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1. Executive summary

The aim of this report was to strategically analyse the internal and external factors of an organization which in this instance was Gymshark. As a result of analysing these factors there would be new strategies discovered so the organizations future would have direction. 
The first strategy is to open physical stores starting in the UK then expanding to the US market. This strategy would take time to ensure success rather than rushing into opening hundreds and not getting the expected results. Consequently, once stores are achieving what is expected to expand into developing markets such as the Asian markets.
The second strategy is to develop footwear because the shoe industry is enormous. As discovered through this report Gymshark must compete with mega brands such as Nike and Adidas however with that being understood, Gymshark does not need to dominate the whole sector to be successful which they have proven with their current portfolio of products. 
The third and final strategy is to use traditional marketing. As Gymshark are purely an online company while only using social media to market, they now have an opportunity to expand with physical stores but can also afford to reach out to new target markets by means of traditional marketing. 
These recommended strategies going forward can help Gymshark expand their business by reaching new target markets but also gain a competitive advantage over other organizations. 
The importance of this report is vital for Gymshark as it analyses the internal and external factors which in result can help them as an organization reshape their strategic direction and help innovate new ways to reach new audiences.




2. Introduction

The purpose of this report is to strategically analyse an organisation which in result, will point to the notion of creatively reshaping the organisation’s strategic direction. Consequently, this will discover a new way forward for delivering innovative customer care ensuring future resilience and sustainable competitive advantage against the backdrop of a pandemic. To ensure a thorough analysis is conducted this report will establish external and internal analysis by using strategic management tools. Additionally, this report will critically evaluate the strategic options going forward and will consider the wider implications on the different areas of the organisation. 

3. Strategy 

Johnson et al. (2020) and Freedman (2015) propose that there is no agreed-upon definition for the word strategy but emphasize the importance of it because of the factors that are included within it. The authors summarize strategy as being about identifying objectives and how to achieve them. Additionally, noting that strategy includes maintaining a balance between ends, ways and means while being realistic of the situation to ensure it is success. Reinforcing this, Grant (2021) and Mckeown (2019) note that strategy is simply about moving from point A to point B. More specifically accommodated for organisations (Johnson, Whittington, and Scholes, 2008, p.3) state that “Strategy is the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competences with the aim of fulfilling stakeholder expectations”. Expanding upon this, Mintzberg (2000) and Mintzberg and Waters (1985) note that strategy is inevitably an organisations plan moving towards the future. 
Strategy is extremely wide-ranging and has many definitions, within organisations there are corporate and competitive strategies that intertwine to achieve objectives set out. According to Watts, Kim, and Hahn (1995, p.5) corporate strategy refers to the pattern of decisions in a company that determines and reveals its goals and objectives. Whereas competitive strategy is in the centre of an organisation’s corporate strategy as it is a combination of the goals for which the company is striving towards and the means by which it will compete in the marketplace. Additionally, Porter (1997) provides great questions for competitive strategy such as “What is the best response to competitors within the macroenvironment?”​ and “How will the organisation evolve?”​. 
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Description automatically generated]Steiner (1979) put forward that strategy in business is a plan to counter a competitor’s actual move or predicated moves. Consequently, as mentioned there are many different views on strategy but key views such as Drucker (1994), Andrews (1987), Mintzberg & Waters (1985) and Porter (1980) display different definitions of strategy, forms of strategies, strategy formation processes and factors included within organisations that form strategies going forward. 
Figure. 1. Showcases (Mintzberg and Waters, 1985, p.258) types of strategies.  
Mintzberg and Waters (1985) view on strategic management showcases a plethora of strategies whilst acknowledging that the business environment is very unpredictable which in theory will limit the ability for analysis. Dess, Eisner, and McNamara (2016) expand on this by noting that intended strategy is a strategy in which organizational decisions are determined only by analysis and as a result it rarely survives the original form. Furthermore, the authors hypothesised that the realized strategy is a combination of deliberate and emergent strategies because the decisions are determined by both analysis and the organizational situation regarding resources and internal/external environmental factors. 
Regarding what has been noted, Nickols (2016) argues that no matter which view on strategy an organisation uses, the decisions called for when creating, planning, and implementing strategies are the same. 


4. Strategic management 

Nag, Hambrick, & Chen (2007), Teece (1990), and Smircich & Stubbart (1985) propose that strategic management is heavily linked to strategy as it is about the direction of organisations. Furthermore, the authors summarize strategic management as the process of formulation, implementation, and evaluation of organizational actions that enhance and create value for customers, shareholders, and society. Additionally, Bracker (1980) expressed that strategic management is the direct organizational application of the concepts of business strategy which also involves internal and external analysis. A brief illustration includes an organisation applying a SWOT or PEST analysis to identify what they need to do to achieve their objectives. Additionally, Morden (2016) and Ansoff (2007) emphasize that strategic management is vital for organisations as it gives them a framework for developing abilities and coping with change. Consequently, this suggests strategy works alongside with strategic management. To reinforce this, Dess, Eisner, and McNamara (2016) asserts that strategic management is the analyses, decisions, and actions an organization embarks to create and sustain competitive advantages whereas strategy is the ideas, decisions, and actions taken for an organisation to succeed. 
Berisha Qehaja, Kutllovci, & Shiroka Pula (2017), Afonina (2015), and Williams & Lewis (2008) all propose that there are numerous strategic management tools, methods, and frameworks which are available for organisations to use. Additionally, the authors note that these tools can help organisations assess their performance, give an external and internal analysis, help identify customer’s needs, and support the process of developing strategies. Prime examples of strategic management tools range from Ansoff (2007) Ansoff’s Matrix, Bowman and Faulkner (1997) strategic clock, Mendelow (1981) power/interest matrix, Porter (1980) Porter’s 5 forces model, and a SWOT analysis which is “one of the most popular strategy tools worldwide” according to (Puyt et al., 2020). Consequently, strategic management tools will be used in this report to analyse an organisation so it is possible to critically evaluate the strategic options going forward which will consider the wider implications on the different areas of the organisation.

5. Sustainability

Sustainability has become the strategic imperative of the new millennium states (Galpin, Whitttington, and Bell, 2015, p1). Consequently, Teh and Corbitt (2015), Murthy (2012), and White (2009) summarize that organizational sustainability can be both a responsibility and an opportunity, as it is heavily linked to strategies that need to meet the current and future needs of both the organization and its stakeholders. Furthermore, the authors identify that sustainability is vital for long-term success of both firms and the communities in which they operate. Reinforcing this, Lloret (2016) highlights the importance of sustainability within organisations and how they must understand how to generate sustainable value through a strategy that meets organizational goals. Complementary, Baishya (2015), Singh, (2013) and Peter & Waterman Jr (2011) propose that a powerful expository strategic management tool is McKinsey seven S's framework. The authors note that this framework looks at seven key fundamentals that make the organizations successful and these include strategy, structure, systems, shared values, style, staff and skills. In addition to this, Starik, Holliday, and Paton (2012) claims that organisations use this framework to diagnose and implement business strategy while changing organizational culture to become more sustainable.

6. Gymshark 

The organisation that will be strategically analysed in this report will be Gymshark. According to the Gymshark UK (2022) website the organisation is a British fitness apparel and accessories brand which was created in 2012 from a garage in Birmingham with nothing but a sewing machine and a screen-printer. The mission/vision statement they work towards is “We exist to unite the conditioning community” states (About Gymshark, 2022). In addition to all this, Gymshark now have a total social media following of over 18 million and customers in over 230 countries across 14 online stores in just 10 years. Additionally, Apaza and Jahan (2021) claims that Gymshark is one of the quickest developing and most notable brands within the fitness world, being valued at $1.3Billion in late 2020. This illustrates that the owner Ben Francis found a gap in the market by using strategic management tools that conduct an external and internal analysis of the fitness industry, created great strategies going forward (influencers strategy) and now ensuring future resilience and sustainable competitive advantage against the backdrop of a pandemic. 

7. SWOT analysis

The first strategic management tool that will be utilized to analyse Gymshark will be a SWOT analysis. Berry (2017) and Brooks, Heffner, & Henderson (2014) note that the SWOT analysis is a popular and beneficial tool used for strategic planning and management within organizations, while being used effectively to build upon corporate and competitive strategy. Expanding upon this, Gürel (2017) and Coman & Ronen (2009) the SWOT analysis tool is a simple and straight forward way to discover key information about an organization from an internal perspective through strengths and weaknesses and from an external perspective through opportunities and threats hence the acronym SWOT. 
Samejima et al. (2006) and Pickton & Wright (1998) note that although the SWOT analysis can be exceedingly useful for an organisation to shape their future strategies, they argue that the information that can be gathered by a SWOT analysis can include unnecessary factors and same factors in different expressions. Furthermore, if completed simplistically with a biased perspective and improper implementation, then it can result in damaging consequences for an organisation as they can base their strategies moving forward from this analysis.                                                                                                  
	Internal factors

	Strengths

1. Brand value (Cook, 2020)
2. Quality products (Gymshark UK, 2022)
3. Social media marketing (O'Leary, 2020)
4. Influencer marketing (Litterio et al., 2017)
5. Cater to and promote all body shapes.
6. Promotes sustainability.
7. Easy to use website (Shin and Rothenberg, 2020)
	Weaknesses 

1. Absence of physical stores.
2. Market share. 
3. Lack of restock


	External Factors

	Opportunities 

1. Funding (Cook, 2020)
2. Opening physical stores.
3. Expansion into developing markets (Bocken, Fil, and Prabhu, 2016)
4. Expansion of product range to cater for sports.
5. Launch footwear (Smith, 2022)
6. Traditional marketing methods (Rosario and Cruz, 2019)
	Threats

1. Competitors (Tighe, 2022) 
2. Price of products.
3. Niche market/marketing.
4. Suppliers.




7.1 Gymshark SWOT analysis

After conducting a SWOT analysis, the table illustrates many strengths that have been identified and achieved in such a short time for an organisation. Subsequently, as the organisation is relativity very young some key weaknesses and threats have been identified however these can also be turned into opportunities for them to take advantage of. 
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Figure. 2. Showcases (Samejima et al., 2006, p.2) the types of strategies after a SWOT analysis.
Gymshark has many key strengths which can help grow and expand it to become a mega organisation with a presence around the world. Presently the brand name and value are at a high as according to Gymshark UK (2022) they now have a total social media following of over 18 million and customers in over 230 countries across 14 online stores in just 10 years. Furthermore, Cook (2020) notes that Gymshark has gone into a strategic partnership with General Atlantic which will take 21% stake in the business but as a result will help them expand further internationally and now has a valuation of $1.3billion. This illustrates that Gymshark has the customer base and funding to expand but will need to create strategies to ensure it happens. 
Elaborating upon this, a key opportunity for Gymshark is expansion into developing markets such as China and India. Bocken, Fil, and Prabhu (2016) note that developing markets offer businesses a vast opportunity for future growth as these countries have billions of people making the marketplace and the economy a huge opportunity to take advantage of if they can create a strategy that penetrates the market. As a result of creating huge profits within these countries it could also provide social and environmental benefits to them. Additionally, Javor (2022) notes that Gymshark’s current stronghold regions are the UK and US market so adding the Asian marketplace would increase the brand awareness, market range, accessibility and increase profits. Schütte & Ciarlante (2016) propose that Asia has one of the worlds most dynamic markets which represents 25% of the world’s economy and around 60% of the population. Likewise, Tonby and Woetzel (2020) note that Asia has the worlds fastest-growing consumer markets that offer around $10 trillion consumption growth opportunity in the next decade.
Shin and Rothenberg (2020) note that Gymshark operating purely online has the benefit of low costs and has made it a very innovated organisation in the way they have marketed their products and created their website. The website being simple and easy to use has made the E-commerce a great experience and showcases the strength they have in the digital world. Consequently, Gymshark has benefitted massively operating purely online because of recent factors of the macro-environment. To elaborate, Schulze (2021) notes that COVID-19 had significant impacts on companies, however Gymshark benefitted from it as online fitness programmes boomed and people needed gym wear products to participate in them. Furthermore, Gymshark did not need to adapt much to proceed selling the products as they already were. 
In relation to this a key strength and opportunity to look at in the future is the marketing of the products they sell. Correspondingly O'Leary (2020), Nguyen & Tran (2020) and Juhlin & Soini (2018) note that Gymshark have no traditional marketing strategies and have been entirely social media marketing using key strategies that they are known for such as the influencer strategy. Litterio et al. (2017) note that an influencer is a person who possesses a large number of social media followers who can persuade them to buy certain products. Consequently, Gymshark have strategically chosen big social media influencers such as Steve Cook, Nikki Blackketter, Ethan Payne and Lex Griffin in which between them possess 8.4 million followers on Instragram,
A key weakness but also an opportunity for Gymshark is the absence of physical stores and as a result Figure. 2. proposes that there needs to be differentiation within Gymshark strategy going forward. According to (Morales et al., 2019) having an online shop limits the reach of customers as well as customers having to wait for shipping with no means of getting clothes in person or trying them on before they buy. This alone can sway customers away from buying Gymshark products as it ties in with the threat of competition within the marketplace. Gymshark must compete with mega brands such as Nike and Adidas which according to (Tighe, 2022) both own thousands of stores worldwide with a range of products. This illustrates the reputable competition Gymshark faces and how they must adapt and expand going forward to compete with them. 

8. Porters Five Forces 

[image: Text
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Figure. 3. Showcases the Five Forces Framework (Porter, 2008, p.27)

8.1 Porters Five Forces analysis 

The first force Gymshark must face is the rivalry among existing competitors. Gough (2021) put forward that the revenue of the fitness, health and gym apparel industry is worth 22.94 billion USD in Europe and worth 36.59 billion in the US. This illustrates that the industry overloaded and the number of competitors is very high. The marketplace leaders include Nike, Adidas, and Under Armour leading the marketplace. Consequently, it is imperative for smaller companies to seek out niches scouting for exploitation. Consequently, Gymshark working on gym precise apparel there’re identifying a niche, but one is becoming ever more popular with the entrance of recent players which was earlier identified.  
The second force Gymshark face is the threat of new entrants. Belu and Caragin (2008) propose that for an organisation to enter a market it takes huge amount of budgetary and individual capital as they must compete with the other mega brands. Furthermore, as Gymshark has found a niche market within sports and fitness industry and now dominate in what they do, so it would be very difficult for new threats to come into the market doing the same type of clothing and be successful. That considered, with regards to the online aspect of selling clothing and social media marketing the actual threat of new entrants can be moderate as innovative entrants might identify niches in the market which might cross paths with Gymshark making them another threat to business.
The third force Gymshark face is the bargaining power of the buyers. As Gymshark must market their portfolio of products to influence customers to buy from them Manning and Bodine (2012) note that customers possess very high power as within the fitness industry they have a wide array of different organizations they can buy from which could include a cheaper price. Consequently, this illustrates that Gymshark have created strategies to gain a competitive advantage against other organizations to ensure their products sell for the price they want, but to also ensure that buyers can use the products to identify themselves with and to build all their brand affiliation.
The fourth force Gymshark face is the threat of substitute products. As identified from the SWOT analysis a threat is the price of products and as a result there is a large threat from substitutes as many other brands offer alternate but similar products with lower prices. Consequently, as there is no switching cost to consumers and as a result, they will buy the best quality for the lowest price. Additionally, Gymshark could potentially loose a large amount of market share if a competitor came out with a product with similar quality and designs (seamless), but with a lower price. Nevertheless, according to (Gymshark, 2022) they “produce outfits that echos the demands, traits, and personas of people who actually use the fitness center thus targeting their users’ requirements plus appropriate price, which, therefore, can balance out some of the peril of substitution.” 
The fifth force Gymshark face is the bargaining power of suppliers. According to (Gymshark, 2022), they state that they are “one community, from supply chain to squat rack” while also stating all the factories they use to strengthen human rights due diligence. Consequently, this factor shows that Gymshark are being transparent. This considered, it can be suggested that the power of suppliers is a medium threat because Gymshark use specific manufacturers to develop their own technical fabrics, and new styles, with products being manufactured and bought to consumers within 6 weeks. This gives power to the suppliers however as Gymshark are being transparent with the factories being used, it can be suggested that they are treating and paying workers correctly in comparison to other companies. 

9. Porter’s Generic Strategies

The third strategic management tool that will be utilized to analyse Gymshark will be Porter’s “Generic Strategies”. Pretorius (2008), Akan et al. (2006), and Kim, Nam & Stimpert (2004) summarize that since the 1980s, Michael Porter’s strategic typology has been one of the most widely accepted methods of categorizing and selecting company strategies because these strategies have been created so that the implementation of them will give an organization a competitive advantage. Expanding and reinforcing upon this, Tanwar (2013) and Allen & Helms (2006) also note that Porters Generic Strategies simplifies a myriad of possible strategies into three general types of strategies that are commonly used by businesses to achieve and maintain competitive advantage. The three general strategies are cost leadership strategy, differentiation strategy, and focus strategy. 
[image: Porter's generic strategies - Wikipedia]Additionally, Tanwar (2013) notes that Porters Generic Strategies can collaborate with (Porter, 2008) framework of the five competitive forces which as a result can help an organization analyse their product and strategies going forward. Accordingly, Porter (1998) summarizes that effectively implementing any generic strategy will require full commitment from an organisation as it is an approach to outperform competitors within the industry and as a result, an organisation may pursue one of two types of competitive advantage either by lower costs than the competition or by differentiating their product. Additionally, Allen & Helms (2006) and Porter (1998) note that this framework can produce competitive advantage and ensure long-term profitability but must make a choice between one of the generic strategies rather than end up being "stuck in the middle”. According to Tanwar (2013), Akan et al. (2006), and Porter (1998) another essential point of Porters Generic Strategies is that the strategies are outlined alongside two dimensions which are strategic scope and strategic strength. Strategic scope is a demand-side dimension and looks at the size and composition of the market you intend to target. Strategic strength is a supply-side dimension and looks at the strength or core competency of the firm.
Figure. 4. Demonstrates (Porters, 1998) Generic Strategies




9.1. Porters Generic Strategies analysis

Allen and Helms (2006) and Murray (1988) summarize that an organization using a cost leadership strategy focuses on gaining competitive advantage by having the lowest cost in the industry. Additionally, Malburg (2000) notes that a cost leadership strategy is effectively implemented when a business has achieved the lowest prices in the target market. However, it can be identified that Gymshark do not use this strategy because their products are more expensive than other brands on the market but specialise in quality over low price. 
Tanwar (2013) and Porter (1998) summarize that the differentiation strategy is aimed at the broad market that involves the creation of a product or services that is perceived throughout its industry as unique and as a result can charge a premium for its product. This specialty can be associated with design and brand image, which relates to Gymshark and their strategy. It can be suggested that Gymshark using this strategy has worked extremely well as they have found a niche market by selling high quality products for a fair price with customers being loyal to the brand name and representing across all social media.  
Porter (1998) put forward that the organizations which choose to apply differentiation strategies may also choose to apply in conjunction with focus strategies which results in either cost or differentiation. Consequently, adopting a narrow-focused strategy means focusing on certain target markets which once again relates to Gymshark who have become a massive organization by finding a niche. Therefore, Gymhshark have used a differentiation and focus strategy in conjunction as their products are different in price by being higher and have focused a niche market to make their profits in. Furthermore, as the organization grows they are also adopting cost leadership strategies by selling certain products cheaper and make deals available to acquire new customers.
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10. Bowmans Strategy Clock

The last strategic management tool that will be utilized to analyse Gymshark will be Bowmans Strategic Clock. Bowman and Faulkner (1997) propose that the main purpose of Bowman’s strategy clock is to identify and analyse the competitive position of an organization in comparison to what competitors offer which consequently is a development that originated from Porter’s generic strategies. Additionally, Villagrasa, Sánchez, and Donaldson (2021) notes that Bowman’s strategy clock provides a clients point of view rather than a company’s one which as a result helps solve more problems and incoherencies from Porter’s generic strategies, therefore provides a better analysis and explanation of the reality experienced by companies. Subsequently, Radut (2015) proposes that Bowmans Strategy Clock is an extremely useful tool as it helps view the different combinations of price and perceived value which in result can help form strategies on how to establish and sustain a competitive position in a market driven economy. Furthermore, by understanding Bowmans Strategy Clock and the eight basic strategic positions, an organisation can analyse and evaluate their current strategy and determine if adjustments might improve the organisations overall competitive position. Expanding upon this, Safón (2007) put forward that competitive strategies models should divide the business strategy problem into two levels with these being how to compete and how to compete profitably. Accordingly, the model proposed by Bowman is suitable for representing the “external” competitive position which explains market performance and corresponds to the matter of how to compete. However, the model can be deemed inappropriate if the objective is to discover whether a competitive position will be [image: Graphical user interface, application

Description automatically generated]profitable as it does not explicitly consider cost position. 
Figure. 5. Exhibits (Bowman & Faulkner, 1997) strategy clock.

10.1. Bowman’s Strategy Clock analysis

Gymshark can argue that their organization can be placed on two spots of Bowmans strategy clock. Firstly, Gymshark can argue that their portfolio of products is low price, but they add great value because of the quality of the products and as a result would be placed on the third point of figure. 5. which is a hybrid organisation. Consequently, as Gymshark are on this spot they ensure the price of their products are competitive, and ideally with a low perceived price from buyers, while promoting the added value aspects of the product. Furthermore, as a hybrid organsation there will be strategies implemented that results in the balance between cost and differentiation, attempting to maximise each while maintaining good margins. Conversely, Gymshark can argue that their products are on the focused differentiation scale of the clock as their products provide high quality but at a higher price than others because they have a focused purpose which is to target gym goers who want high quality clothing. Consequently, identifying where Gymshark stands within the marketplace and on Bowmans strategy clock it can offer a variety of starting points to examine strategy.

11. Joint framework analysis

Tassabehji & Isherwood (2014), Utrilla et al. (2012), and Pretorius (2008) propose that choosing a theoretical framework is neither an easy decision nor free from debate as a single framework on their own will have their limitations and will not provide enough information for an organisation to analyse and create strategies going forward. Consequently, the authors suggest that using a plethora of frameworks together will go hand in hand and provide information necessary to be analysed which as a result can use this vast amount of information to create solid and justifiable strategies going forward. Additionally, the authors note that although these frameworks were created decades ago, they can still used effectively especially when applying multiple together. 
Complementary to this, this report has demonstrated that Porters Five Forces works alongside Porters Generic Strategies while Bowmans clock was developed from this which showcase using all these frameworks can provide essential analysis. As a result, in combination of all the analysis above it showcases that SWOT identifies that the price of the products can be a threat as there are other companies such as Nike and Adidas that sell cheaper products. However, Bowmans Clock showcases that Gymshark has a wide range of products that vary in price and are catered to a range of different target audiences which links to Porters Generic Strategies and showcases that Gymshark have adopted a differentiation and focused strategy that work alongside each other to gain a competitive advantage. Consequently, a strength of Gymshark is the brand value and as a result they can achieve the strategies they have set out.

12. Conclusion 
As been demonstrated within this report, all strategic managements tools used are valid and effective tools when used alongside each other as each tool has its limitations. Gymshark being such a big and successful organisation in a short amount of time is credible but to need to keep innovating to keep on top of their market. Creating key strategies moving forward will help the organization become bigger and could result in penetrating new markets.
13. Recommendations  

The greatest weakness and opportunity that has been identified for Gymshark in this analysis is the absence of physical stores. Schmid and Axhausen (2019) propose that although online shopping is easier, traditional physical stores still have a massive impact and make a presence for organisations while providing an “experience” that you cannot get from online shopping. Therefore, the first strategy is long term and involves opening stores across the UK and the US. In terms of long-term strategy Gymshark have already begun this as according to (Gymshark London Store, 2022) their first physical store will be located in Regent Street, London and will open Saturday 29th of October 2022. Gymshark have innovated and created the store into a gym that includes workout classes, healthy eating catering department, and a community for people who are part of the Gymshark family. This illustrates that Gymshark have created a corporate strategy to expand but also to stay true and follow their mission/vision statement. Conversely, with the funding from General Atlantic and the resources they already possess it should only be the start of the expansion for Gymshark and should slowly but surely open stores across the UK and the US, as Javor (2022) notes that it is the organisations stronghold and where they make the most profit. Making stores slowly is essential for organisations as Jones (1992) and Hayes (1991) propose that if organisations expand too quickly, they might risk spreading their resources too far which will result in damaging consequences. Consequently, Dommer (2015) proposes that Under Armour is a prime example of this and suggests that they grew too quickly with their ambitions being too broad. Once stores are being built and are doing successfully in the UK and the US the brand value will increase and lead to more funding. 
Additionally, much further in the future as briefly mentioned, looking into the Asian market is a feasible strategy for Gymshark. As Gymshark has the potential to expand globally, it can be suggested that they need to leverage its current desirability among investors and private equity firms within the Asian community as it would result in an easier transition and expansion penetrating these massive markets alongside more funding. Furthermore, Gymshark can still use the same influencer strategy in conjunction with their brand value will hit off and penetrate the market.   
The second strategy is a mix between opportunity and strength, and it is to start developing footwear which results in positive strategy. Gymshark have a range of products for men and women but do not have any footwear and have not released any plans for doing so. Subsequently, according to (Smith, 2022) the global footwear market was estimated to be worth 381.9 billion U.S. dollars. Consequently, this provides a massive opportunity for Gymshark to develop footwear and cater it towards exercise. Furthermore, the brand status, marketing strategies, and situation they are currently in means they have the capability, team, and resources to potentially make great footwear. Therefore, it could potentially exceed the values and expectations of the stakeholders of the organisation. However, Keshkar et al. (2019) notes that mega brands such as Nike and Adidas dominate the footwear industry and is great competition to go up against. That being understood, Gymshark does not need to dominate the whole sector to be successful.  
As established, Gymsharks social media marketing has been one of the key factors of their success as it is mostly free, have great interaction with their community and they have used influencers to boost sales. Subsequently, the last strategy is traditional marketing as it is a strategic option that Gymshark can now afford to look at. As a result, Lawrence, Deshmukh, and Navajivan (2018) summarize that although traditional marketing methods are outdated in comparison to digital marketing, there are still many benefits to reap from traditional marketing. Complementary to this, traditional marketing methods still have many benefits such as greater exposure in big cities, new audiences, tangibility, and the personal factor of reaching out to people. Rosario and Cruz (2019) summarize that both traditional and digital marketing methods combined can create a great strategy as you can reap the benefits and gain a competitive advantage over other competitors.
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The competitive position of an organization in comparison to what competitors offer can be
analysed using Bowman’s strategy clock which is an elaboration of Porter’s generic strategies
(Bowman, C & Faulkner, 1997). The competitive advantage is considered in relation to cost
advantage or differentiation advantage and it can be elaborated through the below diagram
(Bowman, C & Faulkner, 1997);

>

Differentiation

Focused
Differentiation

Perceived Value to the Consumer u;f_

Low Risky.
Price High margins
Low price Monopoly
&low ¢ pricing
added value
ow | Loss of market share
« >
Low Price High

Bowman's Strategy Clock

Different positions in the market with different requirements and cost factors are represented by
the different positions as mentioned in the above figure. In order to better understand the
Bowman’s strategy clock, the eight positions can be applied to Uber Technologies Incorporated.
Uber Technologies Incorporated in 2009 in San Francisco, USA commonly known as Uber can
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