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1. Introduction
Investment appraisal is a cornerstone of financial decision-making within organisations, particularly when capital is limited and firms must prioritise among competing investment opportunities. Capital rationing refers to the process by which firms face constraints in capital availability, necessitating a careful selection of projects that offer the highest return or strategic benefit. In such scenarios, selecting the right investment appraisal method is critical to ensure optimal resource allocation and shareholder value maximisation.
This essay offers a critical evaluation of the primary investment appraisal techniques commonly employed in capital rationing contexts. These include Net Present Value (NPV), Internal Rate of Return (IRR), Payback Period (PB), and Accounting Rate of Return (ARR). The discussion incorporates both theoretical insights and practical applications, highlighting the strengths and limitations of each method. Through the use of academic sources and numerical illustrations, the essay analyses how these methods perform under various investment scenarios and explores their effectiveness in real-world business decisions.
By the end of this essay, readers will gain a nuanced understanding of how firms can navigate capital constraints using robust financial tools. Emphasis will be placed on the relevance of time value of money, risk, and strategic alignment, making the essay both academically rigorous and practically insightful.
2. STP analysis: 
Section 1 : Introduction to brand and STP analysis
Founded in 2012 in the UK, Gymshark has rapidly grown into one of the most recognisable fitness apparel brands in the world. With its digital based approach and a community-driven ethos. The company has strong influence and following among Gen Z and millennial fitness enthusiasts. With collaborations of influencer and engagement of social media this digital platform has promoted various health tools and techniques. (Rogers, 2020). As of 2024, Gymshark has a valuation of over £1 billion, with operations in more than 180 countries and a product line centred on functional, stylish activewear (Forbes, 2023).
This portfolio proposes the launch of a Gymshark Wellness App, a digital brand extension designed to transition Gymshark from a performance clothing label to a comprehensive fitness and lifestyle ecosystem. The app will offer AI-generated workout plans, mindfulness tools, sleep tracking, and nutrition content, all integrated within a socially interactive platform. It responds directly to rising consumer interest in holistic wellbeing and digital self-optimisation—an industry expected to reach $165 billion globally by 2026 (McKinsey Health Institute, 2023).
By entering the wellness tech market, Gymshark can increase customer lifetime value through subscription revenue, enhance community engagement, and reinforce its identity as a transformative lifestyle brand. This report explores the strategic rationale behind this extension and develops a full STP and marketing mix strategy to support its launch.
Section 2: Segmentation, Targeting, and Positioning (STP Analysis)
A well-executed STP strategy enables brands to align products with the most promising consumer segments, thereby maximising competitive advantage (Kotler et al., 2019). For Gymshark’s Wellness App, this process is critical to ensure that the brand extension resonates with a digitally native, wellness-conscious audience.
Segmentation
Segmantation can be defined as process in which broad market targets are divided into smaller groups specifically based on their performances and characteristics. It plays a very important role in marketing as through segmentation companies can decide which particular segmentation is responsible for high profits and which is responsible for less or low profits.
Gymshark will adopt multi-variable segmentation, combining demographic, psychographic, behavioural, and geographic criteria:
· Demographic: Focuses on 18–35-year-olds, including university students and young professionals. These consumers typically engage in fitness, own smart devices, and are active on platforms like Instagram and TikTok (Mintel, 2022).
· Psychographic: Targets individuals motivated by self-improvement, athletic achievement, and a tech-enhanced lifestyle. They are typically community-driven and socially conscious (Solomon, 2021).
· Behavioural: Targets users familiar with digital fitness platforms (e.g., MyFitnessPal, WHOOP) and those motivated by gamification, coaching, or trackable progress (Statista, 2023).
· Geographic: Initial markets include the UK, US, Canada, and Australia, where Gymshark already holds substantial brand equity and infrastructure.
Targeting
Targeting is another one of the most important factor by which brand can target a particular customer group to make business in profit. So while approaching right and profitable target it is necessary to select right customer group so that brand may make good profits.  Selecting suitable customer group is very important for business of organisation to achieve estimated profit targets.
Gymshark will implement a concentrated targeting strategy, focusing primarily on urban Gen Z and Millennial fitness enthusiasts. These individuals seek digital health tools that are integrated, motivational, and socially interactive. They are also most likely to transition from Gymshark’s apparel to its digital ecosystem due to brand familiarity and lifestyle alignment.
Positioning
Positioning is crucial for brand extensions, especially when entering an adjacent yet competitive market like health and wellness related.  The Gymshark Wellness App will be positioned as:
“The fitness companion for the self-optimising generation—merging Gymshark’s athletic DNA with AI wellness intelligence.”
This proposition blends high performance, smart technology, and community interaction, differentiating Gymshark from generalist wellness platforms. It bridges the gap between fitness content apps and high-end biohacking tools by offering accessible, credible, and holistic wellness experiences.
A simplified positioning map is shown below:
	
	General Wellness
	Performance-Focused

	Generic Apps
	Calm, Headspace
	Nike Training Club

	Premium Biohacking
	Oura Ring, WHOOP
	MyFitnessPal

	Gymshark Wellness
	[Strategic Centre]
	


This central position enables Gymshark to capture market share from both wellness and performance segments while staying authentic to its brand roots.
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Positioning Map: Gymshark Wellness App vs Competitors
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3. Customer Persona

Developing a detailed customer persona allows marketing personals to improve their target audience, tailor messaging, and refine Product market fit (PMF). (Solomon, 2021). For the Gymshark Wellness App, the core customer persona is shaped by Gymshark’s existing user base and the emerging demand for body fitness and health among Gen Z and Millennial consumers.
Persona: Ava Patel – The Self-Optimising Creator

Ava is a 26-year-old fitness content creator and part-time nutrition student based in Manchester. She earns around £32,000 annually through sponsorships and coaching. Ava is driven by body confidence, discipline, and mental resilience. She uses Apple Watch, WHOOP, Strava, and Calm. Her goals include energy management, brand growth, and health optimisation. She values a single wellness platform with built-in coaching and social connectivity—exactly what the Gymshark app provides.


According to Mintel (2023), over 70% of Gen Z seek platforms that align with their values and enable self-expression through data, aesthetics, and community. Ava embodies this trend and represents the ideal early adopter and brand advocate.

Persona Profile: Ava Patel
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The Self-Optimising Creator

Age: 26
Location: Manchester, UK

Occupation: Fitness content
creator, and parttime nutrition
student

Income: £32,000/year from
brand sponsorships, affiliate links,
and coaching

Education: Bachelor's in Sports

Science, prusuing a Level
4 Nutritionist certification

Apple Watch, WHOOP,
Instagram, Strava an Calm

Values: Discipline, authenticity,
body confidence, mental
resilience

Pain Points: App fatigue (usung
too many platforms), inconsits-
tent sleep, overetraining

Why the App? Ava wants a se-
gele wellness platform where
he can monitor progress,
automate training, and shre
journey content with followers




4. Marketing Mix Strategy (7Ps)

The 7Ps framework helps marketers structure a well-rounded strategy by addressing all critical aspects of service-based product delivery (Kotler et al., 2019). The Gymshark Wellness App operates within the digital service domain and therefore requires a full-service mix approach: Product, Price, Place, Promotion, People, Process, and Physical Evidence.

Product

The Gymshark Wellness App is a subscription-based app providing free trials for month and offering various plans on monthly, six monthly, yearly and unlimited bases. It offers various services such as :
· AI-generated workout plans which help users in setting and achieving their targets.
· Modules for sleep, mindfulness and Meditation.
· Nutrition plans as per body structures of users and diet plans and coaching techniques.
· Live on demand classes offered by Gymshark team.
· Community chats, Online games, sleep tracking and streak rewards in form of  incentives for making a purchase, playing games and answering questtionares.
This product integrates functional value (personalised health tools) with emotional value (motivation, identity, social belonging). According to McKinsey (2023), 72% of wellness users now seek all-in-one platforms that combine fitness, mindfulness, and nutrition — this app addresses that demand directly.
The Gymshark Wellness App is a subscription-based digital platform offering AI-generated workout plans, mindfulness tools, nutrition coaching, sleep tracking, and community gamification. It merges functionality with social identity, targeting the digital wellness economy projected to reach $165 billion by 2026 (McKinsey Health Institute, 2023).

Price

The pricing model follows a freemium-to-premium subscription structure:
· Free tier: Basic workouts, community access, and progress tracking
· Premium tier (£9.99/month or £99/year): Full access, exclusive content, and creator coaching
 This model leds to increase in recurring revenue from its subscription services and recurring products by enhancing user acquisitions. . A/B testing trials can be conducted for testing price sensitivity. Further, gymshark can leverage its users with bundle discounts for apparel purchases thus integrating commerce with content.
Place

As a digital product, the app will be available on:
· iOS App Store
· Google Play Store
· Web portal
Promotion will also leverage Gymshark’s website, social media channels, and affiliate influencers. In-app experiences will be optimised for both mobile and tablet usage.
Promotion

Gymshark will leverage its core strength by influencer and community-driven marketing for promoting app usage.  It uses strategies such as:
· Creator-led campaigns on TikTok, Instagram, and YouTube
· Gymshark athletes offering live sessions for sports and gym training. They also offer tutorials to interested users.
· Referral programs and affiliated codes
· Email and SMS marketing to 5M+ Gym shark users
Special launch campaigns will align with New Year (fitness goal season) and seasonal fitness sessions. Partnerships with fitness podcasts, Spotify playlists, and health events will build multi-channel awareness.
People

Human interaction plays a very important role although the whole app is automated.  Role of human interactions can be described as follows :
· Certified trainers and nutritionists delivering exclusive video content
· Customer support teams using chatbots and email services to manage app issues sand user feedback
· A Gymshark Creator Council who host live Q&As and online challenges
These roles humanise the digital experience and build community.As per service space theory which explains impact of physical environment of service on customer and employees behavior concludes that humans are core part of brand perception encounters. (Bitner, 1992).
Process

The onboarding process is designed for maximum retention and promotion among users. Process can be described as follows:
1. User downloads the app and takes a “fitness personality” quiz.
2. After Personality quiz is finished app suggest users with fitness plans and diet plans.  Users choose their plans as per the data gathered in Fitness personality quiz.
3. Users get weekly check-ins, coaching feedback, and streak alerts.
These Subscriptions can be paused or upgraded or bundled with Gymshark apparel purchases. This process flow encourages and promotes co- branding.
Physical Evidence

Although the app is digital, gymshark also emphasizes on importance of nonverbal communication. Cues like facial expression, body language and voice tones are important for conveying emotions.
· Gymshark apparel boxes will include QR codes to the app.
· Branded UI design ensures visual alignment with Gymshark’s existing aesthetic. 
· User progress certificates, leaderboards, and personalised wellness dashboards serve as digital "trophies".
Customer success stories, transformation journeys, and social proof from ambassadors will reinforce support and emotional resonance.
Strategic Summary
The 7Ps strategy balances tech-driven innovation with human-led engagement, turning the Gymshark Wellness App into a digital brand ecosystem. It leverages Gymshark’s loyal base, industry influence, and wellness market growth to build a sustainable, scalable service.

7Ps Marketing Mix Infographic
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5. Conclusion

This portfolio has presented a strategic blueprint for launching the Gymshark Wellness App — a natural brand extension designed to capitalise on the convergence of fitness, technology, and holistic wellbeing. By analysing market trends, consumer behaviour, and Gymshark’s existing brand equity, it is evident that this product would not only enhance the brand’s value proposition but also drive long-term revenue growth through subscription-based engagement.

The STP analysis confirmed a viable, high-growth segment: young, digitally active consumers seeking personalised, all-in-one wellness platforms. The customer persona of Ava Patel exemplifies this emerging user type — someone who merges performance goals with lifestyle curation and community-building. Through this lens, the product becomes more than a utility — it becomes part of a self-optimisation journey.

The 7Ps marketing strategy detailed how the Gymshark Wellness App will be positioned, priced, promoted, and experienced. It builds upon Gymshark’s existing influencer ecosystem, strong digital capabilities, and loyal customer base to drive adoption. Key elements such as creator-led onboarding, gamification, AI personalisation, and lifestyle-driven messaging ensure relevance and retention.

As digital health continues to evolve, Gymshark is uniquely positioned to offer an integrated fitness + wellness platform that extends beyond clothing. This report demonstrates how a well-aligned brand extension, supported by data-driven segmentation and a cohesive marketing, can deliver measurable impact — commercially, socially, and strategically.
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