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Digital 
touchpoints

• Smart phone features
• camera, photos, video, audio, music, GPS, 

navigation, Bluetooth, RFID
• Existing apps, hastags, QR codes, a new 

customised app….

• Digital billboards and Large TV screens
• Eg Castle Square Gardens, Piccadilly Lights 

• Digital bus stop – Adshels, 
• Connectivity, interactivity, camera, tracking 

technology, facial recognition
• https://www.clearchannel.co.uk/media/product

s/adshel-live

https://www.clearchannel.co.uk/media/products/adshel-live


• Interactive shop front/window
• In store touch screen, digital mirrors, connected rail
• https://www.forbes.com/sites/annaschaverien/2018/11/21/interactive-

storefronts-ombori-window-shopping/#65ab4f4716e7
• https://www.youtube.com/watch?v=69Z8EaLjrbo&feature=emb_logo

• Locations
• Shopping Malls/City Centre/ Transport Hub… other?

• VR environments, Artificial Intelligence, Augmented Reality
• virtual try-ons, immersive experiences, chatbots

https://www.forbes.com/sites/annaschaverien/2018/11/21/interactive-storefronts-ombori-window-shopping/
https://www.youtube.com/watch?v=69Z8EaLjrbo&feature=emb_logo


• Anything else…
• CCTV…
• drone technology…
• Interactive street furniture…

• Combination of digital touch points?… you decide

Your solution to the brief needs to be DIGITAL
Spec: Full, Subtle or Static 

https://www.clearchannel.co.uk/resource-centre/video-creative-guidelines

https://www.clearchannel.co.uk/resource-centre/video-creative-guidelines


Fashion 
brand

• Gymshark is one of the most successful 
brands fitness brands around.

• From a small start-up in 2012 to a global 
business – now valued at £1billion+



Gymshark
• To get the business off the ground, Ben Francis recruited a small 

number of fitness YouTube stars

• He did this by sending them free Gymshark sportswear to wear in a 
bid to attract more consumers and reach a larger audience

• This proved to be a highly effective strategy, building the brand and 
creating a Gymshark ‘athlete’ community



Gymshark Ambassadors
• Gymshark Ambasssadors: bodybuilders 
• Nikki Blackketter (1.7m followers Instagram) 
• David Laid (1.8m followers Instagram) 



Gymshark Ambassador – David Laid



Play up to 3mins



• Gymshark’s Brand Ambassadors and influencers are considered to be
a key factor in stimulating the Gymshark’s growth. 



Gymshark
• Be human. Being accessible, inclusive and humble is at Gymshark’s heart.

• Give a sh*t. That means being conscious of the world we live in, caring for 
those around us and being proactive to create positive change.

• Do the right thing. Count on us to be honest, trustworthy and genuine.

• Find the Gymshark way. Refuse to forget the garage mentality that made us: 
ambitious, agile, disruptive.

• Put family first. Unconditionally.

https://uk.gymshark.com/pages/about-us

https://uk.gymshark.com/pages/about-us


D&AD brief
Insight into brand backstory 
and brand ethos

* Conditioning is everything we do 
today to prepare for tomorrow

Deadline
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Unite young  
people to choose 
conditioning* as 
their unconditional 
community

 
Brief set by 
Gymshark

In collaboration with 
Mick Valentine, VCCP

The backstory
Gymshark are driven by their purpose: to unite 
the conditioning community. Through clothing 
people can sweat in, content people can find 
inspiration in and community people can 
become their best in, Gymshark create the tools 
that help everyone become their personal best, 
no matter what ‘best’ looks like to them.

Gymshark’s community aren’t united by their 
training grounds or end goals, but the things 
they do to achieve them. It’s what their hard 
work represents – ambition and application 
– that really unites them. With an audience 
currently built of social natives (those who have 
grown up with social media), Gymshark are now 
looking to attract a new generation; the future of 
their conditioning community.

This is a community taking the next big step in 
their lives. Leaving home, friends and family for 
the next big adventure, whether that’s university 
or work. And even for those who choose to stay 
in their hometowns, many of their tribe are 
moving away from them across the country. 

With new adventures comes new obstacles. 
Young people between the ages of 16 and 
24 feel lonely more than any other age group, 
with the majority feeling loneliness at major 
life milestones like leaving home.1 So how 
can Gymshark help unite young people with a 
passion for conditioning to not only be the best 
they can be, but to lift up others as well?

What’s the challenge?
Get young adults (18 to 21 year olds) who are 
about to take on new routines, friends and 
addresses to feel confident, committed and 
connected throughout their journey by inspiring 
and connecting them with a common goal: 
being your personal best, no matter what ‘best’ 
looks like to you.

Create an integrated campaign to increase 
brand awareness and lift favourability across 
18 to 21 year olds. Leverage cultural insights 
relevant to this age group and show ways that 
Gymshark is the community for them. You 
should use all social and digital channels as 
well as extending into real-world activations 
or events to best communicate Gymshark’s 
message and build their community. 

Gymshark particularly love platform-first, 
disruptive ideas and welcome out-of-the-box 
thinking, beyond traditional media.

Who are we talking to?
18 to 21 year olds who are passionate about 
conditioning, driven by progress, fuelled by 
community and finding their tribe. Physical and 
mental conditioning is at the centre of their life 
and, whether they train as part of a group or 
alone, they recognise the connection they share 
with those around them. 

Things to think about

Thumb-stopping 
The audience might already be aware 
of Gymshark and what they do, but not 
necessarily what they stand for and how they 
can fit into their lives. How can you create 
a moment that stops them scrolling, draws 
them in and expands to become something 
greater? Something that keeps them with the 
brand and community?

Keep things positive 
Gymshark is a brand that strives to promote 
progress. They exist to help everyone become 
their personal best, wherever they are in 
their journey. Whatever you create needs to 
reinforce that positive push for progression 
and make sure new community members are 
inspired and empowered above all else.

Find the Gymshark way 
If you could stick any other brand’s logo on 
the campaign, it’s not for Gymshark. How 
can you find the Gymshark way? They don’t 
do things because it will hit headlines; they 
do things because they’re the right thing 
to do and because they make a genuine 
difference, not just a statement. From 
donating to athletes who’ve lost their Olympic 
funding to personal acts that lift their people 
up, Gymshark are here for their community 
first, last and everything in between. How 
can you integrate this mindset into  
your response?

Online vs offline 
Gymshark have built up a strong social 
media presence, but they take that presence 
into the real world too. From running clubs to 
world tours, Gymshark are passionate about 
getting close to their people (figuratively and 
literally), so think about how your campaign 
can integrate real-world activations.

This is also an audience that thrives in digital 
and social spaces. Consider how you can 
translate this passion for digital into the 
content realm for Gymshark, from connecting 
the audience with pre-existing touchpoints 
like the Gymshark Training app through to 
getting them to create their own content.

Understanding and evolving Gymshark’s 
visual identity and brand design will be key to 
reaching this audience.

The important stuff
You must develop a campaign that speaks to 
18 to 21 year olds and encourages them to 
become long-lasting members of the Gymshark 
community, incorporating offline experiences 
and digital content offerings.

D&AD
New Blood  
Awards

@DandADNewBlood

• New Blood Awards 2023 •

#NewBloodAwardsdandad.org/new-blood-awards



Brand Values

• We exist to unite the conditioning* community
• Conditioning is everything we do today to prepare for tomorrow

https://www.youtube.com/watch?v=xZs6nCUQuuM

• United We Sweat campaign
https://central.gymshark.com/article/united-we-sweat

https://www.youtube.com/watch?v=xZs6nCUQuuM
https://central.gymshark.com/article/united-we-sweat


Digital mock-ups/prototypes
• Links for mock-ups examples:
• Crowne Plaza – 38 seconds
• https://www.dandad.org/awards/new-blood/2017/crowne-

plaza/3106/crowne-plaza-connect/

• London is open – 54 seconds
• https://www.dandad.org/awards/new-blood/2018/jcdecaux/3287/not-just-

open-but-equal/

• Beebikes Manchester – 1min
• https://www.dandad.org/awards/new-blood/2020/vbat-

superunion/3589/bee-bikes/

https://www.dandad.org/awards/new-blood/2017/crowne-plaza/3106/crowne-plaza-connect/
https://www.dandad.org/awards/new-blood/2018/jcdecaux/3287/not-just-open-but-equal/
https://www.dandad.org/awards/new-blood/2020/vbat-superunion/3589/bee-bikes/


PSD / 
Illustrator 
templates 
to use in 
After Effects

• https://www.clearchannel.co.uk/resource-
centre/mockup-templates

• Import to After Effects for prototypes

https://www.clearchannel.co.uk/resource-centre/mockup-templates


Next steps

• digital trends and touch points, research, 
particularly in fashion and retail

• familiarise yourself with brand and audience

• what do you want to tell/show the TA? What do 
you want them to do?

• concept stage: storyboards, thumbnails on 
paper

• development: start to develop and test ideas in 
digital software: After Effects

• Save and export test prototypes


