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INTRODUCTION

ABOUT THIS EXECUTIVE SUMMARY

Gymshark's desired implementation of a loyalty programlnme aims to
achieve an increase in loyal customers across their commmunity. This
executive summary outlines a proposal for the design and launch of a
four-tiered loyalty programme that will reward UK and US customers
and prospects. Plans will involve a clear three year marketing
strategy and one year tactical communication plan. A brief situational
brand analysis, including key brand issues, competitor analysis and
relevant trends is intended to inform decisions related to the loyalty
programme creation.

METHODOLOGY

PRIMARY RESEARCH METHODS

Online survey (169 respondents).

Focus group 1 (potential Canadian Gymshark customers).

Focus group 2 (existing Gymshark customers age 19-21).

Advantages: Provided qualitative and quantitative perspectives and
consumer behaviour analysis.

Limitations: Respondents were not fully representative of Gymshark's target
audience.

SECONDARY RESEARCH METHODS

Gymshark website.

Competitor websites.

Online reports and articles.

Databases (e.g. Mintel),

Advantages: Provided valuable insights, statistics and brand-specific
information.

Limitations: Some outdated information reduced validity.
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"We exist to create the tools that help people unlock their full, incredible potential and
put their iIdeas into action. Be all that you imagined you could be. Be a visionary’
(Gymshark, 2020).

BRAND VISION

"To unite the Conditioning Community. Conditioning is everything we do today that
prepares us for tomorrow" (Cooper and Beckley, 2020).

GYMS

BRAND OVERVIEW

BRAND VALUES

Gymshark, founded in 2012, is a UK based fitness apparel and accessories
brand with "a devotion to producing innovative, effective performance wear
and an ever-expanding social presence” (Gymshark, 2020). They are one of
the fastest growing and most recognisable fitness companies in the world.

Gymshark's USP is their proud focus on building a strong community; a
vision that many brands fail to achieve. Their target audience is 16-29 year
old male and female "social natives" (Cooper and Beckley, 2020), with strong
relationships with fitness and their conditioning journeys. (Gyrshark, 2020)



MARKET HEALTH

Gymshark operates in the fitness apparel
market which is "anticipated to be worth
$191.4 billion by 2023" (Kumar, 2019).
Consumers are aspiring to adopt healthier
ifestyles by participating in fitness activities
KEY ISSUES 'as a means of maintaining mental wellbeing"
(Mintel, 2020), thus increasing opportunities
for brands to meet demand by supplying
comfortable, stylish sportswear.
RESEARCH IDENTIFIED FOUR KEY BRAND ISSUES
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TRENDS

NI GELYOUR GAME ON

This trend refers to changes in data privacy. Gamification is "the use of game mechanics and
Data Is increasingly shared by consumers experience design to digitally engage and motivate
who, however, are becoming less concerned people to achieve their goals” (Bonanno, 2020
about the use of their data, and "consumer trend "is growing at a tremendous pace" (Business
concern about data sharing should continue Wire, 2020), and gamified customer engagement is

to decline" (Calugar-Pop and Lee 2020). predicted to play a vital role in the fitness industry.
Gymshark can take advantage of this as they Gymshark would benefit from leveraging this trend
will need to obtain consumer data to implement to motivate and engage customers, therefore
personalisation into the loyalty programme. Increasing customer loyalty.




Gymshark and Lululemon have similar missions/visions revolving around community

COMPETITOR LOYALTY PROGRAMME ANALYSIS
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Adidas competes with Gymshark
on product design, quality, and
community building. Adidas
launched their four-tiered loyalty
programme, 'The Creators Club’,
In 2018. The tiers are Challenger,

Playmaker, Gamechanger and Icon.
Members earn points by "engaging,

participating, training" to level up
(Adidas, 2020) and enjoy benefits

including "early access to products,

exclusive offers, and invitations to
special events" (Sawyer, 2018).

and similar product ranges. Lululemon's loyalty programme requires members

to pay an annual fee of $128 "for a pair of pants or shorts, the ability to attend
curated workout classes and free expedited shipping” (Lucas, 2018). This enhances
Lululemon’s premium reputation and incentivises customer loyalty.

WONEN'S BEST
Similar to Gymshark, Women's Best aims to motivate
and inspire their customers. Women's Best's '‘Rewards
Club' operates as a traditional points-based loyalty
programme. Customers earn 'Best Points' to level up
their member status (Bronze, Silver and Gold), and
recelve rewards such as birthday offers, surprise gifts

and early access to limited editions and sportswear
launches (Women's Best, 2020).
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To get a third of
Gymshark's current loyal customer
base (including VVIPS and VIPS) to
join the loyalty programme in the

first 6 months of Year 1.

To become a loyalty leader in the
fitness apparel industry and grow
revenue 2.5% faster
than competitors by
the end of Year 1.

To retain 75% of customers
who signed up to the loyalty
programme in Year 1 by offering
personalisation to incentivise
them to reach the next tier.

To increase the engagement on
social media (Instagram and
Twitter) through the Surprise
and Delight strategy hashtag

#IAMLiterallyVisionary, by 15-20% by

Year 3.

To have 26% of initial loyalty
programme sign-ups achieve The

Burner level by the end of revenue by 25% for the

vears third consecutive year. SRS

To achieve a YOY increase in total

SYNSKIR:



LOYALTY PROGRAMME - “THE GS VISIONARCHY"”
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THE LOADER

THE LOADER
WORKOUT

SETS REPS

Tell us about yourself by

answering 10 questions. 10

Download Conditioning

App and create account. 10

Subscribe to email list
and follow all social 10
media accounts.

Make 1 qualifying
purchase over £25 and 10
submit a review.

START WORKOUT

COMPLETE 3 SETS OF 10
REPS TO TRANSITION UP

s Y| IS I
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THE ACTIVATOR

THE ACTIVATOR
WORKOUT

REPS

Make 4 total orders over
£35 across 3 different 10
categories.

Become a member of the
Gymshark Community
Facebook page and 10
post about the loyalty
programme

Complete 5 workouts
using the App.

Choose a favoured
sporting activity, set a
target and complete 5
times.

START WORKOUT

COMPLETE 3 SETS OF 10
REPS TO TRANSITION UP
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THE REACTOR

THE REACTOR
WORKOUT

REPS

Attend a Gymshark event
(virtual or in real life)

Create 3 workout plans
to achieve personal bests
2 10
and post 1 on social media
with #GSVisionarchy.

Choose a favoured

sporting activity, achieve

a personal best and post 10
on social media with
#GSVisionarchy.

Refer 3 friends to the
loyalty programme.
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START WORKOUT

COMPLETE 3 SETS OF 10
REPS TO TRANSITION UP
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THE BURNER

THE BURNER
WORKOUT

REPS

Place 10 total orders of at 10
least £15 each.

Be an active social media
follower by liking and

sharing content, and 10
engaging with GS blogs

weekly.

Become a Gymshark 10
insider.

Use the Conditioning App
at least 3 days a week for
ayear and be an active 10

[}
ul
=
[}

user at creating custom
workouts/plans

START WORKOUT

COMPLETE 3 SETS OF 10
REPS TO REACH THE TOP

Gymshark's

“75% OF CONSUMERS SAY THEY ovalty

WOULD ENGAGE MORE WITH LOYALTY orogramme will be
PROGRAMMES THEY CAN EASILY ACCESS imp\ememed on the Conditioning
FROM A SMARTPHONE"” (MORGAN, 2020). d called 'The GS Visionarchy"

combining the words vision and hierarchy. The four

tiers will be called "The Loader’, 'The Activator’, 'The Reactor’ and

"The Burner', inspired by the stages of muscle growth. Each tier resembles

cise plan with four outlined actions. Loyalty members complete three sets

(actions) out of four, each worth 10 reps, to reap rewards and transition up the tiers. This

simple structure avoids the mainstream 'earn and burn’ pomts d em and draws on the typical
omer's competitive nature.

THE LOADER REWARDS



AT A GLANCE
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ONLINE
SURVEY

FOCUS EXPERIMENTAL

GROUPS

EMAILS

TEST AND LEARN PERSONALISATION STRATEGY

0 OF CONSUMERS ARE OPEN TO BRANDS

MONITORING DETAILS OF THEIR ACTIVITY IF IT
LEADS TO MORE PERSONALISED REWARDS”"
(MORGAN 2020).

Year 2 of the strategy builds on
Year 1 by offering personalisation.
Three tests will be executed to
create the best personalised
rewards for customers. Test
involves identifying each loyalty
member into a 'Six Persona'
through surveying. Test 2 involves
conducting focus groups per
persona and per gender to gain a
deeper understanding of product
preferences. Test 3 is based on
differentiating between UK and
US communications through
experimental emails to see which
resonates with each customer
base.

25
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gamify their conditioning jour nect with other: the global k.

community and experien m , soclal and enjoyable” (Mintel,
2020) digital events that "stimulate interaction” (ibid). /
0
“w OF CONSUMERS

WANT TO ENGAGE

WITH THEIR LOYALTY
PROGRAM USING
EMERGING TECHNOLOGY
LIKE CHATBOTS, Al, VR
AND SMART DEVICES”
(MORGAN, 2020).
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TIMELINE

A communication plan,
spanning 12 months, will

be carried out to launch

and promote the loyalty
programme, with April being
the official launch. Launch and
promotion strategies include
above the line advertising such
as an immersive, motivational

promotional video, and the use
of social media. Below the line
advertising will also be adopted
such as an informative blog,
consumer fitness challenge
and effective email/text
marketing.

OFFICIAL
LAUNCH



BUDGETING

e P CONCLUSION

Gymshark's loyalty
programme must be
disruptive, motivational
and easy to understand.

(Dogtiev, 2021) App amendments/changes - - - - - - - - - - - P
(nk House, 2019) Gymshork Cnts bog g i , : : : ) : : : : ! , ¥ The proposed three year
(Totaljobs, n.d.) Countdown timer - content creation .,

(WebF,2021) Instagram advertising market ng SUST@Q}/ and one
(WebFX, 2021) #RepSetGo campaign management E 5 s X X X E E - E 5 - A

(WebFX, 2021) Facebook advertising /

(Wb, 2020 YouTube acvertiing , ; year communication plan
(Influencer Marketing Hub, 2020) |TikTok advertising Y s . . . ;
(Digital Information World, 2019) | Promo video - - - - X - - - - - - - ), ; W ‘ ‘ ‘ m a >< ‘ m ‘ S e G ym S h a ’/k S
(The Casting Network, n.d.)

5 athletes for promo video - - 4 o K - g : - 2 4 - ! =

(Bizay, 2021) Promo card i parcels - printing

-m-m-m ) Y ) BE] o] o) potential for achieving a
Gisol " smsl "t mmmm— s — \ ? successful loyalty programme
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o B &7 that resonates with customers
and meets these requirements.
The predicted costs will be £66,000 This project Is wab\e for
and Gymshark are estimated to Gymshark, allowing them to
achieve profits of £2,440,000. excel further aﬂd continue to
. disrupt the industry.
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APPENDIX 1 ONLINE SURVEY

Q1 What is your gender?

Male
15.38% (26)

Female
84.62% (143)

Q3 Where do you live?

Q2 What is your age?

50-59 Below 20
3.57% (6} ow
27.98% (47)
40-49
13.69% (23)
30-39 ——
12.50% (21)

20-29
40.48% (68)

Q4 Which social networking sites do you have and use frequently? (Please select all that

Canada
Other (please\

specify)

18.93% (32)

USA
10.65% (18)

UK
70.41% ynizy

56

apply)

100%

90.48%
80%  66.07% =" 66.07% 65.48%

53.57%
60%
30.88% 38.69%
40%
2 . o
—
0%

Facebook  Twitter Instagra Snapchat YouTube  TikTok Pinteres  Other
(please
specify)

3

Q5 Do you prefer to shop online or in-store for fithess/athleisure clothing?

Q7 How familiar are you with the brand Gymshark? Grade 1

100%

80%

60%

40%

20%

In-store

Q6 What do you buy gym/athleisure clothing for? (Please select all that apply)

28.99% (49) 100%
80%
63.91% 61.54% 60.36%
60%
30.77%
40%
23.08%
Online 20% | 6.51%
71:01% (120) —
0%
Going to Home Yoga Sports Loungewear Other
the gym workouts (e.g. (please

football, specify)

Q8 Have you shopped from Gymshark before?

44.97%
22.49%
16.57% Yes
11.24% No 47.93% (81)
4.73%
- 52.07% (88)
I
5-Very 4 3 2 1-Not
familiar familiar
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Q9 In the past 6 months, how and where have you heard or seen information/advertising

relating to Gymshark? (Please select all that apply)

100%

80%

60%

39.05%

40%

20%

Word of
mouth

75.15%
8.28%
Social Mailed

media advertiseme

33.14%
20.12%
6.51%
I
Gymshark None Other

website (please

Q11 What 3 words would you use to describe Gymshark?

Innovative Athletic
Affordable Impactful
Efficient Powerful
Quality Well made
Creative Flattering
Ambitious Fit
Friendly Trendy
Inclusive Focused
Comfortable Competitive
Motivating Aggressive
Quality Fast
Unique Strong
Fitness Fierce
Trustworthy Bright
Distinctive Aesthetic
Fun Original
Sporty Popular
Modern Stylish
Simple Appealing
Superior Smart
Athletic Long lasting
58 Fashionable Exciting

Sleek

Goal-orientated
Up and coming

Inspiring
Work ethic
Expensive
Innovation
Fresh
Amazing
Functional
Local
Misleading
Appealing
Practical
Current
Overhyped
Reliable
Cliche
Desirable
Youthful
Over priced
Premium

Q10 Do you follow any of the '‘Gymshark’ athletes?

Saffron Barker

Whitney Simmonds
100% Nelly London
Anna Archer
0% 73.37% Zac Perna
Robin Francis
o~ Matt does fitness
Robin Gallant
aon Elliot Burton
26.04% David Laid
200 - 13.02%
(I
. Yes No If so, who?

Q12 What is your perception of Gymshark in relation to the below attributes? Grade your

perceptions of them 1-5 (1 being poor, 5 being great)

38

Quality Value for Exclusivity Technical
money (premium)

B B: B: B: Bs

Design/aesthe
performance tic

Q13 Here are some of Gymshark's competitors. Have you purchased products from any of
these before? (Please select all that apply)

Q14 Would a loyalty or reward scheme
encourage you to make a repeat purchase?

Yes, why? 70.81% No, why not? 29.81%

100%

.45%
B80% :86.90!
50.60% Discount Can't keep track

60% - . .
Feel valued/appreciated Too many emails

a0y 30:95% Rewards for shopping Only buy to replace worn clothing/that feed needs -
Saves money brand does not matter

20% . P soay T 12.50% Brand loyaly Not interested in loyalty programmes

= - [ ] Earn/build points Primarily concerned with fit and quality
0% — ) Increase purchases Only purchase as needed
puslemo Tea - Mle - AddasBot o fablere Swean bnoer Emotional connection Purchases not frequent enough

Incentivises Gym clothes are an infrequent buy
Reinforces to go back Look for brands that offer discounts
Worthwhile Shop second hand

Don’t do exercise
Don’t want to be hooked into spending money
Buy different btands/not brand loyal

Exclusive deals and offers

Q15 Would you pay a subscription to be part of a brand's loyalty scheme? Q16 What benefits would encourage you to join a loyalty scheme?

Yes - monthly 100%
12.50% (21)
80% 67.92% 67.92%
Yes - annually
4.76% (8) 55.35%
60%
38.99%
Yes - one off 40% 3019% 27.67%
payment 14.47%
e - .
w I
67.26% (113) 0%
Exclusive Early Unique Personali Special Birthday Other
products accessto  experienc  sation events bonuses (please
sales es specify)
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Q17 In a loyalty scheme of different levels, what would encourage you to try to achieve a
higher level?

Q18 Do you currently participate in any fithess/athleisure wear loyalty schemes?

55.35% 100%
60% 45.28%
38.36% 40.25%
30.82% 80%

40%
60%
B . i o
—

Spendon  Interaction  Completea  Refera Engagement  Other 40%

products  withsocial  particular friend on brand (please
media action app/website  specify)

accounts (e.g.ru... 20%

0%

Q19 For the next 2 questions, please skip if they are not relevant to you.

What do you like about the loyalty schemes that you participate in?

Reward points

Earn points towards discounts on future purchases
Early access to sales

Increase in perks based on spending
Added bonus

Free stuff

Special rewards

Like the returns

Monthly excitement

Monetary benefit

Surprise gifts

Chance to level up
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7.78%

Yes No If yes, which ones?

2.99%

Q20 What would you change about the loyalty
schemes that you participate in?

Excessive emails

Nothing - loyalty programme is not the primary driver
Having to have card on you all the time

Sometimes too complicated

No expiary date on vouchers earned

Nothing
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APPENDIX 2 LIVE BRIEFING

A) Ben: In my personal role, | try looking further than 3 years. What
I've found useful when doing long term strategies is draw where |
think the market or the world will be, and I think that's really important.
If | go back a few years, we made an internal bet that the future of
brands would be community lead, agile and purpose lead. Community
- allows you to get feed back from people but also gives the brand

an extra element of benefit. Agility - preached a lot over the past

few years, I've found there's always one thing that people would
come back with, 'what does agility mean in a recession or in a global
pandemic?' - we've seen in an abundance that agility is more than
important than ever as it allows you to react to what's going on in the
world. Purpose lead - if we know anything about the youth of today, it's
that they want to align themselves with brands that reflect their core
values. In terms of where | want Gymshark to be in 3 years, | want us
to... in fact I'll explain our core output strategy.

1. HARDWARE

Apparel, accessories, all the stuff that you use in the enablement of
your fitness journey.

It exists and the reason that we produce it is to enable people on their
journey.

2. SOFTWARE

Recently launched conditioning app that's currently in development
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Reason behind software is again all about enablement.

3. CONTENT

Content is purely about inspiring people

If we can inspire as many people as possible to improve themselves
both physically and mentally, then further down the line people will use
Gymshark's hardware and software to enable them on their journey.

4. OFFLINE STRATEGY

Old one but not done properly vet.

Can both enable and inspire people

In the next 3 years | want to develop these a bit more. Hardware is well
developed - our apparel is really good, it's very good in many respects
albeit we've got a long way to go (a lot more to do with accessories).
Software we've got a lot more to do there. | really want to plan that
out. Content | think we do a really good job at but there's room for
improvement, and the 4th category off line | think there's room for vast
improvement. | think we're currently living through a huge shift in the
way that people shop off line and I've got a lot of ideas around that as

well.

Vho do you think your key

A) Ben: Lululemon. We are starting to see a split between a fitness

ompetitors are?

brand and a sportswear brand. The person that goes and plays football
on a Sunday is seemingly a different person that goes and gets a
session in at the gym. They seem to be different and they seem to want
different things, and we're seeing a difference between those 2 things.
Which means | wouldn't compare us to a sportswear brand such as

Adidas and Nike, I'd compare us more to Lululemon, albeit they're
built commercially in a very different way.

)) What does Gymshark define loyalty as?
A) Ben: If you were to speak to a conventional retailer such as
Boohoo, | reckon they would tell you lifetime value of customer and
frequency of purchase. To Gymshark, we're developing something
called an eco-system model (similar to Apple in the way that you
use an iPhone to download apps etc). For me, loyalty is about having
consumers truly integrate Gymshark into their fitness journey. For
me, someone that uses the Gymshark app every single week for a
year is as valuable if not more valuable than someone that purchases
from Gymshark once a year and never uses the app. Loyalty is about
Gymshark being integrated into people's lives and fitness journeys.
Whether that's Instagram interaction, or YouTube, or the Conditioning
App or just buying the product because they like the functionality of
our leggings. All around interaction and engagement across the eco-

system.

Q) Does 'The Six' personas fit both UK and US markets?
A) Hannah: Yes it does. Research was conducted across all markets,
with US and UK being 2 of the biggest markets. We do have other
markets but The Six fits across all of them.

D) Key tips for research from a C t

) ymshark perspec
A) Sophie: Definitely the community page. There is so much insight

within that page whether it's people taking about their orders, or their
own conditioning journey. All of the social channels too. We are also
on Twitch now. You probably think 'why is Gymshark on a gaming,
streaming website?' But there was some really good insight that we
need to get gamers exercising. We have a lot of athletes that are also
gamers so that might be an interesting place to look too. Following
individual athletes too. We've got athletes all across the world.
Gymshark Central as well is our blog page, you can look at some of
our content there. Also YouTube, so watching our events videos such
as the Behind the Scenes videos at our lift events.

yOL ok for when yOU SIgN ¢ thletes”

A) Sophie: The process of signing athletes is constantly growing
and evolving. We've got such a diverse roster of athletes which is
much different compared to 2 years ago. The Athlete Team look for
people with inspirational stories that can highlight their own individual
conditioning journeys. We've recently started working with Nelly
London. I don't know if you guys saw the post where she had leggings
pulled up, then she had them pulled down. We're trying to highlight
different conditioning stories because it is different to everyone.

)) How many Gymshark athletes do you have now?
A) Sophie: The last time | checked there was about 120. The team is
split up into different regions. It's really interesting. Now we've got a US
office, we've got a sponsorship team and all the different departments
will start opening there too.
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8. Q) Do you have athletes across a spread of different sports/sectors
to try and grow into different areas?

A) Hannah: Yeah for sure. It's not just the different sports, it's different

cultural representations, different sizes, different conditioning journeys.

It comes down to the fact we are trying to be more diverse. If you
looked at our athlete roster 4 or 5 years ago, it would be a list of your
stereotypical weight-lifters, gym-goers; now we've released especially
with our Six personas, that yes people might come to the gym, but
they might do other stuff as well. Also linking to what Ben said earlier
about being a fitness brand as opposed to just a sportswear brand,
and where we want to go with that, it's really important to be there
for different interests because people's training journeys aren't just
one thing, and not everyone's the same. So it's all about getting that
diversity and representation and growing that's really important as
well,

9. Q) What's your percentage of returns?

A) Hannah: We can share some information with you if you want
some more specifics. It does vary between territories. | think off the
top of my head, it's around 15% for most of our core territories, and
that's actually very very low for a retailer. It does vary though, for
example, Germany is very high returning; it's in line with that market.
Typically in Germany, a lot of retailers see such higher returns - it's
more of a cultural difference around how those guys shop and like to

try things on, from what our research has told us anyway.
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10. Q) What would you say the average cart size is at check out for the
average customer?

A) Hannah: | think it is around 1.6 items per order. It does vary wildly
though and it also varies at different times of the year. On an average
day it is probably lower. We do try to push it by having those free
delivery thresholds. For example, our free shipping threshold in the
UK is £35, so 1 pair of leggings would qualify you for that, so that's
not necessarily driving bigger baskets. We do see it shoot up on days
where we have collaborations launching with limited edition pieces.
Sophie mentioned the Whitney Simmons collaboration, Whitney

is one of our athletes and she is crazy popular, so she will bring in
people who have never shopped from Gymshark before as part of
that collaboration. The pieces were in such high demand that people
were just buying as much as they could. Same with Black Friday, our
stuff tends to sell through very very quickly. We try to plan for it not to,
but the demand is just so high and it grows every single year, so we
get more stock but it continues to grow. So at times like that people
are literally just grabbing what they want and checking out that way.
For me, looking after retention which is the vast majority of people, |
would love that basket size to keep on increasing. But that said, you
always have to look at the full story. Basket size might increase, but

if it Is because our sizing is confusing and people have to buy 2 of
everything because they don't know what size they are. If | just looked
at basket size I'd think 'Oh sweet, I'm doing a really good job', but to
complete that picture, we have to look at returns as well. | would like

basket size to carry on growing, returns to stay at the rate it is, and
from a retention point of view, | want people to start shopping across
categories more.

17. Q) Do you worry that huge sales such as Black Friday will diminish

A) Hannah: [t's an interesting one because Gymshark isn't &
particularly discount-lead brand at all. We have Black Friday as our
main sale period, we also have a Summer sale which is normally
around June/July time. Having those 2 alone doesn't really diminish
our brand. We've found that customers who are retained and
customers who are loyal will shop full priced and reduced price, so
we're not creating a problem there. The only slight watch-out for us is
when we require people at reduced price. So if you shop for the first
time during Black Friday and you've bought something for 50% off, it's
then difficult to trade those customers into full price. So no, it doesn't
really diminish our brand's reputation because we don't do enough,
and it's very difficult to find a discount. But there are still some caveats
with that so we have to put extra care into people who shop for the
first time at discounted price.

12. Q) Within your most loyz

they make a purchase?

A) Sophie: At the moment, we've created some loyalty tiers. So our top
tier, we've called them VVIPs as an internal name. But this is a bit of an

anomaly because we've got about 170 customers out of our millions
of customers that we do have, they shop 26 times a year which is
crazy. The next tier down is around 70,000 people, and they shop 6
times a year. But then on average, most customers shop about 1.9-2
times a year.
A) Hannah: [t really really varies. As Soph said, with those really top
tier loyalty customers who shop 26 times a year, that's more than
twice a month which is really high! And that's why we want to create
more of them because we've got 170 people who fit in that really loyal
segment, but then millions of others who are more at this 1.9 times
a year frequency. It varies with how engaged you are, and that's why
we want to create more engaged people because we can get that
frequency higher through our own commercial, revenue driving point
of view.

3. Q) Roughly how many users do you have of the Conditioning App?
How long have they been using it for?
A) Hannah: If I'm honest, it is all over the place! It's just over a year
old. We're only just starting to define what that customer retention is,
because it is only a year old, we've had a full calendar year, to work
out what good looks like. A customer is lost from the app if they don't
open or engage with a work out in 30 days. At the moment, that is
something that we are open to moving, because we've just had this
first year to work out what most people do and what the best standard
is. It's a difficult question to answer because we need to work out what
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good is, and then work out how we can manipulate it to get people
sticking with the app more. We've also just done some research

into the app because it was all over the place. There was a lot of
confusion of consumers downloading it because they thought it
was an e-commerce app/an app that they can shop on, they didn't
realise it was just a work out app. So if you look at our stats when it
first launched back in November/October last year, there were loads
of downloads and loads of deletes when people realised it wasn't for
the purpose that they perhaps thought it was, so that's skewed our
numbers a little bit as well.

14. Q) What current personalisation do you offer to your customers?
A) Hannah: In my role, because I'm looking at retention, looking

at the mass market so the majority of Gymshark customers. We
do here a lot of marketing personalisation. The broadest thing

we do at the moment is starting to segment them based on how
recently they've engaged/shopped with us. If it's a prospect, who
haven't bought anything yet but are browsing our website, we will
segment them into active, lapsed or lost. Active means they are
actively looking at our website at the moment, lapsed they haven't
done it for a while, lost they haven't been on in absolutely ages. We
do the same with customers except we've got an extra segment
which is called at risk. So active is people who have shopped in
the last 6 months, at risk is 6-12 months, lapsed is 1-2 years and
lost is over 2 years. What we are doing at the moment is building a
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strategy around these life stages, these different engagement tiers,
we are starting to change our marketing and change what we send
people, and even change the content within that. That's probably

the best and broadest example I can give you. The other one we do
quite regularly, is if we have periods where we get huge bulks of new
customers shopping for the first time. So our Black Friday sale, our
Whitney Simmons collaboration, weirdly we got tonnes of people
shopping for the first time during the Covid-19 lockdown (more than
we thought we would). We will do separate strategies for these new
groups as well because what we've realised is, they've shopped for
the first time in an exceptional event, whether that's a collaboration, a
sale, Covid-19, we need to make a little bit of extra effort of selling the
brand to them so we stay relevant afterwards, so that's another kind
of personalisation strategy we do. So to answer your question in terms
of what it looks like, we segment different customer groups based on
their engagement and how they shop with Gymshark, and then within
that we will change the content and try to make recommmendations of
our products more relevant as well.

A) Sophie: In terms of personalisation, it is some of the service level
personalisation that you can expect. For customers that have shopped
5 years or more, that are in our VVIP segment, we will send out a
personalised hold-all with their name on. We know that customers
are really engaged with things with their name on, they just love it! But
we can't offer it on a mass scale at the moment. For a Surprise and
Delight, we did for our Luxe Legacy campaign, we sent out the new

Luxe Legacy jumper to the purchasers back in 2012. We sent them out
this personalised video saying "You bought into it in 2012, here's the
evolved version', and it had some of the content that they posted about
It. It was really nice to show them how they've grown and evolved

with Gymshark, but also how the products have evolved. For Big Deal
Energy, we've sent out personalised emails to customers. So within
these top 2 segments, we gave them a 1 hour early look when the sale
was going to be. We created this hyper-range, 'Black Friday's coming
early this year'; we sent this announcement out to our loyal customers
an hour early which was personalised. Then we can get really clever
with direct mail, we can personalise that too. For Vital Rise, we sent out
the new pair of leggings to customers with their review of our normal
Vital Leggings - because we'd created the Vital Rise Leggings as an
evolution of those ones, so it had their actual review on there, their
name, and it gave them the opportunity to review the new leggings. So
It's just trying to use personalisation to wow the customer and make
them feel really special. That's something that's relatively new for us,
but we need to be able to do this on mass as well.

15. Q) Do you offer any personalisation for clothing or not?

A) Hannah: No we don't. Aside from what Soph was just talking about,
so we would call it customisation, so being able to add your name,
change your colour, we don't at the moment. We would love to be able
to. Just due to our product development process, it's really difficult to
be able to just switch it on over night, it takes a long time to be able

to build that infrastructure on the website for customer's to be able

to doit, but it goes beyond that and making sure our factories and
production processes can actually adapt to that demand as well. It is
something we would like to do but it's just not something that we offer
at the moment.

16. Q) What would you say your USP is for Gymshark?

A) Sophie: |'d probably say the community. Like Ben touched upon,
having this commmunity that are so engaged with us, and how they are
so engaged with each other as well. If you look within the Facebook
group, you'll see people are really supportive of each other and their
conditioning journeys. An example, we hosted an event last year called
Transform’, where we invited customers who had been through a
massive transformation over the past year. There was 20 different
customers, they never met each other, we met them in Birmingham
airport, and they came along for a day at Gymshark. Even to this day
they're still talking to each other, they were going to go to one of the
girl's weddings - which I thought was really sweet considering they
didn't know each other the year before. | think this connection we have
across the community is really important, and something that other
brands can't do. | think the fact that we're direct to consumer as well
is really important, and shouldn't be overlooked. Nike for example will
sell through JD, within different retail stores, and they don't own any of
the customer data, so how are you supposed to know who your most
loyal Nike customer is? Whilst for us because we own all of our data
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and only sell through one channel, | know who has the highest loyalty
score, | know that person and can speak to them; they're opted in, so
| think that's really valuable for us.

17.Q) Do you think you'd ever open any retail stores instead of just
being online?

A) Sophie: \We had one in London as & little test, just before Covid so
we had to cut it short. | wouldn't say never, but | think it's just one of
things whether we'd have one flagship store. | wouldn't completely
exclude it, we just would never sell into other retailers, we'd own that
retail space.

A) Hannah: | completely agree with Soph about the community being
our USP It links back to what Ben was saying when he introduced
everything at the start, about how he sees the future of the brand not
just being "You come and buy and then you go; a basic transaction’,
it's all around that community-lead feature. And to add a bit more
about the retail store side of things. | think the challenge for us is
building on that and how it would translate into a retail shop. Because
if we want a physical space that's permanent in real life instead of
online, but we don't want it to be just strictly a transactional place
where you go and buy something, how can we bring that element of
community into a flagship store? That London pop-up we trialled a
couple months ago, you could go in and buy stuff, but we held events
downstairs so there was an event space where you could go and

do gym classes in the day. But aside from that, linking back to the
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conditioning thing we were talking about, so this concept of everything
you do today preparing you for tomorrow, it goes beyond exercise. In
that space in the store, we had talks, so we did a men's mental health
talking session. What else was there Soph?

A) Sophie: \We had an International Women's Day event as well. So
we had a lady called We Are Wonderful Fit and she came and did bra
fittings which was really nice. Adding that experience to the event

is always really good:; it's something that customers couldn't get
elsewhere and it makes them think about the brand as well, because if
they can find the most supportive sports bras from Gymshark, that'll

eliminate so many pain points in their conditioning journey.

18. Q) What product category or Gymshark collection sells the most?
A) Hannah: So category, legaings! A crazy, crazy percent of our sales
go on leggings. In terms of collection, we always get feedback about
how quickly our different collections sell through, and you know, they
do. We'll have something on if there's really high demand for it, it's

a one time buy it goes away and doesn't come back. So what we've
tried to do now is have a set of what we call ‘Always On Products’, so
give or take some sizes might be out of stock sometimes, but if you
go on our website you should be able to buy them all of the time. They
generally make up our most popular ones. They're split between price
tiers now as well, because a few years ago everything was clustered
around the same price, so not only are some ones always there,

they've got a good spread in prices. Our most expensive ones are

Camo and Vital, these are 2 super popular ranges for in gym. They're
also good all rounders, so they're suitable for a variety of exercise
disciplines. Then in the middle we've got Flex which is one of our
original collections from back when Gymshark started way back in
the day, so Flex is a build on what we originally sold. Energy is the
same. Then at the bottom we've got 2 which are called Training and
Fit, so these ones are entry level price points around £25. Whereas at
the top of the scale you've got those Camo and Vital ones which are
around £55, so there's quite a good spread across those prices, and
it gives us something to trade customers up into.

19. Q) Do you plan to continually expand your collections or will you
discontinue them as you go?

A) Hannah: |'m speaking on behalf of the Product Team here based
on what | know. | think we will move towards always having on-
products, and having stuff that is always in stock. Because it's kind
of annoying when you find something that you really like and then
you can't buy it again, so we will always continue to have collections
and limited edition products because that drives that hype and brand
excitemnent, and allows us to have

some control around, and a fresh story around getting people back
more frequently.

20. Q) How has Covid affected Gymshark?

A) Hannah: From a mass market point of view, we obviously weren't

sure how Covid would affect us. And with gyms being closed, if | knew
that back in March, I'd be tearing my hair out thinking our sales are
going to plummet. But we've actually seen the complete opposite. We
acquired a huge number of customers across all regions, particularly
UK, US and Germany, when those regions went into lockdowns
measures. We're still trying to find out exactly why that was, whether
it was people bored at home and wanting to do some shopping, or
whether it was because we did a really good job at promoting our
Conditioning App and giving people to do workouts at home and giving
people something to do, something to look forward to, and then we
continue to build on that as a brand. So we were doing a lot of stuff
around our Gymshark Daily emails where we would send out recipes,
tips, all of that kind of brand building stuff that wasn't focused on
sales, but obviously drove really good levels of brand engagement.
And then what I've been working on for the last couple of months is
working out how we stay relevant to people when gyms do start to
open again. We've got them, they might have just come in and bought
a resistance band for doing a home workout because they couldn't
get them where they usually shopped but we want to still now keep
them and do that job to close that gap and stay relevant. In terms

of the negative stuff there's been a few things. Like all retailers, our
supply chain has been affected. So we obviously have products that
are produced internationally, a lot of which are in the Far East, supply
chains have been affected when people were off work or the logistics
of having things shipped over being impacted by only essential
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workers working etc. So we had to flex a lot of our launch dates,

but we've obviously just adapted to that as and when we've had to.
Another thing we've proactively decided to do is, we deliberately chose
to bring the Black Friday sale forward for Gymshark in response to
Covid-19. Our understanding from a logistics, operational point of view,
that's going to be largely affected by Covid-19 because couriers are
obviously overwhelmed with the spike of online shopping demand. So
bringing our sale forward means we can hopefully complete most of
that and give customers a really good experience, and not be in a huge
mess when other retailers launch their Black Friday sale, and then all
the couriers and warehouses are just chaos because of the huge spike
in demand.

A) Sophie: To start with, it was a little bit difficult as you can imagine

in terms of events, meeting customers face to face, but this is where
Zooms come in, really handy! So we've been able to think creatively so
putting on different Zoom events. Also with the Surprise and Delight,
we've just had to think a little bit differently. Originally it was quite hard
do send them out, but it's just working with different suppliers so they
can fulfil them on our behalf. And also, for the swimwear launch, we
had to launch swimwear in July, which was a bit difficult considering
no one was going on holiday. So for Surprise and Delight, we reinforced
the campaign. We had this staycation vibe, and so for Surprise and
Delight we sent out a little staycation kit, so to girls that lived in coastal
areas, so they could take their towel, a beach ball and have a little
staycation experience to encourage them to shop swimwear. It just
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meant we had to be a little bit more creative in what we do. So from a
logistics point of view, it's been a little bit sticky, but we've got through
that now and hopefully we can carry on doing everything as planned
now. Another thing that I'd recommend keeping your eye on is
'Gymshark 66', that's our campaign that we start on January the Tst,
encouraging customers to make a pledge on day 1 and continuing it
for 66 days. That's a really big community building piece.

Q) What does quality mean for Gymshark and how important is it

for the brand?

A) Hannah: Quality is really really important for us. | look after
customer retention so getting customers to keep coming back. If
you get something that's bad quality you're likely not to come back,
so quality is massively important for us. In terms of what it means,
we want our clothes to be functional as well as stylish. Something
that we're trying really hard to build on is; when | came in August last
year and started looking at this retention piece and how we can get
customers to come back, | was really worried because a lot of our
research said that clothes were expensive, and you've got to take stuff
like that with a pinch of salt because everyone would like to pay less
for stuff. So you've got to be careful with insight like that, but what

it does show is that there's an obvious difference between what we
charge for our customers and what customers are willing to pay. We
need to bridge that gap somehow. A lot of retailers would approach

that by discounting and offering discounts but we know from a brand

longevity point of view, we need to protect our brand reputation. How
this links to quality and where I'm going with this is that what we want
to do is start selling our products much more on the technology that
goes into them. All of this amazing product development goes into our
products and we just need to shout about it a little bit more. And | think
that'll help build our brand reputation around quality and also get this
longevity from customers as well.
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22. Q) Do Gymshark athletes bring in more people than people bring in

themselves?
A) Hannah: No, but they do bring in a lot. Gymshark as a business was
obviously built on forward-thinking with influencer marketing before

it was even really a thing. So we do see a lot of sales through athletes
as that's what our brand was built on. As brands grow, that continues
to be a thing but you also get stuff like word of mouth, reviews on
TrustPilot, we can do more through advertising because we know

who our target market are so we can use Facebook's algorithm to

find lookalikes and all of that kind of stuff. It is still very important but
it's not the majority. One thing that is important for us, when | look at
retention and how | can get customers to keep buying from us, one of
the things that | often look at is how that relationship between athletes
and repeat purchases work. So if we get a new customer who's not
come in through an athlete, is it worthwhile getting them to follow

an athlete, so we've got that more organic touchpoint. I don't have

to spend loads of my budget marketing to people because they're

actually following the athletes who are doing it more organically on
our behalf. So thinking about how the two can work together, so they
can work independently but there's definitely some benefits from
closing that loop as well.

23.Q) Why is loyalty relevant for Gymshark now?

A) Sophie: We're a really small team to be honest. It was just

me back in the day and now the team Is growing. It's just super
important that we're able to thank the loyal members of our
community because we're 8 years old now. We have done lots of
loyalty initiatives, just in the past it's been more individual projects.
So having a loyalty programme will allow us to bring it into one
place and it seems more of a thing for customers. Because it's been
more behind the scenes what we've done for loyalty, but having a
programme helps to solidify it and bring it altogether.

24. Q) Has your Conditioning App driven sales or attracted new

pros s to Gymshark, and what do you hope to gain from the
loyalty programme?

A) Hannah: So in terms of the loyalty programme, it's all about
getting that customer lifetime value and keeping customers
active. Also progressing them up to spending more money, being
more engaged with the brand and shopping for a longer duration
of time. Regarding the Conditioning App, absolutely yes. So this

was something a little bit unprecedented. We did some research
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about who has the app and is their email address associated with
an order, and it has brought in loads and loads of prospects. This

is getting all a little bit technical now but our consent wasn't set

up to market to people who downloaded the app, we had to have
separate permissions. We are looking into how we can bring in a bit
of Gymshark content into the app to organically show that we do sell
clothes as well, and then from this point forward making sure those
permissions run across both so we can market our clothing to app
customers because it didn't work in that way before. It did market the
other way so we could market our app to existing customers, but we
didn't have that two way relationship; we're looking at how we can
implement that going forward.

25.Q) Interms of regular content via social media channels, which is
the most popular channel? Which social media platform brings in the
most traffic?

A) Hannah: \We look at Instagram and Facebook typically together.

If we had to split that though it would be Instagram. Facebook still
does drive sales but we get our highest content engagement through
Instagram. We do have the community on Facebook, where all of our
Gymshark shoppers can chat and get together. It's not so much a
sales driver and not one that we can exactly measure. So in terms of
things being measurable Instagram is probably our biggest one.
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APPENDIX 3 FOCUS GROUP 1

Kristine: |'m part of the Lululernon membership, and I do not earn
points and get money off. | just pay for an expensive pair of pants and
get more things out of it on a monthly basis. So | get a credit to attend
a free fitness class at a new place, which I haven't been able to do
because of the pandemic so it's poorly timed. In my humble opinion
Gymshark should think ahead and be mindful that people can't get
together or go out physically together with people when they decide
what to do

Raman: And | guess if you think of something like Pelaton, it's not an
apparel brand but it's still fitness. But it's that concept of like exclusivity
and class access that you're not going to have unless you're part of it
and a member. | think the exclusivity part for me of loyalty programmes
is nice, so either like early sales access or an extra percentage off, even
if it's only 5% or 10%. If I'm making enough purchases at that place over
a year, to me that still makes a difference. For example with Lulu, if they
have a good legging, sometimes those leggings just sell out and they
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don't bring them back, and Lulu's brand is like once it's gone it's gone,
so they build exclusivity into the brand as well. If | get sale access 2 or
3 days early then that's kind of when | start using the app, putting stuff
in my cart and waiting for it to go on sale, and because I'm a member

| can pull the trigger a day early. To your point about the points and

get money back or whatever, how everyone has that, the loyalty
programmes that give me something specific for signing up is what

I value. With a tiered based system, so | spend this much money and
get even earlier access to sales or | get a freebie once in a while, | think
that's resonant, like it's a weird, sad accomplishment to get to a really

high tier which means you spend a lot of money.

Kristine: And when you get to that higher level, If it's done properly
you will have also spent more, because you did get the discount, and
you'd be like 'Oh great!". For example, what | would love to see which |
don't have right now at Lulu which | know would be great, | would love
to know like, 'Okay, I've spent a certain amount of money'; someone’s
monitoring that throughout the year. At certain points in the year, I'm
going to get the chance to buy a super, normal item at Lulu but at a
discount. So for example the Align Pants which | really like, or their
Scuba sweater, something that's really classic Lulu. And give me like
a bitem limit, you know, whatever it is it's fine, it doesn't need to go
crazy. But then | would be like 'Oh Il buy my Mum a present’, instead
of going somewhere else which | might do because | don't want to buy
my Mum a S100 sweater every birthday, but maybe | will if its S80, if |

get a chance. So | think I would spend more money if they gave me
an opportunity to get something cheaper.

Raman: The other thing | like about Lulu is the profile. So as a
member you set up a profile with them. So if you go in to do a return
or whatever else, they have it all on their system. So the customer
services reps can just pull it up, like they don't need your receipt
because they can see your purchases on there. | think that's a really

handy part about being a member.

Kristine: Yeah | like that about the simple membership too, I think
it's really handy. | never keep any of my receipts because it's all

on my account. Whenever they say 'Do you want a receipt?’, | say
'No', because | know | can always return it if | want to. But their
new membership more specifically loyalty programme, they are
just piloting it in Edmonton and Toronto. It's $168 to sign up and
become a member, which is a lot of money, but you buy a pair of
pants or a sweater or something. So you're essentially saying, 'Okay,
I'm going to buy a pair of paints which would normally be about
$700, but I'm going to spend a little bit more but I'm going to get
some more benefits from that." My friend is the person who set this
loyalty programme so that's why | signed up, and I'm loving it. SO |
got this box, I got a new pair of pants that says member on them, a
little moleskine book with Lulu on it and then also a gym bag. And

it all came in this nice box that opens and says 'Come inside, we've

been excited to see you'. So it was an experience. The idea is that every
month you get a pass to sign up to a class for free, which over the year
if I did it 12 times would be way more money than $168. And | am fine
regaining it but because of the pandemic it's not possible to do properly,
it's been through Zoom instead which I don't think is the best value. And
then also | think on my birthday month | get a discount, but I'll have to

wait until May to see exactly what it is.

Raman: | guess another thing to think about is price point. So
Gymsheark's price point are around S50 for a pair of leggings, compared
to Lululemon which is like $150. The demographic of women who
shop from Lulu are ladies who have more disposable income, versus
Gymshark who have a lower demographic. If I'm seeing Madison Beer
wearing it or Vanessa Hudgens, | feel like I've got to be 17 and want

to buy Gymshark. So if I'm spending $40 on a pair of leggings, | don't
know if I'm going to spend $20 to join a membership either. So | guess
think about your customer base, if they can afford a subscription based
loyalty programme or not, and where their value is, otherwise they
could just go and get a pair of Nike tights or whatever else. There's

a lot of brands buying and fighting for that demographic's attention
and information, and lots of places would give you stuff for free and
influencers stuff for free, so | don't know if people in that demographic
would sign up for a paid loyalty membership, particularly at the lowest
levels. For me, when | go to a store, and they ask me 'Do you want

this membership for S10" and I'm like 'No' because | think it's cost-
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prohibitive, but if it's free and | get 10% off my leggings for signing up
then I'd be more inclined to sign up.

Kristine: Yeah | feel the same. It's interesting because it must be
something that a lot of companies are trying to do in this loyalty
space because Indigo, a Canadian book brand, | am a member of
this brand too. They have this points programme where you get
points on whatever you spend, and it gets you money off. It's pretty
clear, it's really great, and | find I'm always cashing in money and |
just like to know that something is working for the money | spend.
But recently when | was looking for Christmas shopping, | noticed
they have this exclusive points level now. So depending on the level
of the loyalty programme, so the first level is free, but the second
level is paid in where you spend something like S30 to get even more
exclusive access to sales or whatever.

Raman: Yeah | think it's called Plum Plus. And | agree | think that's
good because you have like a basic tier for free for if you don't shop
there that much which is what | have, and then if you shop at Indigo
a lot the next paid level would be worth it. So you pay $39 but you get
10% off all your purchases in the year and you also get $20 worth of
points. The way they sell it to you is you're basically paying $19, and
if you get enough 10%'s off in the year it's worth it. They have pretty
good exclusivity associated with the paid product including, you can
make private shopping appointments, you get access to the store at
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an off hour, you could come in and do it with your group. Something
like this could work with Gymshark, the demographic, that might be
something that appeals to them, if they're able to come in and book a
private shopping event. They could use that to film it to create reels or
a YouTube video or to Instagram it, then that's kind of up in influencer

value as well.

2. Q) What kind of rewards would you expect to receive from a
tiered loyalty programme of a fitness brand, apart from discounts/

spend related aspects (more experiential afz;pec:ts)'? Moreover, what

would you expect at the bottom level as a beginning loyal custormer

compared to what you would expect at the highest level of the loyalty

programme.

Anne: So | think a lot of that Kristine and Raman clearly covered

in the previous question, but just confirming that, | guess it's that
higher tier being something that maybe people buy into, getting more
personalisation through personalised shopping experiences, or a
personalised session with a famous fitness coach.

Kristine: | was going to say that. Even If it's Zoom, a personal trainer
session would be awesome.

Raman: Yeahlikea 1 on 1!

Kristine: Yeah, but then maybe the lower levels could just have
access to a couple of fitness instructors doing a routine online or
something like that. So you can make it as in there is a benefit but it
can be something that they can easily strive for something better. |
was Just looking at their Instagram account, they could pull down one
of their workouts on Gymshark that they had, and they could collate
them in some place that is just exclusive access for their members.

Raman: Yeah like log into your account and then they can stream the
fitness class or workout or whatever.

Kristine: So at a basic level it could just be something simple that
everyone can benefit from like yoga...

Raman: Or maybe only once a week you could do it, like it caps you,
versus if you're at Tier 2 it is unlimited workouts. And also people like
personalised things, like if they send you a yoga mat or something
with a monogram or a water bottle. In that way you're branding them
essentially and they're going to be like "Yes, this is great!’, | think that
really works. Like if you just send them a freebie that's personalised
in some way, every once in a while.

3. Q) Personalisation is a growing trend in retail. It can come in the
form of personalised emails such as using your name or providing

personal recommendations for you, personalised shopping

experiences and personalised products/services, such as a product
/ith your name on or fitness plan to suit your needs. From your
heme, what type o

rewards as part of the fitness brand's loyalty sc

personalisation would you most appreciate?

Anne: So with Lululemon... you'd expect... If the age of analytics and
so on, valued personalisation would be 'Actually Anne, | see you

like this range of leggings based on what you've purchased in the
past’; as a member for this month you can get pre-sale release or a
discount off a specific product that | know has been personalised for
me based on what | have purchased in the past. Or have said that |
like in a profile set up or something.

Raman: Some apps have when you log in, it shows a body shape
and you can identify like these are the areas that | want to work on,
and you can click on it to highlight them. Maybe if you do that as
part of your app set up then in terms of personalisation you can
get pushed those work outs, or if there's a feature person who's
specialised/knows to focus on a particular body part well.

shark have a Co Is a subscription-

4.Q) Gym nditioning App which

based app that has a number of ready-to-use programs and allows

users to create their own goals, set their own training plans and

monitor progress. Do you use the apps of the brand's whose loyalty

scheme you are apart of. What do the apps feature, beyond fitness,
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that you like about them? (M

aybe something that goes beyond the

fitness element such as food recipes or gamification?)

Kristine: So the Lululeron app is great but it is for sure only focused
on shopping. It doesn't have workouts in there. They do have a little
member hub where you can go in and book your credits for the
classes that you want to go to, so it's kind of like a class pass. So

| basically have 1 class pass per month and | can log in and find
availability. So with the classes, they have studios that have obviously
signed up to support this thing and then the studios have given
availability for a number of classes to be able to sign up for unlimited
membership. The spots are limited, and | find it hard to find a spot
sometimes which is frustrating. So yeah we don't have access to
any workouts or anything though. So for example if | wanted to do

a workout | would never go to the Lululemon app, I'd go to my Sami
Clarke Instagram account and just do one of her workouts. But |
definitely think for Lululemon that would be really useful

(Follow up question): Are there any features that you wish the app did

have?

Kristine: Yeah for sure, if it had free pilates classes or a couple of yoga
classes, | would definitely be interested. And they could refresh it, every
once in a while. Sweaty Betty actually has some good ones on their
Instagram account, they have live fitness classes that you can join. |

78

did a couple of them and they were really hard, but they were cool.
Another thing that Sweaty Betty does which is really interesting is
they have people on their Instagram accounts that are put on their
story, but you can go to their IGTV or whatever to see the whole
video. So they talk about different issues, for example stretching.
'Let's talk about stretching, why is it important, what does it do for
you, let's show you some!" Or it'll be like 'Learn how to do foam
rolling stretches’; which is so random but actually so useful because
like I have a foam roller and don't really know how to use it unless
someone’s telling me exactly what to do. So | think really specific
things like that are great. Another thing they had was inclusion talks,
also things with the whole Black Lives Matter; 'How to actually talk
about yoga without using the terms inappropriately multi-culturally'.
Because we, Western Europe and North America have kind of ruined
the secrecy of the yoga terms. Raman you probably know...

Raman: Yeah whenever | do a yoga class, I'm like "You guys are really
using all of those terms wrong; that's definitely not what that word
means but that's okay!

Kristine: Yeah | thought that was really interesting. So yeah they kind
of use that platform to talk about other issues that their viewers and

people would be interested In.

Raman: Another point, | think people expect more of brands now,

and there's like a lot more accountability for brands. So if in the app you
can build in some sort of give back aspects so like if you want to easily
donate to a cause, or like donate your points to any cause you want,
that makes people feel better about themselves and it shows the app
has a good world awareness. Maybe you could do that as an inclusion,
it's seems more of a like a wholesome lifestyle, like this is your life
approach, is reflected in the app.

Kristine: That's really interesting. As you say that Raman I'm looking
at Sweaty Betty and on their Instagram account they have like 'How to
make the perfect Masala Chal', 'Strength workout', and then it will say
'Learn how nutrition can affect your sleep’, and then it says 'How to
check your boobs', 'Learn pelvic floor health’; just different things about
like health and wellbeing. I really like that. My friends and |, we go to
their workouts and do them because they're cool.

Anne: | think it would be interesting to gain some perspective on what
a younger demographic would be interested in learning about, because
pelvic floor exercises is unlikely to be massively relevant to the target
audience!

Raman: And of course Gymshark has men as customers, right? And |
guess we only have the wormen perspective here, so it might be good
to have some male perspective too.

Kristine: It's definitely something you have to be aware of fore sure
in terms of gender and demographic. So my husband works for a
golf company, and Lululemon is targeting golf. There's a lot of golf
shirts for men, and it's great golf gear it really is. But they put out a
Lululeron ad and it was a guy who was dressed in a golf shirt, and
he was smouldering like with his golf club, he went on a green, and
there was lots of things that were wrong with it. And my husband
was like 'Did Lululemon really approve this?! This is brutal!’, and they
were getting ripped to shreds on Twitter; people were like 'Oh yeah
Lululemon, that's what golfing really looks like...". So you have to be
really careful, they have to be really careful with what they put out
there, because if it's off then it really isn't good. So maybe pelvic floor
exercises isn't the best choice... But even things like nutrition and

sleeping, those are uni-sex things I'd say.

Raman: Yeah like self care Sunday, meditation...

Kristine: Yeah people are really into like mindfulness, or ways of
being productive, and how being on your phone is not heathy whilst

trying to be productive etc.

Anne: Then | wonder, do men have a different approach to loyalty?
Are they looking for the same thing as women? I'm not sure.

Raman: One thing related to the tiers that | like that some loyalty
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programmes do, is like concierge service, or they'll have style
advisors. If you're on the website they'll have a pretty good live chat
with a person answering your question, or you can book with your
personal styling assistant. Like you can book an appointment and
then go in and have that person have already pulled stuff for you

to go try on. That's something that Gymshark could potentially

do, where you have a chat functionality where people have fitness
related questions or 'What leggings would you recomnmend for
yoga?' A chat function built into the app could be a beneficial
feature. Because | know for Lulu, there's a lot of product which is
overwhelming. Sometimes I'd just like to know for example what
would be good on the plane? So if you have a person to ask in the
modality of the app, and it's linked to customer service or whatever, |
find that really beneficial and that feels really personalised.
Especially like at the end when they provide a name and that next
time you can ask for me, | think that makes a really big difference.
You feel that you're talking to a real person and they listen to what |
needed; basically what you'd do in store if you got a good associate,
but now that we're more online, that would make sense in the app.
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APPENDIX 4 FOCUS GROUP 2

Joya: I'd say | exercise 3-4 times a week and | do it to keep fit.

Gemma: |t varies week by week, but at least 2 times a week

Bianca: | exercise for 26 minutes everyday.

Georgia: So | do cheerleading practice twice a week and then 2
home workouts - so maybe 4 times a week,

Will: Exercise in terms of frequency, probably 3-4 times a week.
Some of them | would consider high intensity workouts, and then |
also play football.

Georgia: |n terms of why, just to keep fit, mental health, makes you
feel good.

Bianca: It gets me Into a routine. So like | wakeup, I do my workout
and then | shower and get ready for the day.

Joya: Yeah 100% routine, it gets me out of bed!
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Gemma: Yeah it sets me up for the day.

Will: | would say for aesthetic reasons, so just to look good.

Everyone: Expensive!

Bianca: | would say comfortable though.

Gemma: And good guality too.

Will: Very popular.

Joya: Squat proof,

Gemma: Fashionable.

Joya: Trending.

Georgia: | picture black like flerce. When you say Gymshark the colour
black comes to mind, if we're talking colour psychology

Joya: |'d probably say timeless as well. | could buy a set and | know that

it won't go out of fashion.

Georgia: Yeah it's just a classic in the sports world isn't it.

3. Q) What wo /O ‘ bout tf rand

Everyone: Price.

Gemma: Yeah they don't do discounts very often, and if it is, it doesn't
really make a dent into it.

Georgia: Yes! | got it for free over lockdown.

Bianca: Yeah me too, | downloaded it but never got round to using it.

Will: Yeah | know about it.

Joya: No | haven't heard of it or used it.

Gemma: No | haven't efther.

Joya: Courtney Black all day long.

Georgia: Yeah |'ve heard she's amazing.

Joya: Her real time work outs are put on the app, and | don't need a
gym when I've got her app.

Georgia: |t's £15 a month though... Because | guess it's like a gym
membership.

Georgia: Yeah |'ve got My Fitness Pal. But it's not necessarily to
do with exercising and it's not subscription based but it counts my
calories and monitors things like that.

Gemma: Yeah | also use Map My Run.

Will: | used to use fitness apps, but only used certain workouts. They
influenced my own workout journey and | basically adapted those
workouts into my own training, and made them more efficient for
what | wanted from them. | can't recall the name of the app that |
used to use but it would target certain muscle groups, and would
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show workouts to target particular muscles.

Georgia: | 5/so love the Health app on Apple, to track my steps.

Gemma: Yeah | use that with my Apple Watch.

Joya: Also the Fitbit App. That's really good because it shows me
my sleeping cycles and patterns, and when I'm working out it shows
what parts of my workouts I'm burning fat, which parts are in cardio,
which parts are like your peak heart rate, so you can see how you're
working.

6. Q) Would you be willing to pay for a fitness app to access all the

different features?

Gemma: Yeah | have thought about it a lot. It's always something
that's been on my mind but it's just the money.

Georgia: My answer Is probably no. I would download It in a
heartbeat If it's free, but I'm not out here to spend money when |
think | can gain the same benefits without spending money. You
don't need to spend money to work out, like you can do that for free.

Joya: What about a gym membership though? You'd spend money

on a gym membership.
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Gemma: But then | suppose you're paying for the equipment.

Will: Yeah you're paying for the use of the facilities. And also I'm
personally not going to pay for an app because my whole degree is
based on sports science and things like that.

Joya: I'd say | would pay for the app if it meant | could completely
replace the gym. But in terms of the Courtney Black app, | paid the
subscription twice so | did it for 2 months, but | just do it when | need
apush. I don't do it constantly because it's so expensive to keep up
with. So yeah I'd say I'd have Courtney Black all day long if it was say
£5, £10 maximum.

7. Q) Beyond offering the brand's clothing, what other features

a brand's fitnes

would you like from

s app that would encourage

you to download and use? For example, recipe ideas, mediation/

mindfulness tips, home workout plans?

Bianca: Home workout plans definitely.
Gemma: Yeah home workout plans for sure, and also food.
Joya: To be fair, with Courtney Black's app, I'd say the non real time

workout plans are the ones that I've never used. Because | couldn't
be bothered to understand what they were saying and then do it in

my own work out, like I'd rather just be watching her and following
her there and then. The other really good thing on her app is the
recipes, there's loads of really healthy recipes with the calories, how
to make them, it's really really nice.

Will: Yeah | pretty much agree with everything Joya said.
Georgia: | was just thinking, imagine if there was a way to
accumulate points for the frequency that you go on the app, and
you can turn those points into rewards that you can spend on

Gymshark.

Bianca: Yeah so like a rewards system.

8. Q) What would enc e of a tiered

you to go to the next sta

loyalty programme? For

 do

example, what actions/steps would you be

willing t

take to strive to a higher level?

Joya: | would say just being more consistent with my workouts. |
think I'd also rather it to be personal to me rather than refer a friend
or whatever.

Will: | would agree. In terms of fitness and working out, you're
there to primarily focus on yourself, so | think your workouts and
your targets are the most important and that's what's motivating.

| guess from then you can encourage people to jump on the same
bandwagon. It's important to consider that everyone's fitness journeys
and workouts are 100% different to each other. So one person might
love to go on a half an hour bike ride around the lake, another person
might prefer to go on a 15 minute sprint.

Gemma: Yeah so like for me, if they said run a 5km run, I'd probably be
like no. But if it was like 'How many burpees can you do in a minute?'
or something, then I'd give it a go. It depends on the scale of the task/
activity | suppose.

Joya: Maybe you could personalise the things you'd want to do. So
instead of it being just 1 challenge a week, it could be that you choose
between loads of different things.

Georgia: The cool thing about sport and exercise is that there's no limit
to what you're capable of. Like if you want to run a marathon, you can
do that. Personally | would love to run a 10km one day, and suppose
right now I could do it but it would take me 2-3 hours. So yeah you
could set mad goals to move up a tier, so you feel a massive sense of
achievement rather than just doing some sit ups. You could do a 30
day shred or something.

Will: | would suggest you have to influence rewards and make
them really clear. So if you're setting a goal to do for a week, and
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if you complete that goal, you should have a competition or an
accomplishment on the app. Like a credited rewards system. If it's

acting like a Facebook app where you can have friends and what not,

everyone can see what you've achieved through a specific time limit
or something.

Gemma: Yeah like my Apple Watch sometimes tells me and
encourages me to burn X amount of calories during this workout
for this month, and that pushes me. Because if I've got only 200
calories left to burn then I'll just do a quick work out to burn those
200 calories.

Joya: So rather than just one off, big challenges that maybe not
everyone would want to do, it's more of like a progression thing to
move up to the next level.

Georgia: SO imagine for me, if | went to the app and said | want to
achieve a 10km within an hour and a half or an hour or whatever,
over the next 6 weeks, and then it goes ‘Okay’, and kind of sets you
up a personal...

Bianca: ..l ike steps that you need to take to achieve that to then
move up to the next level.

Q
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recelve from a

Q) What kind of rewards would you expect to

tiered loyalty programme of a fitness brand, apart from discounts/
spend related aspects (more experiential aspects)? Moreover, what
vould you expect at the bottom level as a beginning loyal customer
compared to what you would expect at the highest level of the loyalty
programme”?

Gemma: 10 be honest the first thing that comes to mind for me is
discount.

Georgia: Yeah me too.

Bianca: Maybe something like one month free of a membership or
something. Money-wise it could just help out with people saving
money rather than just anything else, because what else can you get
from a rewards system that doesn't involve money?

Georgia: | think for the top tier you should be able to go and use
the Gymshark Headquarters gym - that is insane. It looks bloody

beautiful, and that's a privilege. Only ambassadors go there. So if you

were to do bits and hit major goals or lose 10 stone; do something
that's really outstanding. Yeah to do with loyalty; you're loyal to the
brand, you log in everyday, you plug in your progress, and maybe use
a certain hashtag to promote on social medias once you've hit that
tier and been able to do that experience. So yeah to show that you're
loyal and have been a big part of the scheme, | think you should be

invited to have a tour of the headquarters.

Bianca: Yeah imagine being like "Yeah, | just went to the Gymshark
gym’; how cool would that be?

Georgia: Yeah it literally looks like the most beautiful gym in the
world.

Joya: Another suggestion would be, instead of discounts off
Gymshark products, they could do partnered stuff with other
fitness based brands.

Georgia: | ke protein powders...

Joya: Yeah and also maybe early access to a newly launching
clothes line. So say something drops at 9pm, you could get early
access to that clothes drop before that 9pm start.

Georgia: | also think it would be a good idea for increasingly loyal
customers to be able to vote for products and what products
people would like, so getting in touch with the consumer. So
obviously headquarters is quite a good idea for a top tier like we
said, but can anyone think of anything for a bottom tier/beginner
loyalty? Maybe early access to sales like you said?

Bianca: Maybe something like a care package?

Georgia: Yeah imagine like a water bottle, and some resistance
bands or a towel.

Bianca: Yeah maybe like a fleece, things gym related obviously.

Gemma: | ike even just a pair of socks, that would make my day!

Joya: | think at a medium tier maybe being given equipment, like
dumbbells for home workouts etc.

Georgia: That's so nice because some people can't afford to get
home gym equipment - | think that would be a really good incentive
for people to join such a loyalty programme. So if they're promoting
home workouts and you want to achieve your goals and stuff.
Imagine if you did log onto the app and worked out for 100 days, to
maybe get a yoga mat or dumbbells or resistance bands.

Joya: Another thing I thought of, Body Power is an exhibition in
Birmingham that goes on. It's basically a huge exhibition of all the
different fitness brands, so Women's Best, Body Power, they're all
there, giving away freebies and stuff. So you could get free tickets
to Body Power or maybe any other events like that that people
would love to go to.
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10. Q) Would you be willing to pay to be part of a loyalty scheme?

Will: | don't think the scheme should have to be paid for.

Georgia: | kind of agree.

Will: It should be free and you should be motivated to work your way
up for it; making sure you put the effort in.

Gemma: | personally wouldn't pay for it. If we're talking about the
rewards being dumbbells for example, you may as well pay for them
yourself,

Georgia: |t depends how much itis, because if it's like a tenner for a
one-off..

Joya: .. Yeah and you end up getting to the top level it would be worth
it.

Georgia: That's what | mean. I'd pay a tenner, if Gymshark said come
to the Headquarters for a tenner, hell yeah! It's the exclusivity. If it was
a low payment - and | like the idea of it being a one-off, rather than a
monthly.
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Joya: I'd never pay for a monthly.

Gemma: Yeah me too, that would probably be something that I'm
not going to get much out of; I'd rather pay for a gym membership or
pay for an app.

Bianca: It also depends on how they structure it though. If I paid
£5.99 a month to try and get to a goal, to make myself feel better
so I don't really care how much | pay. Because like you go the gym
and pay for a gym membership monthly to make yourself feel good,
s0 paying for functions and rewards through the app you're kind of
doing the same thing, but with rewards on top of it.

Gemma: But then if I'm paying for both. If I'm paying for a gym
membership and the app or a loyalty scheme, that builds up to a lot
of money.

Joya: | think it's very important that it needs to be clear on how you
get the rewards, and the steps you need to take. | wouldn't want to
put money into it until | knew whether | could do it and whether it
would be worth it or not.

Georgia: Yeah so for example, the beginner one could be log in
consecutively for 100 days. And like | can picture it on my phone,
'‘Gymshark - join our loyalty scheme programme - tap here for £9.99'

or whatever. Then you join, and you're on the scheme, and it's your
choice how hard you work.

Gemma: Maybe have beginner, medium, hard levels. Say | went on
the app and I'm not into exercise as much as say Jim down the road
who's a body builder, Jim might opt for the hard version which might
lead to going to Gymshark HQ, whereas for others who are just
beginning and not fussed on going to the Gymshark HQ, if they want
to build up, their higher reward could be something else, maybe they
pay less for it?

Georgia: Out of curiosity, if there were levels like beginner, advanced
and super advanced, where would you put yourself?

Joya: In the middle I'd say.

Gemma: Yeah, middle.

Will: Yeah same

Bianca: But then surely there needs to be a joining thing, because it
can't just be on your word if you've got into the higher one. It would

have to be recorded or monitored of what you do.

Joya: Yeah how would they verify whether you've done the challenge

or not?

Will: They'd have to have some sort of tracking system.
Georgia: Yeah you'd have to do it through the app and document it.

Bianca: Yeah like if they wanted to see how many calories I've burned
or whatever...

Georgia: Yeah I'd assume you'd have to carry it | think, like strap it

to you. Imagine if they sent you a little arm strap in a welcome pack.
OMG! You could do a little "Welcome to the loyalty programme’, like a
little mini care package, and have an arm strap where you can strap
your phone to your arm. That way it makes everyone do it through their
phone or something.

Will: You could connect it with something like Strava, to track your
running and trace your steps.

Gemma: But will they want to use another app?

Georgia: Yeah exactly, They're trying to sway you to invest time in their
company, so that's a choice you'd have to make of which app to use.

Joya: | think you'd need to have some sort of tracker with the
Gymshark app.
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the

form of personalised emails, personalised shopping experiences and

11. Q) Personalisation is a growing trend in retail. It can come in

personalised products/services. From your rewards as part of the
what type of personalisation would you

fitness brand's loyalty scheme,

most appreciate?

Joya: My name on like a resistance band.

Bianca: Yeah definitely names or even just initials.

Gemma: | do also like when an email uses my name and directs email

marketing to me. But then again | suppose all brands are doing that
now to be fair.

Will: My name plastered over the gym haha.

of these trends and do you have any personal experiences with them?

(Doesn't have to be sport related)

Georgia: Personally no | haven't had any experiences with them. I've
heard of like spin classes with like screens. But I've personally never
partaken in any activity like that.
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Joya: You know I've not heard of it all.

Gemma: No me neither.

Will: I've not had any personal experiences but | think it's a really good
idea to merge virtual realty with fitness. Like the Wii Fit sort of thing, like
having a board to track movement, heart rate, your exercise throughout
the day. I'm not sure how you'd influence that into a routine though.
Obviously Gymshark would be their main focus of working out in the
gym, and using more versatile movements. I'd say it definitely could
work with more static activities like on a Wii board or something. But
yeah | think it might be somewnhat difficult to influence virtual realty or
gaming into such an intense workout.

Joya: Yeah imagine if you had a head set on you'd be sweating
everywhere!

Gemma: | do rate that idea because it makes it feel like you're in a class
kind of thing.

Georgia: | think it depends though, like on a bike | think that would be
great.

Gemma: Yeah like for a spin class | think it's something that | could
really get into.

Will: What you could do is like you could measure, if there was a

task or a goal at hand, say it was to do a 100m sprint, there could be
trackers or tracers on the individual, like pads that you use throughout
bi-mechanics, do the 100m sprint and then go onto like a gaming
leaderboard or something. Everyones results could be compared to each
others to see who's got the best times, who's completed it faster, who's
got the highest heart rate and so on, making it an incentive for people to
get involved and raise awareness for the trend or brand.

Bianca: It depends where technology goes really because imagine if you
could have it as a head set that's really light or like a pair of small glasses
that you don't particularly know it's there.

Georgia: Yeah something a little bit more light weight.

Joya: Yeah like you say if technology develops, I'd do it as glasses, |
think that could be quite cool. Especially if you could have like a personal
trainer in front of you, shouting at you, telling you to do something.

Georgia: | think this is something that would be great but | wouldn't
necessarily pay for it because VR headsets can be quite expensive.

Will: Yeah you could have influencers using the virtual reality kits whilst
they're on your head, the head set, you could influence the involvement
of like an obstacle course, a tally race; similar to what | mentioned before

having a leaderboard measuring individuals how fast they can
complete their time. Say you've got this virtual game on your head,
and you try to complete this certain obstacle course in a certain
amount of time, you could introduce rewards and stuff for people
getting a particular time, or the top person at the leaderboard for
the month.

Georgia: And imagine on Instagram you're watching a top
Gymshark ambassador who's really fit, do the course in 45
seconds, you would want to see how quick you can do the same
course

)) Would you be interested in implementing virtual realty/

gamification into your fitness routines?

Joya: Yeah 100%, | suppose the other add on would be cost-wise.

Georgia: If it's free.

Bianca: Yeah | think it would be cool to introduce into my home

work outs, and I'd for sure love to show my friends and family, like if

this is a reward that I've got from being super loyal to the brand.
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APPENDIX 5 FINANCES

(Cooper and Beckley, 2020)
(Davies, 2020)

(Cooper and Beckley, 2020)

(Cooper and Beckley, 2020)
(Davies, 2020)

(Cooper and Beckley, 2020)

(Companies House, 2020)
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Jan Feb| Mar Apr May June July Aug Sept Oct Nov Dec Total
Number of customers 1,200,000 - - - 240,000 60,000 180,000 180,000 60,000 60,000 60,000 240,000 120,000 1,200,000
No of converted customers 48,000 - - - 9,600 2,400 7,200 7,200 2,400 2,400 2,400 9,600 4,800 48,000
Conversion % 4.0%
Sales (£) 3,216,000 - - - 643,200 160,800 482,400 482,400 160,800 160,800 160,800 643,200 321,600 3,216,000
AOV (£) 67
Seasonality % - - - 20.0% 5.0% 15.0% 15.0% 5.0% 5.0% 5.0% 20.0% 10.0% 100.0%
Number of prospects 800,000 - - - 160,000 40,000 120,000 120,000 40,000 40,000 40,000 160,000 80,000 800,000
No of converted prospects 8,000 - - - 1,600 400 1,200 1,200 400 400 400 1,600 800 8,000
Conversion % 1.0%
Sales (£) 536,000 - - - 107,200 26,800 80,400 80,400 26,800 26,800 26,300 107,200 53,600 536,000
AOV (£) 67
ity % - - - 20.0% 5.0% 15.0% 15.0% 5.0% 5.0% 5.0% 20.0% 10.0% 100.0%
Total sales 3,752,000
Cost of goods 1,238,160
33.0%
Database: 2,000,000 Total sales
USA: 1,200,00 (720,000 customers + 480,000 prospects) Total sales = £3,216,000 + £536,000 = £3,752,000
UK: 800,000 (480,000 customers + 320,000 prospects)

IMERS = 720,000 + 480,000 = 1,200,000
PROSPECTS = 480,000 + 320,000 = 800,000

Conversions
Conversion of 4% is considered good - so 4% conversion for
customers.

Lower conversion of 1% for prospects.

Cost of goods

Companies House - Year ended 31 July 2019:

Cost of sales / turnover = cost of goods

58,688,548/ 176,164,008 = 0.33257945 x 100% = 33%

Seasonality

Assumption that promotion takes place in the months of Jan, Feb and
March with outgoing costs, but no sales are made in response to the
loyalty programme before the launch in April.

April sees a spike in sales once the programme is launched.

June and July are also higher in sales due to the Summer sale and the
launch of the promo video.

November sees another spike in sales due to the Black Friday sale.
December sales are still higher than average due to the Christmas
period.

App amendments/changes (x1 month)

"Average cost to develop an i0S app = $28,000". The app is remaining
the same apart from a few features are being added i.e. the loyalty
programme structure. Therefore, 1/3 of $28,000 = $9,240 (£).

Gymshark Central blog (x1 week)
"Average daily rate of a UK copywriter = £342" x 7 days to write the blog
=£2,394

Countdown timer - content creation (x1 week)
"Average salary for Creative Designer = £32,5600" / 52 weeks = £625.

Instagram, Facebook and YouTube advertising (x12 months)
"Average monthly ad spend = $200 - $1,500. Therefore approximately:
- Instagram = $1,000 (£) per month (key social media)

- Facebook = S600 (£) per month (next key social media)

- YouTube = $300 (£) per month (not as key as Instagram and
Facebook)
- TikTok = $500 (£) (requires a minimum spend of $500 on a campaign)

#RepSetGo campaign management (x3 months)

"Average monthly campaign management = $1,000 to $2,500", The
campaign will be on a large scale/highly promoted. Therefore, the higher
end at $2,600 x 3 months = $7,500 (£).

Promo video (x1 month)

"Average total cost for 1-2 minute video at professional level = $5,000 -
$20,000". The video will be around 30 seconds long. Therefore, 50% of
$20,000 = $10,000 (£).

Athletes for promo video (x5 athletes for x1 day)
"Average day rate (8 hours) for photographic/videos = £750 x 5 athletes
=£3750

Promo card in parcels - printing (x3 months)

Companies House - Year ended 31 July 2019:

Tumover = £176,164,068

Orders in year = £176,164,068 / AOV £67 = 2,629,314 orders

Orders per month = 2,629,314 /12 months = 219,110

219,110 x 3 months of promo cards in parcels = 657,000 deliveries
"4000 leaflets for £13.19". 657,000 / 4000 = 164.25x £13.19 = £2,166

£2,166/ 3 months = £722 per month
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ETHICS FORMS

[Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Title: Gymshark Marketing Strategy and Communication Summative Assessment

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1 | confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. | understand that my participation is voluntary, and thatl am free to withdraw at any
time without giving any reasonand without any implications for my legal rights

3. | give permission for the interview to be recorded by research staff, on the
understand ing that the tape will be destroyed atthe end of the project

4. | agree to take part in this project
Name of respondent Date Signature
Keistine Obritsch
Kristine Obritsch Nov 25, 2020

Nottingham Trent University
School of Art and Design

CONSENT FORM

Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Titl e: Gymshark Marketing Strategy and Communication Summative Assessment

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

+
1 I confim that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research
2. lunderstand that my participation is voluntary, and that| am free to withdraw at any
time withoutgiving any reasonand without any implications formy legal rights
3. I give permission for the interview to be recorded by research staff, on th
understanding that the tape will be destroyed atthe end of the project
4. I agree to take part in this project
Raman Dedal 11/25/20 Raman Dedd
AR WA
Name of respondent Date Signature

Project Title: Gymshark Marketing Strategy and Communication Summative Assessment

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1. I confirm that the purpose of the project has been explained to me, that | have been | x
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. I understand that my participation is voluntary, and that | am free to withdraw at any | x
time without giving any reason and without any implications for my legal rights

3. I give permission for the interview to be recorded by research staff, on the |x
understanding that the tape will be destroyed at the end of the project

4. 1 agree to take part in this project

Name of respondent  Anne Coudrette Date  25/11/2020 Signature ‘—‘k

For office useonly

Name of researchertaking consent...
Date ...

Signature

For office use only

Name of researcher taking consent ...
Date ...

Signature

Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Title: Gymshark Marketing Strategy and Ci ication Summative

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1. | confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. I understand that my participation is voluntary, and that | am free to withdraw at any
time without giving any reason and without any implications for my legal rights

3. | give permission for the interview to be recorded by research staff, on the
understanding that the tape will be destroyed at the end of the project

4. I agree to take part in this project

Name of respondent Joya Lyndon Date  29.11.20. Signature vt

For office use only

IName of researcher taking consent:
Date:

Signature
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Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Title: Gymshark Marketing Strategy and Communication Summative Assessment

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1. 1 confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. lunderstand that my participation is voluntary, and that | am free to withdraw at any
time without giving any reason and without any implicatiens for my legal rights

3. I give permission for the interview to be recorded by research staff on the
understanding that the tape will be destroyed at the end of the project

4. 1 agree to take part in this project

Name of respondent Gemma Forte  Date 29.11.20 Signature Gforte

For office use only

Name of researcher taking consent ...
Date ..

Signature

Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Title: Gymshark Marketing Strategy and Communicati ) it

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1. | confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. | understand that my participation is voluntary, and that | am free to withdraw at any
time without giving any reason and without any implications for my legal rights

3. | give permission for the interview to be recorded by research staff, on the
understanding that the tape will be destroyed at the end of the project

4. | agree to take part in this project

Name of respondent: Bianca James Date: 29.11.20 Signature Bianca James

For office use only

IName of researcher taking consent ...
Date ...

|Signature

Nottingham Trent University
School of Art and Design

CONSENT FORM

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

s | confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. | understand that my participation is voluntary, and that | am free to withdraw at any
time without giving any reason and without any implications for my legal rights

8 | give permission for the interview to be recorded by research staff, on the
understanding that the tape will be destroyed at the end of the project

4. | agree to take part in this project \

Name of respondent Georgia Padbury  Date 29/11/20 Signature GPadbury

Nottingham Trent University
School of Art and Design

CONSENT FORM

Project Title: Gymshark Marketing Strategy and Communication Summative Assessment

Please read and confirm your consent to being interviewed for this project by ticking the
appropriate boxes and signing and dating this form

1. | confirm that the purpose of the project has been explained to me, that | have been
given information about it in writing, and that | have had the opportunity to ask
questions about the research

2. | understand that my participation is voluntary, and that | am free to withdraw at any
time without giving any reason and without any implications for my legal rights

3. | give permission for the interview to be recorded by research staff, on the
understanding that the tape will be destroyed at the end of the project

4. | agree to take part in this project

Name of respondent{William Taylor ~ Date  29.11.20. Signature

For office use only

Name of researcher taking consent ...
Date........

Signature

For office use only

IName of researcher taking consent:
Date:

|Signature
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