste mon-
ey on consistent sampling. Gymshark 
also have their own e-commerce and 
social platforms to communicate and 
build relationships with their consumers, 
this in effect will help improve customer 
experience. New opportunities and de-
velopments could see Gymshark having

a apart of the community but also en-
sure they are given the product they 
need to fit their new venture, including 
various home workouts and limited out-
door ventures. Unfortunately, there is 
still a downfall in sales due to financial 
difficulty, meaning it is out of Gymsharks 
control for now, but only until they think 
outside the box and implement new 
strategies. Finally, a consumer shift 
based on social and environmental 
responsibility could deter consumers 
away from Gymshark if they continue to 
limit their opportunities within the field of 
sustainability and look to implement cir-
cular and sustainable solutions.

to shift their current strategies in order 
to keep up. For example, the integration 
of technology within clothing is allowing 
for a greater flexibility and development. 
On the other hand, as much as these 
technology advancements can be ben-
eficial, Gymshark have to understand 
the risks, whilst the progression of tech-
nology grows, so does the demand for 
it.
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brand positioning map
Lululemon

Nike

Adidas

Physiq Apparel

AYBL

Ryderwear

NEU Apparel

GYMSHARK

Myprotein

TALA

Sweaty Betty

Fabletics

Missguided[Gymwear]

ASOS 4505

HIGH PRICE

LOW PRICE

HIGH QUALITYLOW QUALITY

Primark [Gymwear]

The brand positioning map presents Gym-
sharks market position. The three main 
competitors are Adidas, Nike and Lu-
lulemon however they have new arrivals 
within the market which must be watched 
due to the nature of their sustainable USP 
and impactful growth, including but not 
limited to, TALA.

06 SITUATION ANALYSIS.
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PRIMARY competitor comparison

Competitor comparison analysis com-
pleted through in-store visits and online 
research. Identifying Gymsharks primary 
competitors as well as their focus on sus-
tainability through their business, adding 
threat to Gymshark.

06 SITUATION ANALYSIS.
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New businesses emerging within the sportswear and sustainability markets will put pressure on Gymshark. 
The development, research and innovation of new products have a risk of being effected due to new en-

trants. It is Gymsharks duty to ensure they keep loyal to their consumers and keep strong to their success 
of marketing strategies and business operations so they are able to capitalise and continue extending their 

operation into the new sector being sustainability. Protection of innovation and development will ensure they 
are always one step ahead in the market. It is costly therefore new entrants will find it difficult at first. If they 
are able to keep to the position which they are in and bare in mind to differentiate against their competitors 

then have that strong, stable business within the market.

Consumers may find alternative products and 
services at Gymsharks competitors which can effect the progression of Gymsharks sustainable strategy. 

It will also weaken their competitive advantage therefore it is important to harness new and emerging 
consumer demands and implement innovative and exciting strategies. Gymshark have to be aware that 

many consumers may look at cheaper alternatives, particular as many sustainable materials can be 
expensive. It is their job to ensure they are continuing to offer affordable prices and keep the consumer 
in mind, identify what they expect and what they need. Again this links back to ensuring Gymshark are 

transparent through the whole process, giving them the competitive edge in both online and offline 
environments.

Buyers will want to purchase at the best pos-
sible price however keeping it mind sustain-
able products/services have been noted to 

be expensive so understanding price ranges 
and finances are key to ensuring the best 
product and deals are in place as well as 

being competitive within the market. Can rely 
heavily on order size for quantities, number of 
consumers as well as differences of pricing 
between Gymsharks competitors who are 
transforming into a sustainable business.

Suppliers who can offer sustainable materials/
services at a price which works for Gymshark 
will make it easier to choose. Gymshark just 
have to be prepared for suppliers to bargain 
prices as they have that power. As there may 

be limited numbers of suppliers/manufacturers 
who are sustainable and transparent with what 

they do, it can make the process harder for 
Gymshark. It may create risks such as loss of 

profits and harder to have their products manu-
factured. Necessary relationship building is key.

Keeping ahead of Gymsharks compet-
itors to ensure they have the advan-
tage on factors including consumer 

needs but also down the supply chain 
looking at suppliers and buyers who 
may offer a better deal for various 

services. The strategy implemented 
will ensure there is not a high com-
petitive rivalry to ensure Gymshark 

have strength and increasing profits. 
However, preparing for the future when 
more brands begin to look at sustain-

able resources/services.

Porters five forces
06 SITUATION ANALYSIS.
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swot ANALYSIS
Strengths.
• Strong social presence (4+ million on In-

stagram alone)
• Loyal consumer base
• Annual profit growth of 152% and fastest 

growing UK company in 2019 (Imms et 
al., 2019)

• Merges of online and offline experiences
• Products priced at an affordable rate
• Fearlessly progressive 
• Pioneers of influencer marketing
• USP- focusing on their vision by believing be-

fore there is an action there is an idea

Weaknesses.
• Outsourced manufacturing
• Unsustainable methods and practices
• Limited knowledge and progression with sus-

tainability
• Issues with warehouse and logistics to limited 

staff
• Online only
• Currently unable to ship to many countries
• Unpredictable stock levels to purchase levels
• No exchanges within their return policy
• Part of an increasingly saturated market

Opportunities.
• Transforming the current business model to 

be sustainable
• New innovative materials and technology
• Collaborations and partnerships
• Sustainable initiatives including updated 

packaging, educating the consumer
• Permanent brick-and-mortar stores bringing 

the community and experience together
• Publishing roadmaps to showcase to con-

sumers and the industry what Gymsharks 
ambitious but achievable goals are

• New emerging markets

Threats.
• Competitors transforming business models to 

be sustainable, in effect becoming leaders in 
change and reaching to more consumers

• Emerging competitors analysing the seg-
ments of the industry which they could po-
tentially fill and become a threat

• Rising operational costs
• Importing and export duties
• Mass market competitors such as Adidas 

and Nike over powering and continuing to 
dominant the market

Whilst Gymshark are a highly suc-
cessful brand, threats need to be 
considered so the wider scope of 
opportunities can be implemented 
into the business to prioritise future  
sustainable goals. This will work as a 
way to address or minimise internal 
weaknesses to ensure opportunity is 
not jeopardised. Whilst utilising internal 
strengths to capitalise on external oppor-
tunity and potential.

06 SITUATION ANALYSIS.
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Market Penetration.
Gymshark can continue to sell their exist-
ing products in the current market how-
ever, to improve profitability they can har-
ness key strategies to do so.
By using this proposed strategy, Gym-
shark will be able to reach more con-
sumers and improve their product range 
and services. Gymshark are able to keep 
loyalty to their consumer base by being 
authentic and keeping true to their own 
values.

ansoffs matrix

Diversification.
This scenario would involve Gymshark 
marketing new products within new mar-
kets. This would be high risk for the brand 
as it poses the most threat. This is due to 
potentially having zero experience within 
these new markets if they decided to reach 
them but could bring in the highest of re-
wards. This could be something Gymshark 
look into for their future.

Market Development.
As Gymshark focuses on creating their 
own product, sometimes 18 months in 
advance, Gymshark can develop within 
the sportswear market further by moving 
into sustainability, understanding it is not a 
trend but an important business transition. 
By doing so, they can create new prod-
ucts. It does create more risk however, it 
is an important position change required.

Product Development.
This will be suitable for Gymshark as it al-
lows them to develop their products within 
their existing market but still appeal to their 
existing audience with the opportunity to 
reach more consumers. This would enable 
the brand to turn one of their weakness-
es into strengths, by differentiating them-
selves in a saturated market. This strategy 
would involve research, development and 
innovation as well as detailed insights into 
customer needs (and how they change).

RI
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D
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understanding the consumer

18-25
TARGET 

AUDIENCE 
MALE AND 
FEMALES

Our overarching focus, full stop, is 
to understand the 18-25 age group 
in our sector better than any brand 
in the world.     (STEVE Hewitt CEO, 2017)*”

“ CONSISTENT
SOCIAL MEDIA 

USERS

FIT AND
ACTIVE

LIFESTYLE

Instagram/
8.02%.

YouTube/
59.94%.Facebook/

15.71%.

Pinterest/
7.88%.

Others/
4.77%.

Twitter/
3.69%.

Breakdown of traffic to Gymsharks social media
(How Gymshark grew by 200%+ year on year and 

hit £41M in sales, 2020)

Gymsharks target audience is both 
males and females aged between 18-
25. CEO Steve Hewitt said ‘being rele-
vant to an 18-25- year-old in a few years 
will be different from what it is now. It’s 
not going to be easy, but we’re up for 
the challenge’*.
Gymshark also pulls in 14-year olds, its 
customers of the future. ‘They are our 
Young Sharks, our next point of entry,’* 
says Hewitt. And of course, there are 
the 35-44 year-old fitness enthusiasts.
“Our followers are loyal, but they can 
also be very fickle. If we can’t be both-
ered, or seem to be taking our success 
and customers for granted, they’ll be 
quick to call us out.’ - Steve Hewitt 
CEO*

In light of this, target audience is incred-
ibly key for Gymshark. Part of their core 
values is ‘family’, proving that they value 
building a community and bringing peo-
ple together. By putting consumers at

the forefront of their vision and progres-
sion, they are able to reposition and al-
low their target audience to expand by 
keeping up with the demands from the 
consumer. As the strategic plan follows 
the consumer demand of sustainability, 
Gymshark will be more likely to accept 
the proposals and solutions given.

It is important to understand that every 
consumer is going to be different based 
on individual variables. This is why it is 
necessary to segment groups of con-
sumers to understand behavioural dif-
ferences and motivations. Understand-
ing consumer is central to all aspects of 
effective marketing. Whilst it is important 
to understand internal development and 
competitors, it is also vital to know the 
demands and needs of the consumer. 
Knowing the consumer will help make 
key decisions in the process of the sus-
tainable strategy.
*(Gymshark gets fit fast, 2020)

06 SITUATION ANALYSIS.
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SOCIAL

22/Female/Pre-Family/Middle-Class

FIG 6

FIG 10 FIG 11

FIG 9

FIG 8FIG 7

FIG 12

18/Male/Working Class/
Working Dependant Student

ADVENTUROUS
CONSCIOUS
SELF-MOTIVATED
FIT AND ACTIVE
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segmentation

Demographic.
Gymsharks target market is aimed at 
both males and females between the 
ages of 18-25. As the CEO mentioned, 
they want to ensure that they contin-
ue to analyse and focus on their target 
consumer, better than any other brand. 
Their consumers are motivated individ-
uals who aspire to keep fit and connect 
with other people. They are at the stag-
es in life where looking and feeling your 
best can sometimes be top priority. Due 
to a young demographic, many will be in 
education with living wage income. The 
consumer is dependent but may also 
be pre-family and family; from a market 
research point of view, these can be 
defined by attributing acronyms such 
as YADS (young and determined sav-
ers) and HEIDIS (highly educated inde-
pendent individuals). As the consumer 
passes through various stages of their 
life, their income and responsibilities 
shift however the need to keep active 
and set time aside to attend the gym or 
do a workout is a priority for them. 

Psychographic and behavioural.
The consumers lifestyle and psycho-
graphic variables may effectively mo-
tivate them to buy Gymshark product. 
They feel a sense of urgency to stay fit 
and keeping to a healthy lifestyle. Exer-
cising has an array of benefits includ-
ing proven to help with mental health 
issues. This segment will also take into 
effect the attitudes and opinions of 
the consumer, effectively making them 
more aware of the way they feel/look in 
or using Gymshark product. This can 
improve their self-image and make them 
feel a part of the Gymshark community. 
Products of Gymshark are made to be 
flattering and sculpting to improve the 
look of the natural body. As the shift of 
improving body image and shape oc-
curs, so does the consumers aspira-
tions, inspiring them to look into new 
products and new ways to exercise.  
Whilst also feeling and looking good, the 
consumer will want to feel like they have 
given back to the planet, ensuring their 
motives and purchases benefit not just 
themselves but others.

Geographic.
Gymshark have an outreach to 131 
countries making it an international 
brand. Variables based on location and 
climate are important to consider as 
this may alter the consumers purchase 
habits. As the US is the biggest market 
for `Gymshark, it is important for them 
to understand the particular needs for 
varying locations. Many states within 
the US have different weather condi-
tions, therefore alternating the needs 
of the consumer. This can be coincided 
with the rest of the markets they work 
within. One consumer may need to seek 
warmer clothing due to colder climates 
whereas another may need to keep 
to the basics and look for fitnesswear 
that absorbs sweat and is breathable. 
As the emerging market of sustainabil-
ity unfolds, it is important for them to 
understand that based on geograph-
ical variables, some consumers may 
demand this more due to the effects of 
which businesses are having on where 
they live e.g. water pollution/chemicals 
leaking effecting their living conditions.

Usage and benefits.
The consumer is enticed by the bene-
fits of the fitness apparel, the quality and 
pricing of the product which can moti-
vate the consumer to buy or perhaps 
look elsewhere. It is important to price 
products accordingly however the expe-
rience and emotion behind a service or 
product makes the consumer more like-
ly to be a part of the brand and commu-
nity. If these variables in particular aren’t 
taken into account, then the consumer 
will recognise and demand for change 
or choose a competitor of Gymshark. 
The direct-to consumer model must be 
kept throughout the purchasing journey 
to keep to Gymsharks identity and stay 
loyal, effectively making the consumer 
stay loyal to them. Leading to more pur-
chases and using their products more. 
As mentioned, mental benefits also are 
an important variable, they can take into 
account how an individual is emotionally 
feeling and products and services can 
push to target those subgroups within 
the consumer base, ensuring engaging 
methods and marketing strategies are 
used.

06 SITUATION ANALYSIS.
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MOTIVATION AND BEHAVIOUR
Consumer behaviour is driven by a com-
plex interplay of variables, including de-
mographic, geographic, psychological, 
economic, social, cultural and personal. 
The motivations and behaviours of the 
Gymshark consumer reflects consumer 
demand for sustainability. One key moti-
vation is ‘caring about the environment’. 
The consumer is motivated by looking 
to sustainable iniatives and doing their 
own part to lower their impact. This in 
effect will make them feel part of the 
Gymshark community, committing to a 
healthy lifestyle whilst Gymshark com-
mits to a sustainable future. 

It is Gymsharks responsibility to think 
ahead and understand these four steps 
and evaluate each stage in relation to 
their new strategy.

Possible purchasing behaviours as-
sociated with potential motivations 
(below).

CARING ABOUT THE ENVIRONMENT

Thinks of others and the planet as well as themselves
Cares about recycling and upcycling

Believes in a sustainable future

KEEPING TO A HEALTHY LIFESTYLE

Inspired by athletes and Instagram influencers
Shift in lifestyle changes

Improving both physical and mental health

FITTING IN AND BELONGING

Buys similiar style to others
Connected to social channels

A part of the Gymshark Community

06 SITUATION ANALYSIS.

Step one.
Gymshark recognise the importance 
of developing their products and busi-
ness model to be sustainable, meeting 
the demands and expectations of the 
consumer. First step is vital as it does 
not always mean the consumer is after 
solutions or answers yet, however Gym-
shark are able to grab the attention of 
the consumer through platforms such 
as Instagram, website and their blog- 
calling out on the problem of unsustain-
able practices and holding themselves 
accountable.

Step Two.
Continuous research and product/solu-
tion development to stay ahead of their 
competitors and enable the consumer 
the insight into every step of the brands 
sustainable journey. New materials, in-
novation and technological advance-
ments are some of the options to help 
develop their sustainable future. The 
consumer is happy with Gymsharks 
transparency and continues to look into 
the brands iniatives through their use of 
engaging content/platforms. 

 Majority of traffic for the website is or-
ganic so its Gymsharks responsibility 
to support and guide the consumer to 
do so via online platforms and as men-
tioned looking into key search terms. 

Step Three.
The consumer is at the stage of eval-
uating their options, this can include 
looking at Gymsharks competitors. The 
solutions set out by Gymshark for their 
sustainable strategy must be authentic 
and trustworthy in order for the con-
sumer to understand the benefits. Gym-
shark is able to continuously assess 
alternatives to their current strategies 
including materials, packaging, carbon 
footprint etc. to ensure a 360 sustain-
able strategy feeding to the core values. 
The consumer has those new options 
to purchase and new waves of commu-
nication. 

Step Four.
At this stage, the consumer is ready to 
purchase. It is Gymsharks responsibility 
to make their process as easy as pos-
sible. This can be achieved by making

sure the path to purchase is visible and
find it right away. Gymshark makes its 
decisions on the steps to take to move 
forward within its sustainable journey.

(Additional Step)
Step Five/post purchase evaluation.
This stage is only subject to the consum-
er completing the purchase process. 
This step enables Gymshark to con-
nect with new and existing consumers 
further, creating a wider target market. 
As the consumer has made a purchase, 
you know that they are interested within 
the brand so its important to continue 
to build those relationships and loyalty, 
reconnecting consumer to brand and 
give them a reason to return. News-
letters and further content on social 
channels are a great way for Gymshark 
to stay connected to the consumer, so 
the opportunity to continue to develop 
the sustainable strategy and solutions is 
important to keep meeting the consum-
ers demands and the business require-
ments for a sustainable future.
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aida
Awareness.
The awareness of these sustainable 
changes implemented within Gymshark 
will be showcased throughout the solu-
tions, particularly utilising their social 
platforms. As Gymshark already have 
great success utilising a direct-to-con-
sumer online model, they are able to 
create engaging content that is infor-
mative and impacting. Their leadership 
skills harnessing influencer marketing 
also means they can build awareness 
through their Gymshark athletes, reach-
ing micro to macro audiences. This 
stage is crucial as it starts off the pur-
chase process for the consumer and 
will create a positive impact for them 
to carry on their journey. The new sus-
tainable strategy is not intended for the 
consumer to feel bad for purchasing but 
more so to share awareness of what 
Gymshark are doing to transform into 
a sustainable brand. By doing so, the 
first stage allows Gymshark to show-
case as much awareness about their 
transformation but also about the issues 
surrounding sustainability and what the 
community can do too.

Interest.
Consumers at this stage have become 
interested in the products and services 
which Gymshark are showcasing via 
engaging content on social platforms. 
This means the consumer is more like-
ly to share information and become 
interested on not only Gymsharks sus-
tainable journey but also the topic of 
sustainability- influencing their future 
purchase decisions and hopefully com-
ing back to Gymshark as a loyal and 
trusted source for their needs. The sus-
tainable strategy will also encourage the 
consumer to keep up to date with the 
latest which Gymshark are doing. Fur-
ther information to guide the consumers 
interest will be located on Gymsharks 
website where they will be a dedicated 
section for their sustainability journey. 
This is also targeted to the consumers 
need for transparency as evident within 
the questionnaire results. The consumer 
can also share their interest and ask any 
questions about the new sustainable 
strategy via online channels.

Desire.
It is important for Gymshark to convey to 
the consumer the value of the sustain-
able strategy and its iniatives and why 
they need to be a part of the journey 
and continue to buy their products and 
services. Therefore at this stage, desire 
has been met by the consumer due to 
developing interest for Gymsharks new 
journey. It is important at this step that 
within the solutions stage and the roll-
ing out of them that interest and desire 
it still being built. Gymshark needs the 
consumer to understand the benefits of 
this new strategy and the importance 
of sustainability progression within their 
business but to also let the consumer 
know at every stage how and what will 
be effected but why- again linking back 
to the crucial need for transparency 
throughout. An answer to everything is 
required but doing so in an informative 
and engaging way so the consumer 
isn’t left feeling overwhelmed but more 
so excited and ready to meet the next 
stage which is action.

Action.
Consumers are able to take action by 
direct communication via Gymsharks 
social channels. Engaging content and 
giving the consumer what they want 
should entice and motivate them to buy 
into Gymsharks products/services and 
influence them to make smarter choices 
and be a part of their new sustainable 
journey. The consumer is more likely to 
follow suit and alter their current habits 
and purchase decisions, reducing over-
consumption and the negative impact 
on the environment (as stated within the 
PEST analysis). Setting attainable goals 
and re-evaluating Gymsharks values will 
meet the consumers identity and en-
able them to connect further with the 
brand. The consumer is also more likely 
to share recommendations and leave 
feedback/reviews for their own satisfac-
tion, understanding that Gymshark are 
fully transparent and able to communi-
cate direct-to-consumer. Continuing to 
fuse both online and offline together will 
influence the idea to create a permanent 
store targeted at bringing a sustainable 
retail experience. 

06 SITUATION ANALYSIS.
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consumer insights & demand

Strongly Agree.

Agree.

Disagree.
Neither agree nor 
disagree.

“Gymshark needs to transform into a sustainable 
company within the coming year”. (Appendix A)
(Based on setting up iniatives and beginning to 

implement solutions).

The purpose for creating a question-
naire was to back-up evidence from 
the industry analysis by tailoring it to 
the Gymshark consumer to ensure they 
stay at the forefront of every decision 
made. It will also confirm whether the 
strategic plan will be successful in the 
span of short and long-term time frames 
due to how effective the responses were 
and if they can be replicated to propose 
sustainable solutions. Additionally, if the 
consumer shows positive awareness 
to the plan then Gymshark are a brand 
which are more likely to consider this 
strategy to approaching sustainable 
change and action within the business; 
as just like Ben Francis stated, ‘the con-
sumer is at the heart of every decision’.
Within the State Of Fashion Report 
2019 an integral part of a brands busi-
ness model is to focus solely on the de-
mand of the consumer due to the shift

towards sustainability and the need to 
reevaluate their future. Anticipating con-
sumer demand is a significant element  
and key issue of the fashion and appar-
el industry (The State of Fashion report, 
2019).
Within primary research conducted 
through an online questionnaire, over 
86% of consumers agree that Gym-
shark need to transform into a sustain-
able company within the company year 
as displayed within fig-----.Additionally, 
81% of consumers are aware of the 
impact which fashion has on the envi-
ronment, therefore it is crucial to begin 
implementation of sustainable practices

[Gymshark need to be] completely 
green with their ethics and 
motivations in the future.

“
”

06 SITUATION ANALYSIS.

FIG 13
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‘TRANSFORMING GYMSHARK 
INTO A SUSTAINABLE BRAND’

Appendix A

81%
OF PARTICIPANTS ARE 
AWARE OF THE IMPACT 

WHICH FASHION HAS ON 
THE ENVIRONMENT

36%
OF PARTICIPANTS 

ROUGHLY SHOP ON 
GYMSHARK EVERY 

MONTH OR MORE OFTEN

49%
OF PARTICIPANTS 

CHOOSE TO PURCHASE 
FROM GYMSHARK DUE 

TO THEIR AUTHENTICITY 
WHILST THEIR VALUES 

HOLDS THE NUMBER ONE 
SPOT SCORING 54%

58%
OF PARTICIPANTS LOOK 

FOR SUSTAINABILITY 
WITHIN FITNESSWEAR

62%
OF PARTICIPANTS BE-

LIEVE THAT TRANSPAR-
ENCY IS WHAT 

SUSTAINABILITY MEANS 
TO THEM WITHIN A 

BRAND

consumer:
‘BEING COMPLETELY GREEN WITH THEIR 

ETHICS AND MOTIVATIONS IN THE 
FUTURE’.

FIG 13
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the proposal
GYMSHARK

WHERE DO GYMSHARK NEED TO GO?
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VISION AND STRATEGY
07 THE PROPOSAL.

SHORT-TERM SOLUTIONS*

LONG-TERM SOLUTIONS*

1-5 years*

6-30 years*

* subject to change.
As in essence, these are 
proposed time frames. 
Risks, both internally 
and externally can effect 
these.

Strategy.
The overaching focus is to im-
plement a range of short and 
long-term solutions through 
suggested time frames in or-
der to meet a set of attainable 
goals. 
1-5 years is the suggest-
ed time frame for short-term 
implementation whilst 6-30 
years is for long-term. These 
are on the basis of the Sus-
tainable Development Goals 
and are subject to change.
To get there requires a range

of partnerships and com-
mitments to stay loyal and 
authentic throughout the 
process, in order to stay con-
sistent to Gymsharks identity.  

Collaboration between supply 
chain partners can lead to sig-
nificant business performance 
improvements (Vereecke and 
Muyler, 2006), therefore it is 
vital to adjust business re-
quirements to the range of 
frameworks and action plans.

Benefits.
• Increase brand awareness 

of social, environmental and 
economical responsibility

• Increase consumer aware-
ness through implementa-
tion of AIDA

• Improve business perfor-
mance including internal 
and external operations.

• Mitigating weaknesses and 
threats into strengths and 
opportunities within the ex-
isting market

Vision.
To be carbon neutral by 2050 
and have met some or all of 
the Sustainable Development 
Goals by 2030. The vision 
also comprises of Gymsharks 
own attainable goals, in or-
der to set targets and imple-
ment solutions proposed to 
decrease their environmental 
impact whilst also being so-
cially aware.
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MISSION STATEMENT

At gymshark we are committed to building the best 

practices and solutions to be the best fitness brand in 

the industry. we continue to be fearlessly progressive 

and consistently future-conscious to innovate, 

captivate and educate consumers on our social and 

Environmental responsibility. We will always put 

People over profit, and work to our 2050 goal of being 

a carbon neutral brand.

INNOVATE.
CAPTIVATE.

EDUCATE.

THE MISSION...

07 THE PROPOSAL.
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S.M.A.R.T GOALS

• Improves performance
• Concrete and manageable
• Motives employees and ensures company 

accountability
• Strengthens reputation and trust internally 

and externally
• Increases competitive advantage
• Drives innovation
• Meet or exceed regulatory standards
• Addresses moral imperatives

63%
say goals lead to integration of 

sustainability into business*

‘Companies have a responsibility to en-
sure they are operating in a sustainable 
manner’.* therefore it is vital to set a range 
of S.M.A.R.T goals. This will ensure that 
within the suggested time frames, there 
are unique goals to push for progressive 
action and take accountability.

*(O’Neill and Hansen, 2017)

Examples of S.M.A.R.T goals implemented into the strategy:

BY 2022, ALL PACKAGING USED TO DELIVER ORDERS TO CONSUMERS WILL BE MADE FROM 100% 
SUSTAINABLE MATERIALS.

BY JANUARY 2025, GYMSHARK WILL HAVE IMPLEMENTED THEIR SHORT-TERM SOLUTIONS AFTER CARE-
FUL  CONSIDERATION AND MODERATION TO ENSURE A SUCCEsSFUL AND PROFITABLE FUTURE.

BY 2025, GYMSHARK WILL HAVE INTRODUCED NEW SCHEMES TO CONTROL AND MEASURE THEIR OWN AND  
CONSUMERS IMPACT ON THE ENVIRONMENT TO KEEP THEIR PRODUCTS WITHIN THE SYSTEM VIA THE R CHAIN.

BY 2030, GYMSHARK WILL HAVE MET THE SUSTAINABLE DEVELOPMENT GOALS BY IMPLEMENTING THE 
SHORT AND LONG-TERM PROPOSED SOLUTIONS TO BUILD AN INCLUSIVE AND SUSTAINABLE FUTURE.

BY 2030, GYMSHARK WILL HAVE CREATED A SUSTAINABLE STORE EXPERIENCE 
AND ELIMINATE ALL PLASTIC BAGS.

BY 2050, GYMSHARK WILL HAVE ACHIEVED TO BE A FULLY CARBON NEUTRAL COMPANY, MEETING THE 
United nations fashion industry charter on climate action

07 THE PROPOSAL.
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Family. Our community of athletes, artists and visionaries stretch all the way across the globe. We are a family 
of like-minded individuals working to bring our respective visions to life.

Progression. Our products exist at the intersect of engineering and art. To remain at the forefront of both, we 
need to be fearlessly progressive and consistently future conscious. We are not future-proof. We are the future.

Vision. In everything we do, be true to our vision and respectful of others. We are here to bring ideas to life. 
There is no idea too big, or too small.

Sustainability. We understand the importance of pushing for a sustainable future. We are dedicated to 
reducing our environmental impact whilst also finding innovative and impactful solutions to support social 
practices, promising to keep transparent every step of our journey to becoming a sustainable business.

RE-EVALUATING CORE VALUES
Adding the value of sustainabili-
ty and importance of this within 
the values will ensure Gymshark 
have identified with the consum-
er their presence and authentic-
ity. By showcasing this, Gym-
shark are capable of delivering 
sustainable solutions through 
their brand but also remain con-
sistent to meeting the consum-
ers expectations in order to in-
crease customer return rates 

and minimise the risk of them 
not returning.
Additionally, by imbedding sus-
tainability within the core values 
of Gymshark, it will further elim-
inate the risk of misleading the 
consumer or using the develop-
ment as a marketing tool, which 
effectively could lead to green-
washing. As analysed within the 
consumer segmentation, many 
consumers will feel that 

environmental changes will ef-
fect their attitudes and opinions 
of this issue to evoke positive 
change. This makes it less likely 
the consumer will venture off to 
Gymsharks competitors as they 
feel their desires and needs are 
matched to Gymsharks identity 
and core values.

07 THE PROPOSAL.
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BECOMING A CIRCULAR BUSINESS

The New Model.
Proposed circular business model for 
Gymshark, striving for transparency 
throughout enabling traceability and ac-
countability for progress and actions. The 
model consists of 8 stages whereby they 
all link to one another however, unlike lin-
ear models, the circular closes the loop 
and what was brought into the system, 
stays in the system through R chain man-
agement. 

CIRCULAR 
BUSINESS 

MODEL

1.
CIRCULAR

DESIGN

2.
RAW AND 

RECYCLED
MATERIALS

3.
FABRIC AND 

YARN 
PRODUCTION

5.
DISTRIBUTION

       
  TRANSPARENCY THROUGHOUT

6.
USE

6.
REUSE

RE-PURPOSE
RESELL
REPAIR

7.
RECYCLE

4.
GARMENT 

PRODUCTION
(SUPPLIERS & 

MANUFACTURING)

07 THE PROPOSAL.
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10 CORE 
TOUCHPOINTS 

TOWARDS A
 CIRCULAR 

BUSINESS MODEL

TRANSPARENCY 
AND 

COMMUNICATION

LEADERSHIP

VISION AND
PURPOSE

INTERNAL 
TRANSFORMATION

REDUCE
REUSE

RECYCLE
RE-PURPOSE

REPAIR

EFFICIENCY

TECHNOLOGICAL 
ADVANCEMENTS

INNOVATION AND 
ENGAGEMENT

KEEPING THE 
CONSUMER IN 

MIND

PRODUCTION AND 
DISTRIBUTION

CORE TOUCHPOINTS

Core Touchpoints.
To sustain and implement the circular 
business model, the application of core 
touchpoints is key to ensure a smooth 
transition into circularity. It also includes 
key points of interest that link various are-
as of the business from B2C and through-
out the strategy. Each solution is tailored 
to Gymshark whilst also ensuring it meets 
the standards of the touchpoints.

07 THE PROPOSAL.
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Refuse. Gymshark can refuse to work with any suppliers or principles that do not match their 
goals and standards for a sustainable future.

Rethink. Gymshark can rethink their current choices. By use of this strategy, it will 
make them think what needs to be reset and revolutionised so the business is sus-
tainable

Reduce. Gymshark can reduce their current environmental impact with the 
circular business model. Redesigning methods to restore and regenerate.

Repair. Gymshark can introduce schemes to help the con-
sumer repair their current products so there is less of a 
need to consume.

Resell. Introduce resell schemes, bringing the 
community together. Products no longer need-
ed.

Recycle. What is left they can recycle to 
be used elsewhere

Re-manufacture. Final 
stage, re-manufacture 
what has come down in 
the chain.

Reuse. Gymshark are able to reuse the resources they already have 
to be able to keep what is already in the system.

THE R CHAIN

REFUSE.RETHINK.
REDUCE.REUSE.
REPAIR.RESELL.
RECYCLE.
RE-MANUFACTURE.

The R Chain.
The chain helps to communicate effectively 
to all stakeholders, internally and externally. It 
reflects the circular business model, increas-
ing flexibility and adaptability to re-designing 
and keeping what is in the system, minimising 
waste and decreasing consumption. “A major-
ity of fashions problems could be solved at the 
design process”. (Nina Marenzi, Fashionpolis 
2019), therefore utilising the R Chain increas-
es management of waste and sustainable re-
sponsibility.

07 THE PROPOSAL.
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partnerships and commitments

PARTNERSHIPS COMMITMENTS

ECOENCLOSE
(SUSTAINABLE PACKAGING

 SUPPLIERS)

CIRCULAR.FASHION

POLYGIENE

SUSTAINABLE APPAREL COALITION
(RESPONSIBLE FOR THE HIGG INDEX)

TENCEL

ECOVATIVE

CIRCULOSE

UN FRAMEWORKS OF THE 2030 
SDGS AGENDA AND PARIS 

AGREEMENT ON CLIMATE CHANGE
[FASHION INDUSTRY CHARTER FOR 

CLIMATE CHANGE]

ELLEN MCCARTHUR FOUNDATION 
NEW PLASTICS ECONOMY & MAKE 

FASHION CIRCULAR

CERTIFIED STANDARDS

TRANSPARENCY
(FASHION REVOLUTION)

G7 FASHION PACT

P C
Partnerships and Commitments.
These partnerships and commitments offer a 
range of goals, frameworks and action plans 
to support business transition. Effectively im-
pacting the triple bottom line throughout to 
ensure a consistent and effective response 
to the negative impact which Gymshark have 
over people, planet and profits. Implemented 
throughout the solutions. 

07 THE PROPOSAL.
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partnerships and commitments
Ecoenclose. Eco-friendly packaging company supplying various sustainable 
products such as hemp twine, cardboard and using algae ink to print. 

Circular.fashion. Combining circularity with supply chain management, this 
partnership will offer the opportunity to implement the circular.ID. A scannable 
code enabling the consumer to trace a products information. Whilst also to 
be used by suppliers; they can access a database containing innovative sus-
tainable materials. Gymshark will have the ability to re-design their products to 
ensure optimal use in terms of longevity, adaptability and material cyclability.

Polygiene. Odor control technology that is applied at the finishing stages of 
textile production. The consumer can get more uses before washing, saving 
time, money, energy and water. This technology ensures there is an increase 
in longevity of products, reducing overconsumption.

Sustainable Apparel Coalition. Development of the HIGG Index tool, mea-
suring Gymsharks social and environmental impact through their entire sup-
ply chain to meet their sustainable goals. It can improve sustainability perfor-
mance whilst enhancing relationships with their business partners and gain a 
competitive advantage.

Tencel. Gymshark can leverage their existing products to meet the demand 
for sustainable iniatives and progression to a sustainable future. Tencel will be 
able to offer Gymshark the necessary help and frameworks to ensure success 
and productivity.

Ecovative. Focusing on innovative packaging solutions, Ecovative offer My-
coComposite; a biomaterial utilising mycelium. It will increase Gymsharks 
reputation, whilst being cost-effective and meeting the highest environmental 
standards for sustainability.

Circulose. Implementing Circulose pulp/fibre within Gymsharks product 
range, closing the loop on their current linear model and meeting the stan-
dards for the new strategy with the circular business model.

United Nations Fashion Industry Charter For Climate Action. A 
framework for action, encompassing the goals from the Paris Agree-
ment (a the target for keeping below a global temperature of 2 degrees) and 
the Sustainable Development Goals(17 goals effecting social, environ-
mental and economical action). It improves the need for collaboration 
across the industry, understanding the vast negative impact which the 
industry has on our planet. Commitment to achieving the target of 30% 
reduction of GHG by 2030 and the ultimate goal of a carbon neutral fashion 
industry by 2050. 

Ellen McCarthur Foundation. A framework for a circular economy 
that is restorative and regenerative. ‘It represents a systemic shift that 
builds long-term resilience, generates business and economic opportunities, 
and provides environmental and societal benefits.’  (What is a Circular Econo-
my? | Ellen MacArthur Foundation, 2020). Gymshark can use the frameworks 
to restore and regenerate their current methods to shift towards a circular 
economy, thus reflecting a sustainable future enabling the efforts of the entire 
supply chain to do their part to lower environmental impact.

Certified Standards. A set of standards which all focus on particular 
actions and frameworks to help certify iniatives. An easy process to 
identify and communicate effectively to the consumer. The standards 
also highlight and reflect on the key touchpoints  towards a circular busi-
ness model such as leadership, innovation and keeping the consumer in mind 
amoungst many others.

Transparency (Fashion Revolution). A global movement focusing on 
pushing the fashion industry to be transparent, as well as helping to 
educate and inform consumers.

G7 Fashion Pact. A global coalition focusing on the fashion supply 
chain. A framework that introduces three levels of actions, improving 
collaboration within the industry. These are: global commitments, con-
crete joint iniatives and accelerators. 

P C

07 THE PROPOSAL.
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transparency

62%
Of participants within Appendix A 
believe that transparency is what 

sustainability means to them within a 
brand.

Gymshark need to be transparent 
throughout the business so they can 
assert themselves to work in the right 
direction for a successful and efficient 
future. It will allow easy identification of 
risks and issues along their entire sup-
ply chain, which then can appropriately 
set them up for knowing which areas to 
invest time in first and where their faults 
are. To achieve transparency effectively, 
it will be carried out through a range of 
strategies.

Innovation. To innovate and continue to 
build the best practices and solutions in 
the industry. As well as utilising partner-
ships and commitments for collabora-
tive actions and frameworks.

Immersive. Experiences to captivate 
the consumer, making them feel part of 
an exciting and diverse experience.

Quick response technology. Advance-
ments with technology to connect 

brand to consumer.  Over 95% of indi-
viduals aged between 16-34 use mobile 
phones (Smartphone usage by age UK 
2012-2018 | Statista, 2020); as this be-
ing Gymsharks target market, it is easy 
for them to connect with their consumer 
and why their direct-to-consumer mod-
el and use of social media has leveraged 
their brand. QR codes can be used to 
trace and track product information 
throughout the entire supply chain.

Education. Educating the consumer so 
they are informed of the latest business 
practices and actions, knowing how to 
best look after their fitness apparel. 

Reports. Sustainability and transpar-
ency reports to detail everything from 
progress, iniatives, suppliers, goals etc. 

Certified standards. Commitment to a 
sustainable future, certifying practices 
and reassuring the consumer. 

How will it be communicated?
• Sustainability roadmaps
• Introducing reports
• Dedicating pages for easy access 

Information such as their website
• Partnerships and commitments

07 THE PROPOSAL.
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SUSTAINABILITY 
REPORTS

Outlining progress 
and failures. Taking 
accountability and 

outlining goals.

CONSUMER 
FEEDBACK

Easy access to put 
consumer first and 
get their feedback.

SCHEMES

Putting schemes in 
place to reduce envi-
ronmental impact and 

influence the consumer

SUSTAINABILITY 
ROADMAPS

Outlining roadmap to 
sustainable future

CERTIFIED 
STANDARDS

Approving of 
practices and informing 

the consumer of 
Gymsharks approach

EDUCATIONAL/
INFORMATIVE

Content which helps 
to educate the
 consumer on 

Gymsharks practices

KEY TACTICS/STRATEGIES 
07 THE PROPOSAL.
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vision
For Gymshark to be consistently 

future-conscious, meeting the goal of 
being 100% sustainable by 2050

purpose
Meeting the demands of the consumer 

and shifting to a needed change. 
Positively impacting the triple bottom line

values
Consumer first, Community, 

Progression And Vision.
Added: Sustainability.

the big idea:
PROPOSING A SUSTAINABLE STRATEGY CONTAINING SHORT AND LONG-TERM SOLUTIONS FOR GYMSHARK

promise
To always keep the consumer 

first and continue to be
 progressive and visionary.

Always being transparent with 
the consumer and looking to 

sustainable alternatives.

STRATEGY
Transforming the current

 linear model by rolling out a 
circular business model with 

short and long-term 
sustainable solutions to reach 

various S.M.A.R.T goals.

STORY
To be a visionary. 

Introducing new innovative 
ideas to unlock the full 

potential of what Gymshark 
has to offer. 

Authenticity is key.

FRESHNESS
Give the consumer the 

information and fresh new 
approach to sustainability. 
Innovative alternatives and 
collaborations to achieve a 

fresh new approach.

EXPERIENCE
To continue to be fearlessly 
progressive and consistently 
future-conscious. Offering 

new sustainable 
experiences tailored to the 

Gymshark consumer.

strategies

tactics

Building a circular 
business model to 

focus on a 
restorative and

 regenerative system

Build short and 
long-term solutions 

that focus on
sustainability and 

circularity 

Re-evaluating core 
values to include 

sustainability 
ensuring it is 
enticing and 

authentic for B2C.

Keep up consistent 
meetings and updates 
to showcase progress 
and accountability of 

actions.

Sign various 
partnerships and 
commitments to 

implement actions/
frameworks to 
improve brand 
performance

Set S.M.A.R.T goals 
to ensure targets are 
met. For example, 

the 2030 agenda and 
2050 net-zero 

emissions

GOALS

CREATE SHORT-TERM
 SUSTAINABLE 

SOLUTIONS

CREATE LONG-TERM 
SUSTAINABLE SOLUTIONS

IMPROVE BRAND AWARENESS

BUILDING A SUSTAINABLE 
STRATEGIC PLAN

ROADMAP FOR SUSTAINABILITY
07 THE PROPOSAL.
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PROPOSED SOLUTIONS
GYMSHARK
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the breakdown
08 PROPOSED solutions.

SHORT-TERM SOLUTIONS
PART ONE

PACKAGING

DELIVERY PACKAGE
CARRIER BAG
SWING TICKET

ONLINE CONTENT

WEBSITE
BLOG

SOCIAL CHANNELS

LONG-TERM SOLUTIONS
PART TWO

SUPPLY CHAIN

KEY ELEMENTS FOR CHANGE
RE-ANALYSING

SUSTAINABLE STORE 
EXPERIENCE

FRONT OF BRICK-AND-MORTAR
PLANOGRAM

INSIDE STORE
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delivery package
09 short-term solutions/ packaging.

Due to the use of materials and partner-
ships with sustainable packaging suppli-
ers such as Ecoenclose, these proposals 
have effectively eliminated the use of plas-
tics from Gymsharks current packaging. 
Offering two proposals allows for options 
on small and big orders to minimise the 
amount of packaging used. This effective-
ly lowering their environmental impact.

Key features and benefits:

• Using sustainable materials such as my-
cocomposite and cardboard, all of which 
easily accessible, reducing carbon foot-
print

• Certified standards
• Proposal 02 is shaped from the Gymshark 

logo-easy to identify, differentiating from 
standard box shapes

• Proposal 02 sliding concept
• Using algae and soy ink to print

Proposal 01. 
Cylinder design available as a compact and 
secure packaging concept. Moulded from 
mycocomposite, it offers a practical and du-
rable alternative. Full name and logo displayed 
on the side and Gymshark logo on top of the 
component.

Proposal 02/ View 01.
Boxed view of a cardboard and mycocompos-
ite concept. Displaying the Gymshark logo and 
‘be a visionary’ slogan, accompanied by the 
symbols for FSC approved cardboard and the 
ability for materials to be recycled whilst also 
being compostable and biodegradable. The 
shape is focused around the shark logo for 
Gymshark, with a side opening.

Proposal 02/View 02.
Box opened with moulded mycocomposite af-
ter being pulled out to reveal the compartment 
to store products which the consumer has or-
dered. The consumer can use the sharks eye 
to peep inside and use as a way of holding 
onto the box to pull out the inside. From this 
perspective, the shape is easy to identify.

58%
of Gymshark consumers 

want to see a reduction or
 elimination of plastics

Appendix A
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02

View 01

02

01

View 02
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carrier bag
09 short-term solutions/ packaging.

Proposals using recycled paper which 
is FSC approved to reduce environmen-
tal impact such as deforestation. Part-
nerships with packaging suppliers such 
as Ecoenclose will be able to offer their 
services to custom print using algae ink. 
Suppliers themselves working towards 
sustainable development, therefore they 
are align to Gymsharks standards and 
practices.
A various of handles and new barrel shape 
to be introduced within the retail experi-
ence.

Key features and benefits:

• Using sustainable materials such as FSC 
approved paper, which is easily accessi-
ble, reducing carbon footprint

• Certified standards/symbols to help show-
case the bags ability to be discarded into a 
environmentally friendly process.

• Using algae and soy ink to print
• Proposed for the sustainable retail expe-

rience

Proposal 01. 
A rectangular shaped bag. This concept offers 
two handles for the consumer to use. Twisted 
paper as longer white handles whilst the sec-
ond option is to use the shark eye from the 
Gymshark logo to hold.

Proposal 02.
Carrier bag reflecting the inspiration of a gym 
barrel bag. As the consumer is focused on fit-
ness and a healthy lifestyle, this concept re-
flects this. It has a barrel shape as the main 
body with two types of handles, options for 
carrying with hands and having the bag on the 
shoulder/crossed over the body. It offers a new 
and different experience.

Proposal 03.
This concept is the same as proposal 02 ex-
cept it has the option for one handle design to 
give options. 

Bags are custom to a range of sizes, size of 
bag given to the consumer varies based on the 
consumers purchase.

58%
Recylable packaging is a key 
feature to what sustainability 
within a brand means to the 

Gymshark consumer 
Appendix A
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swing ticket
09 short-term solutions/ packaging.

A double layer proposal, using thick white un-
coated card as well as hemp twine for the at-
tachment. The ticket offers various attributes 
to create an effective marketing tool for Gym-
sharks products. Attributes including the QR 
code allow the consumer to trace a products 
life before purchase.

Key features and benefits:

• Using sustainable materials such as FSC 
approved paper, which is easily accessi-
ble, reducing carbon footprint

• Certified standards
• Using algae and soy ink to print
• Help influence the consumers buying de-

cision
• Quick response technology/tool to offer 

the consumer the opportunity to trace 
a products journey from raw material to 
end-consumer

• Hemp twine for the attachment
• Ticket is 100% recyclable, compostable, 

reusable and biodegradable. Also easily 
accessible reducing carbon footprint

01/Layer 01.
Showcasing logo placement. Width of the 
logo fits to the width of the ticket size. This is 
the front the ticket therefore the concept was 
to make the logo as big and eye-catching as 
possible. 

02/Layer 01.
Side 2 of first layer. Certified logos to confirm 
the tickets ability to be recycled and is FSC ap-
proved. As it has no coating, the ticket, it does 
not pollute the environment with micro-plas-
tics. An authentic sticker placement as well as 
product name, size and colour with barcode 
made clear.

03/Layer 02.
Layer 2 front side showcases the most impor-
tant part of the swing ticket. A QR code add-
ed to allow the consumer to scan and trace a 
products journey to learn about where it came 
from and who made it. A brief statement writ-
ten by Gymshark on their commitment to sus-
tainability followed by their website.

04/Layer 02.
Final side shows a basic end design, correlat-
ing to the front of layer 1. The purpose being 
to have branding visible then showcase the in-
formation inside.

52%
Of Gymshark consumers 
want to see sustainable 

materials being 
introduced

Appendix A
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website
10 short-term solutions/ online content.

Throughout the online content, their will be a 
consistent approach to ensure the mission is 
being conveyed effectively. The website show-
cases a new link on the main banner directing 
the consumer to sustainability. Here will be var-
ious pages showcasing schemes, FAQ, ‘who 
made your clothes’ etc.

Key features and benefits

• Effective communication
• Regular updates and sustainability/trans-

parency reports publically disclosed
• Schemes offered as services for the con-

sumer
• Educating and informing the consumer 

linking back to the mission statement to 
Innovate, Captivate and Educate

• FAQ page allowing the consumer to ask 
any questions and give feedback on ideas 
and opinions so the consumer stays at the 
forefront of every decision made

Proposal 01. 
The main homepage of the website showcas-
ing announcing Gymsharks sustainability ap-
proach. Will be on the homepage for a week 
maximum to minimise the risk of conveying 
the message of greenwashing or leading the 
consumer to believe it is a marketing tool. All 
about educating and informing the consumer, 
keeping to the transparency commitment.

Proposal 02.
Sustainability webpage proposal. This concept 
includes a side bar for the various pages in-
cluded in the section as well as a introduction 
and hashtag to organically spread the word.

Proposal 03.
Schemes webpage proposal. Offering recycling and 
repair services to fit into R chain management. Ef-
fectively reducing waste and consumption by help-
ing to repair the consumers products. The recycling 
service will be used to implement into the produc-
tion line.
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Homepage Proposal.01
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Sustainability Webpage Proposal.02



59

03 Schemes Webpage Proposal.



60

blog
10 short-term solutions/ online content.

The new proposals for Gymsharks blog looks 
at offering the consumer written content on 
all things sustainable.  As blogs are informal, 
they are able to connect to the Gymshark con-
sumer in an a emotional way. Blog posts will 
continue to be written daily in order to keep 
content consistently updated. This platform 
will encourage the consumer to rethink their 
current lifestyle in order to benefit themselves 
and the planet. For example, by offering the 
consumer workouts written for outdoor use 
means Gymshark can influence the consum-
er to go outdoors and use natural resources 
as body weights and new routines to improve 
mental and physical health. This effectively 
lowering the impact of energy which gyms use 
consistently.

Key features and benefits
• Informal and personal connection
• A platform that enables more writ-

ing, less concern for concise and 
impactful content

• Comment section to respond to 
consumers thoughts and opinions

Proposal 01. 
The blog proposal showcases a concept focusing 
on ‘how to best look after your clothes’. As the tar-
get market of Gymshark is between 16-25, many 
individuals are uneducated on simple daily tasks 
such as looking after their clothes. Effectively, this 
blog post will inform the consumer on tips and tricks 
to looking after their clothing whilst also educating 
them on the best practices to lower environmental 
impact, whilst also saving them time, money and 
energy.
Current strategy and content posted throughout the 
blog works therefore these ideas are additions to 
the categories, with particular focus on lifestyle.

Proposed Future Blog Titles.

• How Gymshark is changing
• 5 circuits you can do outside with no 

equipment...
• What is next in the eco-world?
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01 Blog Post Proposal.
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social channels
10 short-term solutions/ online content.

Online content throughout the channels has 
been proposed to stay consistent throughout. 
As each platform offers unique tools of their 
own(such as highlight reels on Instagram) this 
means content can be altered to fit the format 
and style of those. As Gymshark gain major-
ity of their traffic through organic search, it is 
important to keep the audiences on each plat-
form up-to-date.

Key features and benefits
• To ensure the mission and strategies 

throughout are communicated effectively
• Consistency through brand collateral
• Outreach to millions of followers
• Ease of accessibility 
• Utilising technological to offer the quickest 

services and experiences
• Connect closer to the consumer through 

comments and direct messages

Proposals 01/Instagram
This platform is highly competitive and an ef-
fective marketing tool therefore the proposal 
showcases new imagery for the feed.
With currently over 4 million followers on In-
stagram alone, this platform is the space for 
the best and most outreach. Utilising hashtags 
and highlight reels are key strategies to con-
veying the mission of sustainability.

Proposal 02/Instagram Story
Utilising stories and highlights to create reels 
showcasing behind-the-scenes at Gymshark. 
Keeps the content all in one place, not effect-
ing the current feed of content as it works.

Proposal 03/Youtube
As close to 60% of the Gymshark consumer 
base uses YouTube as a platform they visit the 
most, this proposal is key to introduce video 
content through Ben Francis’ channel. The 
behind-the-scenes look at the manufacturing 
and suppliers offers a unique and transparent 
experience, following on from content original-
ly posted on the account.

Proposal 04/Facebook
Facebook showcases an approach to posting 
motivational words to entice and influence the 
consumer. Gymshark is often posting quotes 
to help inspire their audience, evoking a sense 
of emotion or empowerment.

Proposal 05/Twitter
Final social media proposal looks at a link post 
directing the consumer straight to the sustain-
ability dedicated page on Gymsharks website. 
The link can be favourited and retweeted to 
various macro and micro audiences, increas-
ing outreach
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01 02Instagram Proposal. Instagram Story and Highlights Proposal.



64YouTube Proposal. Facebook Proposal.

03 04



65 Twitter Proposal.
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    part two/LONG-TERM
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SUPPLY CHAIN
11 long-term solutions/supply chain.

Logistics Throughout

RAW 
MATERIAL

TEXTILES & 
YARN 

PRODUCTION

DESIGN 
PRODUCTION SUPPLIERS MANUFACTURING

GYMSHARK
RETAILER

END-
CONSUMER

Gymsharks supply chain is de-
signed as a linear model. This 
unfortunately leads to damaging 
effects to the triple bottom line. 
Linear makes the supply chain 
management harder to trace to 
due the opaque nature of com-
munication and control.
In order for other proposed solu-
tions to be successful, Gym-
sharks supply has to be re-ana-
lysed in order to fit the model of

circularity.
The supply chain solutions ef-
fectively consists of all the core 
touchpoints and areas of the 
business together. In essence, 
supply chain management is vi-
tal for the progress and success 
of Gymshark.

Three approaches will be given 
along the chain to each or con-
joined industries in order to

systematically shift to a sus-
tainable and transparent supply 
chain. Partnerships and com-
mitments proposed will be a 
vital support system in order to 
assess critical issues and align 
Gymsharks supply chain to be 
the best in the industry and mar-
ket.

Linear Structure
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KEY ELEMENTS FOR CHANGE
11 long-term solutions/  SUPPLY CHAIN.

COMMUNICATION/UPDATES
Keep internal and external methods of 
communication consistently

MISSION STATEMENT
Ensure solutions and iniatives are aligned 
with the mission statement.

EDUCATION/TRAINING
Methods of educating and training em-
ployees throughout the supply chain

EMPLOYEES/EQUAL OPPORTUNITIES
Incentives to employees down the chain 
to support and praise for their work

FRAMEWORKS/ACTION PLANS
Follow support and expert advice from 
partnerships to increase success.

COLLABORATIONS
Must be long-term in order to grow and 
minimise the risk of greenwashing.

TRANSPARENCY/CIRCULARITY
Keeping to the circular business model-re-
storing and regenerating impact

AUDITS/REPORTS
Measuring performance of the triple bot-
tom line 

SCHEMES
Offer additional services to imbed schemes 
to lower environmental impact

POLICIES AND PROCEDURES
Ensuring standards and regulation in order 
to control operations throughout.

ALTERNATIVES
Always looking for alternatives that posi-
tively impact the triple bottom line

TRAVEL
Trips to visit various hubs to ensure teams 
are working to the Gymshark standard.

In order for the future of the supply chain 
to be successful, there are a range of key 
elements which need to be implemented 
throughout to ensure clear communication 
and drive to achieve the 2030 agenda and 
a sustainable future.
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RAW 
MATERIAL

TEXTILES & 
YARN 

PRODUCTION

RE-ANALYSING THE SUPPLY CHAIN
11 long-term solutions/  SUPPLY CHAIN.

INNOVATION TRIPS

• Members of the Gymshark team can 
take innovation trips to events such 
as the Future Fabric Expo. The event 
offers the opportunity to learn about 
new sustainable materials as well as 
meeting those suppliers face-to-face. 
A great approach to agreeing to new 
partnerships 

• Look to sustainable alternatives and meth-
ods that may leverage Gymshark and bet-
ter farming and processing infrastructure.

• Trips to factories to learn and innovate

CLEAN BY DESIGN INITIATIVE

• Transition to sustainable alternatives 
where possible

• Clean up factories and assess critical 
issues to understand where to take ac-
countability and action

• Harnessing frameworks and step pro-
cesses to reduce the hottest spot of the 
industries and Gymsharks environmen-
tal impact

• Tracking usage through reports and as-
sessments

LONG-TERM CONTRACTS

• Set up contracts for raw material sup-
ply continuity. 

• Takes advantage of prices, supporting 
business longevity

• Use of certified standards to approve of 
measures and choices in place such as 
OEKO-TEX and GOT

• Long-term investment strategies to en-
sure goals and real change is made-pol-
icies and standards

Three approaches to tackle supply chain management 
and imbed sustainability:
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DESIGN 
PRODUCTION

RE-DESIGNING

• In line with the Ellen McCarthur foun-
dation framework and the circular busi-
ness model, the new production line is 
now built around circularity. 

• The redesigning approach means their 
teams from idea through to launch 
need to mitigate current weaknesses of 
unsustainable practices to closing the 
loop. This effectively will link into the re-
cycle scheme proposed, to reuse what 
is in the system already, limiting the 
need to produce more and negatively 
impact the other iniatives in place. By 
doing so, this also reaches the goal for 
no. 6 of the UNFICC action plan.

• Utilising new sustainable innovative ma-
terials which have been found via the 
material teams as well as communica-
tion from suppliers with their access to 
the circular.fashion material database

MEETINGS/COMMUNICATION

• Regular meetings must be completed 
in order for the teams to stay updated 
on the latest ideas/actions, the sustain-
ability team will be a drive in successful 
operations as their input will confirm if 
ideas are viable

• Consistent communication with areas 
of the supply chain and sustainability 
teams. Including suppliers and manu-
facturers to ensure they are aligned to 
the best practices and product require-
ments

• This approach ensures yearly reports 
have accurate and consistent data 
across the 12 month period. As well as 
tech packs detailing key information ef-
fecting social and environmental guide-
lines and responsibility. 

QUALITY

• Very similiar to the redesigning ap-
proach, however this action focuses 
on ensuring quality is not comprised 
throughout the production process. 
73% of consumers look for quality 
when buying fitnesswear(Appendix A)

• It is important for quality to be at the 
forefront of production. If it is not, the 
consumer will revert to Gymsharks 
competitors.

Three approaches to tackle supply chain manage-
ment and imbed sustainability:
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MANUFACTURINGSUPPLIERS
Three approaches to tackle supply chain manage-
ment and imbed sustainability:

OUTSOURCING TO ONSHORING

• Look to hubs closer to home of Gym-
shark (UK), perhaps close to the large 
distribution centre in Belgium, reducing 
carbon footprint

• Take the time to do so and not all of 
the hubs need to be moved closer. It 
will begin to improve flexibility and take 
control of supply chain management

• End contracts with any suppliers and/or 
manufacturers who are not aligned with 
Gymsharks mission and standards-if 
kept they could jeopardise the supply 
chain moving to a sustainable future

DISCLOSING WITHIN REPORTS/
MAPS

• Map out suppliers and manufacturers 
across the world from a location POV, 
whilst showcasing consistent research 
and development to onshoring manu-
facturing

• Reports which start with tier 1 suppli-
ers/manufacturers and continued 

• Termination manufacturers and sup-
pliers who did not want to conform to 
new regulations and standards or Gym-
shark find a better manufacturer which 
suited in their strategy

TRIPS TO ASSESS AND MANAGE

• By doing so they will be able to keep 
control and work towards continuous 
assessment of critical issues and align-
ing the best solutions and practices in 
the industry.

• Ensure workers are working in clean 
and safe conditions and the manage-
ment is keeping to the commitments 
and standards for Gymshark

• Gymshark can keep on top and learn 
to adapt to new issues and changes, 
effectively making them accountable 
but improving their triple bottom line. 
They are able to continuously update 
through progress reports without lead-
ing with misinformation
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GYMSHARK
RETAILER

END-
CONSUMER

Three approaches to tackle supply chain manage-
ment and imbed sustainability:

SCHEMES

• The recycle and repair schemes to fit 
the R chain management model. These 
services allow the consumer to consid-
er options and eliminate the need to 
throw their items to landfill

• The repair scheme allows the consumer 
to fill out simple form- all online to elimi-
nate wasting paper; and taking pictures 
to show which areas of the products 
need fixing.

• The recycle scheme is offered as a way 
to bring used items back to be recy-
cled and re-purposed into new Gym-
shark product. This is not an incentive 
scheme as this may promote the con-
sumer to consumer more, increasing 
overconsumption.

TRACEABILITY

• The use of the circular.ID will effectively 
allow the consumer to scan and trace 
how products have been made. This 
tool is updated regularly to ensure infor-
mation is as accurate as possible.

• Gymshark will be in constant commu-
nication with Circular.Fashion to ensure 
the tool is fitting to new products and 
changing requirements.

• Gymshark will be publically disclosing 
reports on sustainability and transpar-
ency to ensure they are keeping to their 
mission statement and commitments- 
they can showcase their suppliers and 
manufacturers to their consumer via 
rough map locations

EXPERIENCE

• The consumer can continue their jour-
ney after their transaction. Once the 
order is received they can:

• Enjoy opening and experiencing the 
packaging to which their products 
are delivered in. The materials can be 
reused and recycled, particularly the 
mycocomposite if they choose to use 
it on soil.

• The consumer can look to using 
schemes in the future as well as watch 
YouTube videos, read blog posts, visit 
social pages to learn about the behind-
the-scenes of Gymsharks sustainability 
journey

• Retail sustainable experience
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LOGISTICS THROUGHOUT

SUPPORT GLOBAL TRANSITION

• Gymshark can work with Bleckmann 
and Radial to position their own net-
works to ensure they are moving to a 
sustainable future

• Commit to low-carbon transport such 
as electric or the use of bio fuel

• New tire material and technology gives 
trucks their needed traction while be-
ing friendlier on the environment. These 
changes help save on fuel, but can also 
increase the life of the tire too. Longer 
life means less used tire in the landfill

TRANSPORT INFRASTRUCTURE

• As hubs begin to onshore to the UK, 
there will be less travelling required from 
manufacturers to warehouses located 
in the UK as well as Belgium etc.

• Onshoring of selected suppliers and 
manufacturers will also mean there will 
be a reduction in travel which will lower 
carbon footprints 

• Measuring goods per haul to establish 
weight and how it will effect carbon 
emissions. Materials used within pack-
aging are extremely lightweight, it is 
mainly the goods such as weight which 
will effect this

SALES AND MARKETING

• Carry over marketing extras and pack-
aging to ensure the key information of 
recycling and reusing is prominent. The 
reduction of materials and use of light-
weight and sustainable ones will help to 
reduce waste and optimise use.

• Generate and increase sustainable 
purchasing-try not to make two orders 
close together or if the consumer adds 
to their first order, combine into one to 
reduce packaging and emissions

• Recycling facilities throughout the 
warehouses, reducing waste and over-
consumption



75FIG 18



76

brick-and-mortar
11 long-term solutions/SUSTAINABLE RETAIL EXPERIENCE.

A sustainable retail experience offers the con-
sumer the opportunity to be in an immersive 
environment, carried over by the ability to fuse 
online and offline together. With no permanent 
brick-and-mortar stores, these proposals of-
fer a unique approach tailored to sustainability 
and the Gymshark consumer as well as the 
wider audience.

Key features and benefits
• Introduces an immersive experience
• Uses natural resources
• All or close to every resource used is 

able to re-purposed
• Renewable energy
• Mannequins moulded from mycocom-

posite
• Plants placed to bring outside, in
• Repair section for products
• Fitness experience, inclusive gym be-

hind blacked out glass along with a 
water station and changing rooms

• Centre piece shaped as the Gymshark 
logo- made from recycled and reusa-
ble pieces whilst acting as a second 
floor

• Display boxes filled with plastic bot-
tles, floating in liquid that acts like wa-
ter(but works to clean itself)-these will 
be made into yarn for products

Proposals 01/Front of store
Focusing on a blackout theme to entice the 
consumer in the store. All glass at the front has 
been blacked out, an unusual and unique take 
on store fronts. 

Proposal 02/Front of store
The opposite of proposal 1 as the windows are 
now transparent. A simple window display with 
mannequins moulded to a pose, standing on 
FSC approved wood-this can be re-purposed 
into Tencel production. The mission statement 
in three words has also been placed onto the 
window- continuing to innovate, captivate and 
educate the consumer on Gymsharks latest 
sustainable practices.

Proposal 03/Planogram
Plan for permanent brick-and-mortar store. 
Centre stage sits the Gymshark logo which 
will act as a second floor and viewpoint of the 
whole store. Whilst various sections including 
repairing offer the consumer to buy less and 
fix first. Alongside are 3D manipulations of the 
centre piece of the store being the Gymshark 
logo. As examples, they show the angles and 
depths, to be used as a second floor. 

Proposal 04/Digital screen.
The digital screen proposal offers consumers 
the ability to look through a system, just like 
the website and find any products they wish. 
By doing so, the system allows them to trace 
a product down to raw material production 
whilst enabling zoom in features to look at the 
in-depth detailing. This reflects the QR code 
found on the swing tickets.

Proposal 05/In-store
An in-store look of the wall and floor design 
on the front-end of the shop. The box displays 
can be seen with the plastic bottles inside. The 
box itself is made from glass so the consum-
er watch the bottles float and move. The floor 
and wall has been concreted, linking into the 
industrial aesthetic found in the London pop-
up 2020 store. Additionally, there is the digi-
tal screen on display as well as a ‘thought of 
walls’ to allow the consumer to write motiva-
tional thoughts and statements.
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01 Front of store.
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02 Front of store.
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03 Planogram.
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Full View Zoom View

04 Digital screen.
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05 In-store.
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operations plan
GYMSHARK
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roll-out plan/year one
12 OPERATIONS PLAN.

Roll-Out plan for year one implementation:
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roll-out plan/plan to 2030
12 OPERATIONS PLAN.

Roll-out plan to reach the 2030 agenda target. Briefly outlining yearly objectives as well as hopeful rolling-out of solutions:
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budgets
12 OPERATIONS PLAN.

Examples costs for year one implementation:

Source: (GYMSHARK LTD - Filing history (free information from Companies House), 2019)
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expectations
12 OPERATIONS PLAN.

The sustainable strategic plan will of-
fer Gymshark the ability to utilise the 
actions and frameworks as well as 
proposals in order to implement them 
across a time frame span of short and 
long-term. This strategy is expected 
to regenerate and restore Gymsharks 
current practices to fit the demand for 
sustainability within the fashion industry. 
By doing so it will leverage their brand 
to improve business performance and 
increase the ability to assess risk and 
mitigate weaknesses across their entire 
supply chain.
Gymshark will gain recognition for their 
efforts and the consumer will be sat-
isfied with the measures which are in 
place to ensure the strategic plan does 
not interfere with Gymsharks current 
identity and values, but only to elevate 
them and secure their market position.

In the end, this strategy exists to bridge 
Gymsharks gap between current prac-
tices to a sustainable approach, tar-
geting the triple bottom line. By doing 
so they will reach all of the sustainable 
development goals by 2030 and have 
implemented a range of solutions pro-
posed in this document to improve their 
social, environmental and economical 
responsibility. 

Thinking towards Gymsharks future, 
they will reach their goal of being a car-
bon neutral company by 2050.

AT GYMSHARK WE UNDERSTAND OUR IMPACT ON A 
GLOBAL SCALE WHICH IS WHY...

THE ULTIMATE GOAL...
CARBON
NEUTRAL

BY

CIRCULAR & 

 CIRCULAR & 

GYMSHARK

WE WILL 
BE

BY BEING,

PEOPLE

PROFIT

SOCIAL ENVIRONMENTAL ECONOMICAL

RESPONSIBLE &
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RESEARCH LINKS
BIBLIOGRAPHY.
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APPENDIX a/questionnaire

Transforming Gymshark into a sustainable brand
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Transforming Gymshark into a sustainable brand
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INNOVATE.
CAPTIVATE.

EDUCATE.
GYMSHARK


