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MARKET-ENTRY ANALYSIS

Gymshark: Entry into the
Brazilian Market

A Standard-tier ($4,500) strategic assessment — full 10-layer methodology
— for a UK D2C performance fitness brand evaluating entry into Brazil

Prepared for Gymshark Ltd - executive and global strategy team

Scope Standard engagement — all 10 analytical layers applied to Brazil

Central question Should Gymshark enter Brazil, how, and in what sequence?

Method PESTLE — Five Forces = SWOT — TOWS = Intercultural = Entry-mode — Risk Register =

Kill-Criteria = 12-Month Roadmap
Data vintage 2025-2026 sources; confidence stated per major claim; all figures dated

Analyst Giovanni Oliveira - MBA in Al & Data Science - LATAM native operator - Triple citizen: Brazil,
Mexico, Bolivia - 90+ international markets

Disclaimer Illustrative portfolio sample. Strategic guidance only — not legal, tax, or financial advice.
Validate with local counsel before capital commitment.
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Executive Summary

Verdict: Conditional-Go. Brazil is Gymshark's highest-potential untapped market in the Americas. A fitness-
obsessed, influence-driven, mobile-first consumer base of 215 million people. The world's largest gym network by
club count — 31,000+ clubs and 7.9 million members. A sports apparel market worth USD 4.8 billion in 2025,
growing at double digits in the premium segment. And a Gen Z identity culture for which the gym is not exercise
but self-expression — precisely the consumer Gymshark was built to serve.

The influencer playbook that built Gymshark in the UK and the US translates directly. Brand resonance is already
latent and unsupplied: 'Gymshark entrega no Brasil?' is a live organic search term on TikTok. Fake 'Gymshark Brasil'
accounts have formed — demand signals with no legitimate supply to redirect to.

One structural barrier dominates everything else: Brazil's import duty cascade (Imposto de Importacdo + IPI +
ICMS + PIS/COFINS) effectively adds 60-80% or more to the landed cost of imported apparel. At Gymshark's
current price architecture, selling through cross-border alone makes Brazil unworkable as a sustainable business —
compelling as a brand, broken as a margin model. Every strategic choice in this report flows from that single
constraint.

The verdict in one line

Enter Brazil via influencer seeding and BRL-priced cross-border for premium early adopters in Phase 1.
Neutralize the duty wall through a vetted local manufacturing partnership in Phase 2 before
committing to full commercial scale. Kill-criteria are set in advance and are non-negotiable. If the
Phase 2 manufacturing condition does not clear within six months, commercial launch is deferred.

Why conditional, not unconditional
* B
* Brazil sports apparel market valued at USD 4.8B in 2025; broader activewear at USD 9.4B. Premium

performance niche under-served by domestic brands that compete on price (Olympikus Corre Supra at BRL
1,000 vs Nike BRL 2,400), not aspirational identity. [Tier 3]

e 31,000+ gyms and 7.9M club members — the world's largest fitness market by club count. Brazil's fitness
culture is a primary identity signal for Gen Z: the gym-native consumer Gymshark targets globally is the
default Brazilian young adult. [Tier 2]

« PIX (Brazil's instant payment rail) now commands 40% of e-commerce payments and is forecast to surpass
credit cards (51% share) by 2027. Any Brazil launch that is not PIX-native will face structural checkout
abandonment. [Tier 2]

* Import duty cascade is a structural moat protecting domestic manufacturers. Effective import cost premium
of 60-80%+ makes Gymshark's current cross-border economics unviable at scale. This is the central strategic
constraint and the condition all else depends on. [Tier 2]

 Digital fitness market: USD 1.32B in 2025. Brazil ranks in the global top 5 for Instagram, TikTok, and YouTube
penetration. Fitness influencer content ('fisico de academia') dominates social feeds — Gymshark's core
acquisition playbook. [Tier 3]

Key strategic decisions this report answers

* Go or no-go, and what makes it conditional
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* Whether to enter via cross-border, local manufacturing, marketplace, or a phased combination
* How to neutralize the duty wall that makes Brazil unworkable at price parity

e Which influencer tier and partnership model to lead with

* How to sequence commitment so that each escalation is gated on proven economics

* The conditions under which this analyst would recommend NOT entering

Analyst-bias pre-disclosure: this analyst is a native Brazilian citizen with direct operational experience
across the Brazilian media and consumer market. An affinity bias toward recommending entry exists
and is explicitly controlled through the kill-criteria in Section 9.
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1. Research Methodology & Source Hierarchy

All findings are triangulated across a five-tier source hierarchy. Every major claim is tagged with its tier and data
vintage. Where Tier-3 estimates conflict — which they routinely do for market-size figures — a range is reported
rather than a single point. Confidence is stated explicitly per major claim as High, Medium, or Low based on source
tier and corroboration.

1 — Multilateral World Bank, IMF, OECD, ILO, UN ECLAC, GDP, FDI, trade flows, High
UNCTAD governance, macro projections

2 — National official Banco Central do Brasil (BCB), IBGE, Inflation, interest rates, import High
Receita Federal, ANVISA, INPI duty rates, trade data, IP law

3 — Industry / analyst IMARC Group, Credence Research, Market size, segment growth Medium
Decisions Advisors, PaymentsCMI, — ranges always reported
Grand View Research, Mordor
Intelligence

4 — News / press Financial Times, The Brazilian Report, Recent events, Gymshark Medium-
Athletech News, FashionNetwork, strategy, competitor moves, Low

Business of Fashion, Retail TouchPoints cultural signals

5 — Primary [Reserved — client engagement] Local partner & expert High when
validation, primary cultural available
observation

Rules of evidence applied throughout: (1) triangulate — when Tier-3 estimates conflict, report the range and name
sources; (2) date every figure — a 2019 study and a 2025 GDP print carry different weights; (3) state confidence —
label each major claim; (4) separate fact from inference — 'data shows' is distinct from 'we therefore believe'; (5)
disclose gaps — naming what could not be verified is more credible than fabricating attribution.
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2. PESTLE — Macro Environment

Each factor is rated for salience: Impact (1-5) x Probability (1-5) = Salience (1-25). Only factors rated Salience > 12
carry into the SWOT and risk register. This forces prioritization and surfaces the 'so what' for each macro

dimension. PESTLE describes the weather; Five Forces (Section 3) describes the arena.

Political

USMCA equivalent risk: none — but no UK-Brazil FTA exists. The UK is outside MERCOSUL. There is no
bilateral free trade agreement between the UK and Brazil. All Gymshark products exported from the UK are
subject to full Brazilian import duties. A UK-MERCOSUL FTA has been under negotiation but has not
concluded as of Q2 2026. Salience: High (5x5=25). [Tier 2]

'Blusa de R$50' tax law (2024) — political signal. Brazil imposed a 20% import tax on international packages
valued under USD 50, targeting Shein, Shopee, and Temu. This signals strong political will to protect
domestic manufacturing from cross-border undercutting. It directly affects Gymshark's cross-border model
and demonstrates the regulatory risk of a purely import-based entry strategy. Salience: High (5x4=20). [Tier
2]

Trademark and IP enforcement. INPI (Instituto Nacional da Propriedade Industrial) processes trademark
applications but backlogs can run 2-3 years. Counterfeit 'Gymshark Brasil' accounts are already active on
TikTok and Instagram — filing before commercial entry is essential. Salience: Medium-High (4x3=12). [Tier
2]

Government posture on foreign investment. The Lula administration (2023-2026) is broadly pro-domestic
industry and pro-local manufacturing. Import substitution themes remain politically active. Regulatory risk
for a pure import model is structural and secular, not cyclical. Salience: High (4x4=16). [Tier 2]

Economic

GDP growth: resilient but decelerating. Brazil grew ~2.9% in 2025 (IBGE/BCB), above consensus, driven by
agribusiness, services, and recovering real wages. OECD projects 2.2% for 2026 as fiscal tightening bites. Not
a macro-tailwind entry thesis — the Brazil consumer story is about demographics and culture, not GDP
momentum. Salience: Medium (3x3=9). [Tier 1]

Inflation and interest rates. Inflation at ~5.5% in 2025 — above BCB's 3.0% target but easing. Selic
(benchmark rate) has begun a cutting cycle from peak ~13.75%, supporting consumption recovery. Real
wages positive in 2024-2025, underpinning premium discretionary spend potential. Salience: Medium
(3x3=9). [Tier 1-2]

BRL/GBP exchange rate — the margin killer. BRL has depreciated ~30% vs GBP over the past five years.
Gymshark prices goods in GBP; Brazilian consumers pay in BRL. Every further depreciation inflates BRL prices
for imported goods — and has no impact on locally manufactured competitors. This is a structural argument
for local production, not just a hedging question. Salience: High (5x4=20). [Tier 2]

FDI inflows signal long-cycle confidence. FDI into Brazil reached USD 86B in 2024 — the highest in a decade
— driven by nearshoring, green energy, and the tech sector (UNCTAD). External investors are pricing Brazil
as a long-cycle opportunity. Salience: Medium (3x3=9). [Tier 1]

Tax reform (2026+): simplification in progress. Constitutional Amendment 132/2023 and Complementary
Law 214/2025 consolidate PIS, COFINS, IPI, ICMS, and ISS into CBS and IBS over a 7-year transition. Import
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Social

duty (ll) is not affected by the reform. For a local entity, the reform will eventually simplify compliance —
but the transition period creates regulatory uncertainty. Salience: Medium (3x3=9). [Tier 2]

Demographics: the largest young consumer market in the Americas. Brazil has 215M people; ~60% are
under 35 and ~80M are in the 18-34 Gen Z/Millennial cohort. This is Gymshark's core buyer globally — the
brand's community identity model was designed for this consumer. Salience: High (5x5=25). [Tier 2]

Gym culture as identity: the world's largest fitness market. Brazil has 31,000+ gyms and 7.9M club
members — the largest by club count globally (Health & Fitness Association, 2025). Budget gyms dominate
in volume (SmartFit, Bodytech), but the premium segment is growing as nearshoring-driven wages rise in
northern industrial cities (Monterrey analog: Manaus, Campinas). Going to the gym is not exercise — it is
identity, status, and belonging. Salience: High (5x5=25). [Tier 2]

Social media and influencer culture. Brazil ranks in the global top 5 for Instagram, TikTok, and YouTube
penetration. 'Fisico de academia' (gym body) content is the dominant organic aesthetic across feeds.
Brazilian fitness mega-influencers (Gracyanne Barbosa, Gracielle Lacerda, among others) command
audiences of 10-40M followers. This is Gymshark's native acquisition channel — the brand's influencer
model was built for exactly this media environment. Salience: High (5x5=25). [Tier 3]

Body diversity and representation. Brazilian beauty standards are plural and celebrated. Gymshark's
inclusive sizing (XS-4XL) and diverse athlete representation is a genuine differentiator vs domestic brands
that predominantly feature one body type. This is an underexploited positioning opportunity. Salience:
Medium-High (4x3=12). [Tier 3]

Language and regional variation. Brazilian Portuguese is not European Portuguese and is not
interchangeable with it. Sao Paulo, Rio de Janeiro, and the Northeast each have distinct registers, humor,
and idiom. Copy that reads as translated — or as generic 'LATAM' — will be immediately rejected. Salience:
High (5x4=20). [Tier 4]

Technological

PIX: the payment infrastructure that changes the entry model. Banco Central do Brasil's PIX instant
payment rail processed 40% of Brazilian e-commerce payments in 2025 and is forecast to reach 51% by
2027, overtaking credit cards. PIX is free for consumers, instant, and works on mobile-first. Any Gymshark
Brazil launch that is not PIX-native will face structural checkout abandonment — this is not optional.
Salience: High (5x5=25). [Tier 2]

Boleto Bancario: declining but not dead. Boleto (a printed payment slip) remains relevant for unbanked
Brazilians and older cohorts. It is less relevant for Gymshark's 18-34 premium consumer, but supporting it
broadens reach. Salience: Low for Gymshark's core buyer (2x2=4). [Tier 2]

Mobile commerce: 70%+ of transactions. Mobile drove ~70% of Brazilian e-commerce transactions in 2025.
Gymshark's mobile-first DTC experience is a native strength but must be optimized for Brazilian device
profiles (mixed 4G/5G, lower average hardware specs than UK/US, high iOS/Android split that differs from
UK). Page load speed is a conversion variable. Salience: High (4x4=16). [Tier 3]

Platform landscape: Mercado Livre dominates. Mercado Livre is Brazil's #1 e-commerce platform with the
largest buyer base. Shopee Brazil has grown to 85M registered buyers and 50M MAU as of Q2 2025, ranking
second. Amazon Brazil is #3. Magazine Luiza holds strong in electronics/home but less relevant for apparel.
Gymshark's Phase 2 marketplace strategy should lead with Mercado Livre. Salience: High (5x4=20). [Tier 3]
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* Logistics infrastructure: improving but complex. Brazil's logistics cost as a % of GDP (~12%) is among the
highest in the world due to geography, tax cascading on freight (ICMS on freight is a known friction), and
infrastructure gaps. Last-mile in Sdo Paulo is fast; rural delivery can take 7-14 days. Salience: Medium
(3x3=9). [Tier 2]

Legal

* LGPD (Lei Geral de Protecdo de Dados) — Brazil's GDPR. Law 13.709/2018 applies to any entity processing
data of Brazilian residents, regardless of the entity's domicile. ANPD (National Data Protection Authority)
can impose penalties of up to 2% of Brazil revenue or BRL 50M per violation. A Data Protection Officer
(DPO/Encarregado) must be designated. This applies to Gymshark's website, CRM, and any Brazilian
marketing data from day one of digital presence. Salience: High (4x5=20). [Tier 2]

* CNPIJregistration — required for commercial operations. Gymshark needs a Cadastro Nacional de Pessoa
Juridica (CNPJ) to open a Mercado Livre official store, sign local contracts, employ staff, and issue NF-e
(electronic invoices). Registration timeline with specialist counsel: 30-90 days. Salience: High (5x4=20). [Tier
2]

« Import duty structure: the central constraint. Brazil's import cascade for apparel (HS Chapter 61/62)
typically includes: Il (Import Duty) at 18-35% on CIF value; IPI (Excise Tax) at 0-12%; ICMS (State VAT) at 17-
19% on CIF + Il + IPI; PIS/COFINS at ~9.25%. Effective total landed cost premium: 60-80%+ depending on
product classification and state of entry. This renders cross-border pricing uncompetitive at Gymshark's
current price architecture. Salience: Critical (5x5=25). [Tier 2]

« INMETRO certification. Some technical fabric categories and UV-protective garments may require INMETRO
certification before sale. Product classification mapping needed before launch. Salience: Medium (3x3=9).
[Tier 2]

* Labor law: CLT regime. Brazil's Consolidacio das Leis do Trabalho is one of the most complex labor
frameworks in the world. Any local hiring — including the country manager — must comply. Specialist HR
counsel required. Salience: Medium for early stage (3x3=9). [Tier 2]

Environmental

* Amazon and ESG scrutiny. International brands entering Brazil face immediate ESG scrutiny from Brazilian
civil society and press around Amazon deforestation and supply chain ethics. Vague global ESG claims will
not land — they must be localized, specific, and verifiable. 'Made in Brazil' manufacturing, if achieved,
becomes a positive ESG narrative. Salience: Medium (3x3=9). [Tier 3]

* Gen Z sustainability expectations. Brazilian Gen Z consumers increasingly factor sustainability and brand
ethics into purchase decisions, particularly in the premium segment. Gymshark's sustainable fabric and
recycled material lines are relevant differentiators — but only if communicated in Portuguese by credible
local voices. Salience: Medium (3x3=9). [Tier 3]
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3. Porter's Five Forces — Industry Structure

PESTLE describes the macro weather; Five Forces describes the arena Gymshark would compete in. A macro-
friendly country can still be unenterable on industry structure. Net read first, then each force.

Net read: Moderately attractive for a premium-performance D2C brand positioned on identity and
community. Hostile for a mainstream price-driven entry. The import duty wall is a structural moat
that entrenches incumbents — and that Gymshark must neutralize through local manufacturing to
compete on price. Channel strategy and brand positioning are the make-or-break variables.

Competitive rivalry Mainstream segment is crowded: Nike, Adidas, Under Medium-
Armour are established; Lupo (103-year-old Brazilian High
brand) and Olympikus (beating Nike on running with
carbon-plate shoe at BRL 1,000 vs Nike BRL 2,400)
dominate on price-performance. Premium/identity
segment has Lululemon (growing), but no Gymshark-
equivalent community brand. Fast fashion (Shein, C&A)
competes on style-at-price. Gymshark's community-
identity model has no direct local equivalent — the
differentiation is available, but must be earned.

Threat of new entrants Import duties create a natural barrier to cross-border Medium
competitors — the same duties that constrain Gymshark
constrain everyone without local manufacturing. Digital-
first cross-border entrants (Shein, ASOS) have absorbed
this cost by compressing margin or undervaluing. A post-
duty-reform future (2028+) could lower barriers materially
— monitor. Gymshark's brand moat is defensible at
premium positioning once established.

Supplier power (manufacturing) Brazil has a domestic manufacturing ecosystem (S3o Medium-
Paulo's Bras fashion district; Americana/SP textile hub) but  High
few contract manufacturers who can match Gymshark's
technical performance fabric standards (seamless knit,
compression, moisture-wicking at brand quality). Finding,
vetting, and onboarding the right partner is the Phase 2
critical path — and a 6-month minimum realistic timeline.
Supplier power is high for the specific technical-fabric
niche.

Buyer / channel power Mercado Livre commands the marketplace and sets terms Medium-
for official brand stores. Shopee competes aggressively on High
price and has 85M+ Brazilian buyers. Brazilian consumers
are price-sensitive in aggregate but brand-aspirational in
the premium fitness segment — willing to pay a
meaningful premium for the right identity signal. Return
culture is strong; returns policy must match UK/US
standards. Channel concentration is the key risk.
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Threat of substitutes Domestic brands (Olympikus, Lupo) are significantly High
cheaper due to zero import duty — and are increasingly
quality-competitive. Shein and Shopee private-label fills
performance-aesthetic at ultra-low cost points.

Gymshark's defensible space is brand identity and
community — aspirational fitness as self-expression.
Products alone are substitutable. The community is not.

Force interactions: buyer power and substitutes are the two dominant forces. Both point to the same strategic
imperative — don't compete on price, compete on identity. And don't rely on a single channel (Mercado Livre)
without building owned DTC in parallel.
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4. SWOT

Internal factors are Gymshark's. External factors carry forward only PESTLE items rated Salience > 12. Each

quadrant is a strategic inventory, not a list of adjectives.

Strengths (internal — Gymshark's)

Global brand: Gen Z authenticity, influencer-native DNA,
community-first playbook proven in UK and US.

Product differentiation: technical fabric, inclusive sizing (XS-
4XL), strong seasonal drops model that creates urgency.

D2C capability: owned digital channels, CRM, strong e-
commerce UX — directly transferable.

Financial capacity: £646M FY2025 revenue, ~$1.7B valuation
— capital available for international investment.

Latent brand demand: organic search and TikTok activity
confirm unaided awareness among Brazilian fitness
consumers.

Opportunities (external — Brazil)

World's largest gym market: 31,000+ clubs, 7.9M members,
identity-fitness culture perfectly aligned with Gymshark's
DNA.

Premium segment under-served: no community-identity
brand equivalent to Gymshark in the Brazilian market.

Influencer ecosystem: Brazilian fitness mega-influencers
(10-40M followers) reach Gymshark's exact buyer profile.

PIX enabling frictionless mobile checkout for the first time —
cross-border purchasing barrier significantly reduced.

Local manufacturing path: 'Made in Brazil' eliminates duty,
enables competitive pricing, and adds ESG narrative.

Inclusive sizing gap: domestic brands dominate narrow
body-type representation — Gymshark's full range is a
differentiator.

Weaknesses (internal — Gymshark's)

No CNPJ, no local entity, no Brazilian legal/compliance
structure — cannot operate commercially at scale without
it.

No PIX integration, no Portuguese UX — the current 'Rest of
World' site is friction-filled for a Brazilian buyer.

No local manufacturing: import duty cascade adds 60-80%
to landed cost, making cross-border pricing uncompetitive
at scale.

No Portuguese brand content, no local influencer
partnerships — awareness confined to internationally-
connected fitness enthusiasts.

No Brazilian customer service — LGPD requires data
handling processes before any Brazilian consumer data is
collected.

Threats (external — Brazil)

Import duty cascade (60-80% effective rate): makes cross-
border pricing uncompetitive vs locally manufactured
competitors.

Olympikus and Lupo: domestic brands with zero import
duty, strong local loyalty, and price points Gymshark cannot
match at import cost.

Shein and Shopee: disrupting the performance-aesthetic
segment at ultra-low price points — squeezing the
accessible-premium space.

BRL/GBP volatility: 30% depreciation over 5 years erodes
margin on all import-priced goods structurally.

LGPD compliance cost and risk: any data collection from
Brazilian consumers requires DPO, consent management,
and audit trail.

Trademark/counterfeit risk: fake Gymshark Brasil accounts
already active — brand equity at risk before local presence
is established.
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5. TOWS — From Inventory to Strategy

SWOT alone is the step everyone stops at — and why it gets dismissed. The TOWS conversion pairs internal and
external factors into named, executable strategies. Each cell yields 2 concrete, named strategies — not adjectives

or generic directions.

Strengths (S)

Weaknesses
(W)

SO-1: Activate influencer-first before inventory.

Commission 15 Brazilian micro-influencers (50K-
300K) and 3 macro-influencers (1M+) in the
performance fitness category on performance-
based contracts — before any local inventory exists.
Build brand desire ahead of supply. Brazilian fitness
audiences are primed for this model; Gymshark
invented it.

SO-2: Cross-border premium drop model.

Leverage Gymshark's seasonal drop model to create
scarcity-driven demand among premium early
adopters who will absorb the import duty premium.
Position the import premium as aspiration, not
penalty. Integrate PIX and BRL pricing on the 'Rest
of World' site within 60 days.

WO-1: Hire a Brazil country lead within 90 days.

A Sao Paulo-based country manager / influencer
partnerships lead is the unlock for every other
weakness. The local relationship network — with
influencers, manufacturers, Mercado Livre account
teams, and regulatory counsel — cannot be built
remotely from Birmingham. This hire precedes all
other local infrastructure.

WO-2: Phase 2 manufacturing partnership — the
duty wall answer.

Identify and qualify 23 Brazilian contract
manufacturers capable of technical performance
fabric production (seamless knit, compression,
moisture management). Run a 6-month pilot (1 SKU
family) with independent QC audit before full
commitment. Local production eliminates the duty
cascade, enables competitive pricing, and creates a
'Made in Brazil' ESG narrative.

- Opportunities (O) Threats (T)

ST-1: Register INPI trademark immediately.

File GYMSHARK and GYMSHARK SHARK LOGO
trademarks in Classes 25 (clothing) and 35 (retail) at
INPI within 30 days of go-decision. Do not wait for
commercial launch. The counterfeit accounts that
exist today are the leading indicator of a trademark
conflict tomorrow.

ST-2: Anchor on identity, not price.

Gymshark cannot win a price war against Olympikus
(zero import duty, local manufacturing) or Shein
(subsidized cross-border). The defensible space is
aspirational identity. All marketing must signal
community membership, not value proposition.

WT-1: Stay asset-light until manufacturing is
locked.

Do not build Brazil fixed-cost infrastructure
(warehouse, retail lease, large local team) on an
unresolved duty problem. Phase 2 does not open
until a manufacturing partner is under LOI. Asset-
light cross-border in Phase 1 preserves optionality.

WT-2: LGPD-first data architecture.

Engage LGPD-specialist legal counsel before any
Brazilian consumer data is collected — including
email captures from influencer campaigns. Appoint
a DPO (Encarregado). Build consent management
into the CRM stack before launch, not after. The
cost of compliance is far lower than the cost of a
BRL 50M penalty.
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6. Intercultural = Operational Layer

Caveat first. Hofstede dimensions are national-level aggregates, decades old, and mask large intra-
country variation — Sao Paulo, Salvador, and Manaus are materially different markets. The ecological
fallacy applies: national scores do not predict individual behavior. The readings below are directional,
triangulated with Meyer's Culture Map, and must be validated by primary local observation. They are
one lens, not the answer.

6.1 Hofstede dimensions: Brazil vs UK

Dimension Brazil Gap & direction Operational implication for Gymshark
Power distance 69 — 35 — Brazil significantly Senior-level B2B relationship sell (Mercado Livre,
High Low higher manufacturing partners). Celebrity/authority

endorsements carry disproportionate weight. Formal
titles matter in first contact.

Individualism 38 — 89 — Brazil significantly Market to the group and the tribe, not the solo
Collecti  Individ more collectivist achiever. 'Tribo da academia' (gym tribe) identity is the
vist ualist core message. Team challenges, community events, and

shared achievements drive engagement.

Masculinity 49 — 66 — Brazil more balanced  Mix aspiration (achievement, aesthetics) with warmth
Balanc Mascul (community, belonging). Pure 'no days off' hustle
ed ine messaging will underperform vs inclusive, celebratory

fitness culture.

Uncertainty 76 — 35 — Brazil much higher Reduce perceived risk at every touchpoint: detailed size

avoidance High Low guides, generous returns policy, customer service in
Portuguese, INMETRO/quality certifications visible. First
import purchase requires high trust investment.

Long-term 44 — 51— Slight gap Create immediate purchase urgency (limited drops,
orientation Short- Balanc influencer-exclusive codes) while building long-term
term ed brand equity. Brazilians respond to both now-impulse

and aspirational journey.

Indulgence 59 — 69 — Both high Body confidence, self-expression, and fitness-as-
High High celebration messaging. Brazilian fitness culture is

aspirational and joyful, not punitive. 'Train hard, live

well' lands better than '5am club' discipline framing.

6.2 Meyer's Culture Map: eight dimensions

Brazil reading and Gymshark implication

Communicating High-context: meaning carried in tone, relationship, and context — not just words. Gymshark's
UK/US copy tends toward explicit messaging. Brazilian copy must be warmer, more layered,
and regionally calibrated.
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Evaluating

Persuading

Leading

Deciding

Trusting

Disagreeing

Scheduling

6.3 The moat

Direct negative feedback is softened and delivered relationally. In influencer partnerships and
manufacturer negotiations, 'we'll think about it' often means no. The Brazil country lead must
read these signals.

Principle-first: Brazilians want to understand the 'why' before committing to the 'what'.
Gymshark's brand story (founder narrative, community mission) should lead in partnership
pitches, not the commercial terms.

Hierarchical: decisions flow top-down. In retailer/marketplace negotiations and manufacturer
LOls, securing the right senior sponsor accelerates everything else. Do not build relationships
only at the working level.

Top-down consensus: the senior decision-maker decides, but needs to have heard the right
signals from the team. Build relationships at multiple levels simultaneously.

Relationship-based: trust is built through personal connection, time, and shared experience —
not track record documents. The Brazil country lead's local network is worth more than any
Gymshark global credential deck.

Avoids open confrontation: disagreement will be signaled indirectly. Contracts must be explicit
on deliverables and exit conditions because 'yes' in the room does not always mean 'yes' in
execution.

Polychronic: relationships take precedence over rigid timelines. Build buffer into all Phase 2
milestones. Manufacturing partnership timelines routinely extend; influencer campaign
launch dates shift around key cultural moments (Carnaval, Copa America).

A generalist consultant can produce the PESTLE. The insight that 'tribo da academia' is Gymshark's most powerful

entry lever — more than product, more than price — and that a word-for-word translation of a UK TikTok
campaign will actively damage the brand in Brazil, is what a native operator delivers and others cannot replicate.
The Hofstede-to-operations bridge, the Meyer cultural dynamics in partner negotiations, and the understanding

that 'obrigado’ and 'valeu' carry completely different registers — these are not in a template. They are earned.
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7. Entry-Mode Analysis

Recommend a phased sequence that escalates commitment as the market proves out — not a single mode. The
duty wall makes sequencing non-optional: cross-border first (to prove demand), local manufacturing second (to
make the business viable at scale), owned DTC and physical presence only at proven volume.

Entry mode

Cross-border 'Rest of

World' (Phase 1)

Influencer seeding
(Phase 1)

Mercado Livre
official store (Phase
2)

Local manufacturing
partnership (Phase
2)

Own .com.br DTC
site (Phase 3)

Physical retail — Sao
Paulo pop-up (Phase
4)

Wholly-owned
subsidiary / flagship
(Phase 4+)

Control

Low-

Med

Medium

Low-

Med

Medium

High

High

High

Duty
exposure

FULL
CASCADE —
60-80%+

None — no
inventory

Depends on
fulfilment

ZERO —
domestic
production

Depends on
fulfilment

Zero if locally
produced

Zero if locally
produced

Capital

required

Low

Low-Medium

Medium

Medium

Medium

High

Very High

Fit for Gymshark — when

Now. Captures brand-loyal, price-insensitive
premium early adopters. Not scalable as primary
channel. Proof-of-demand vehicle only.

Now. Builds awareness and desire before supply
commitment. Performance-based contracts protect
spend. Essential precursor to all other modes.

Month 4-6. Requires CNPJ. Reaches 85M+ buyers
instantly. Critical for mainstream awareness. Must
be officially badged — not grey-market.

Month 4-6. The duty wall solution. 6-month pilot
production run before full commitment. QC audit
required. Enables competitive pricing.

Month 7-9. Builds owned relationship, CRM data,
and margin. Requires PIX integration, LGPD
compliance, Portuguese CS. Layered on ML, not
replacing it.

Month 10-12+. Jardins or Vila Madalena as brand
experience, not revenue driver. Only at proven
volume. Evaluate as brand signal, not profit centre.

Post-Month 12. Premature without proven scale.
Evaluate when DTC and ML channels are
contribution-positive and local manufacturing is
stable.

Recommended path: Influencer seeding + BRL/PIX cross-border — CNPJ + Mercado Livre official store
+ local manufacturing LOI = .com.br DTC launch + locally produced collection = Sdo Paulo pop-up +
second-city evaluation (Rio de Janeiro). Each phase is gated on the prior phase delivering its success

metrics.
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8. Risk Register — Scored & Mitigated

Likelihood x Impact on a 1-5 scale. Sorted descending by score. Mitigations are pre-committed, not reactive —
they are already in the Phase 1 and Phase 2 action plans. Risks rated Score 2 12 carry into the kill-criteria in Section

9.

e ————

Import duty cascade makes cross-
border pricing unviable at scale

BRL/GBP FX depreciation erodes 4 4 16
margin on all imported goods

Trademark squatting at INPI 4 4 16
before Gymshark registers

Wrong influencer partnerships 3 4 12
damage brand in Brazilian market

LGPD non-compliance — penalty 3 4 12
up to BRL 50M or 2% of Brazil

revenue

Local manufacturing partner fails 3 4 12

quality threshold on pilot run

Counterfeit and impersonation 4 3 12
accounts formalize brand damage
before local launch

Mercado Livre platform 3 3 9
dependency — fee increases or
policy changes

Cultural marketing misfire — 4 2 8
translated copy, wrong register,
tone-deaf campaign

Tax reform transition uncertainty 2 3 6
(2026+ CBS/IBS rollout)

Local manufacturing partnership is the Phase 2 condition
— not optional, not deferrable past 6 months. Cross-
border is Phase 1 proof-of-demand only.

Price in BRL (not GBP). Quarterly BRL price review
mechanism. Forward contract on local manufacturing
input costs. FX exposure in cross-border model is accepted
and bounded to Phase 1.

File GYMSHARK + GYMSHARK SHARK LOGO (Classes 25 +
35) at INPI within 30 days of go-decision. Assign dedicated
IP counsel. Monitor INPI publications monthly.

Performance-based contracts with defined engagement
KPls. 90-day pilot before exclusivity. Brazil country lead
owns all influencer vetting — no remote approvals from
UK.

LGPD counsel engaged before any Brazilian consumer data
is collected — including email list captures from influencer
campaigns. DPO appointed. Consent management built
into CRM stack before launch.

Qualify minimum 3 manufacturing candidates in parallel.
6-month pilot run (1 SKU family) with independent third-
party QC audit. Two correction cycles maximum before
partner termination and requalification.

INPI trademark filing in Month 1. Social platform takedown
requests via brand protection service. Visible official
launch announcement in PT to crowd out fakes. Country
lead monitors continuously.

Build .com.br DTC in parallel. ML is the acquisition engine,
DTC is the retention and margin engine. Avoid >60%
revenue concentration on a single platform beyond Month
12.

Native Brazilian copywriter on all public-facing PT content.
50-person local consumer panel test before any campaign
launch. Country lead has final approval — not UK
marketing team.

Engage Brazilian tax counsel to monitor reform
implementation timeline. Build flexibility into local entity
structure. Tax reform does not affect Phase 1
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fundamentals — monitor, don't react.
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9. Disconfirmation & Kill-Criteria

Analyst-bias disclosure: this analyst is a native Brazilian citizen who has operated commercially in the
Brazilian media and consumer market. A documented affinity bias toward recommending Brazil entry
exists. The kill-criteria below are set in advance to control for this bias. They are non-negotiable: if any
trigger fires, the recommendation flips to No-Go or Defer regardless of the upside narrative — and
regardless of how much has already been invested in Phase 1.

The following conditions, established before research began, require a mandatory halt or phase deferral:

» Manufacturing condition (Phase 2 gate): No Brazilian contract manufacturer identified that meets
Gymshark's fabric and quality standards — after qualifying 23 candidates and running a pilot production run
— within 6 months of go-decision. = Phase 2 is deferred until the condition clears. Phase 1 cross-border
continues as a holding pattern, not a scale-up.

* FXcrisis trigger: BRL depreciates more than 30% vs GBP within the first 12 months without a hedging
mechanism in place. = Pause all BRL pricing commitments. Commission rapid margin model update before
any further commercial escalation.

* Influencer seeding failure: Phase 1 influencer program fails to reach defined engagement rate benchmarks
(set pre-campaign, not post) after 90 days and two strategy iterations. = Do not escalate to Phase 2 on a
broken awareness foundation. Diagnose before spending.

* LGPD compliance blocker: LGPD compliance audit reveals data architecture changes that exceed the budget
ceiling defined at go-decision, or that require halting current digital marketing operations to remediate. =
Halt data collection, remediate fully, re-audit before restarting.

* Trademark conflict unresolved: INPI trademark squatting on GYMSHARK is confirmed and cannot be
resolved through legal challenge within 90 days. — Escalate to IP litigation. Do not execute commercial
launch under an unresolved trademark conflict in market.

e Manufacturing quality failure: Pilot production run delivers product below Gymshark's stated minimum
acceptable quality standard after two documented correction cycles with the same partner. = Terminate
partner. Requalify from candidate list. Extend Phase 2 timeline accordingly. Do not ship sub-standard
product under any commercial pressure.

* Unit economics failure: Beachhead DTC + Mercado Livre channels fail to reach contribution-positive within
the agreed window in the Phase 3 base case. = Halt expansion to Rio de Janeiro and additional cities.
Diagnose channel and pricing model before committing further fixed costs.

These criteria are built into the milestone gates in Section 10. Each phase transition requires explicit sign-off that
the relevant kill-criterion has not triggered.
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10. Recommendation & 12-Month Roadmap

Conditional-Go. Enter Brazil via influencer seeding and BRL/PIX-enabled cross-border for premium early adopters.

Neutralize the duty wall through a vetted local manufacturing partnership as the Phase 2 condition before

committing to full commercial launch. The sequence is non-negotiable — each phase is gated on the prior phase

delivering its success metrics. Kill-criteria in Section 9 are standing and non-waivable.

1 — Seed
Brand
before
inventory

M1-3

2 — Anchor
Infrastructur
e

M4-6

3 — Launch M7-9
Commercial

go-live

4 — Scale M10-12
Growth &

evaluation

Actions — month-level granularity

M1: File INPI trademark (Classes 25+35). Commission Brazilian IP
counsel. M1: Engage LGPD counsel; begin data architecture audit.
M1: Post job description for Brazil Country Manager / Influencer
Lead (Sao Paulo-based). M2: Country manager hired and
onboarded. M2: Brief 15 micro-influencers (50K-300K followers)
and 3 macro-influencers (1M+) on 90-day performance contracts.
M2: Optimize 'Rest of World' site: BRL pricing, PIX + Boleto
integration, Portuguese UX. M2: Launch @gymshark.brasil on
Instagram and TikTok in PT. M3: Identify and qualify 25 Brazilian
contract manufacturing candidates. M3: First influencer content
live. M3: LGPD compliance DPO appointed, consent management
deployed.

M4: Issue RFQ to manufacturing candidates; shortlist top 3. M4:
CNPJ application filed with specialist counsel. M4: Negotiate
Mercado Livre official store agreement. M5: Sign LOI with
preferred manufacturing partner. M5: Pilot production run begins
(1 SKU family — e.g., leggings). M5: Portuguese customer service
team operational (3 FTEs minimum). Mé: CNPJ issued. Mé:
Mercado Livre official store live. Mé: Ambassador influencer
program (long-term) launched with top 5 performers from Phase
1. Mé: Independent third-party QC audit of pilot production batch.

M7: .com.br DTC site launched with full PIX, Boleto, credit card
integration. M7: First locally produced collection released —
limited launch drop, influencer-seeded. M7: PR push to Brazilian
fitness media (UOL Esporte, Veja Satde, GQ Brasil). M8: Full
influencer campaign for launch drop. M8: Email marketing in
Portuguese to waitlist built in Phase 1. M8: Performance marketing
on Instagram and TikTok Brazil activated. M9: Analyze channel mix:
DTC vs Mercado Livre vs cross-border. M9: First 30-day sell-
through measurement. M9: Customer satisfaction (NPS) and
returns analysis.

M10: Second product drop from local manufacturing — expanded
SKU range. M10: Sao Paulo pop-up evaluation: Jardins or Vila
Madalena. Site shortlisting and LOI if viable. M11: Rio de Janeiro
market entry evaluation — influencer seeding begins in RJ. M11:
Quarterly FX and margin model review. M11: Manufacturing
partner performance review — assess volume scale-up feasibility.
M12: Commission Phase 2 market analysis: Rio de Janeiro, Belo
Horizonte, or Recife as next beachhead. M12: Full P&L review by

Gate condition to
advance

Trademark filed. Country
manager in seat.
Influencer contracts
signed. PIX live on site.
Phase 1 engagement
benchmarks met at 90-
day review.

Manufacturing partner
under LOI. Pilot QC audit
passed. CNPJ issued.
Mercado Livre store live.
LGPD audit completed
clean.

Launch sell-through
260% within 30 days.
NPS positive. DTC site PIX
conversion rate >
benchmark. At least one
channel tracking toward
contribution-positive.

Contribution-positive in
at least one channel. Sao
Paulo pop-up ROI
modeled. Second-city
entry decision made with
data, not aspiration.
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channel. M12: Decide: physical retail, expanded manufacturing, or
hold at current cost structure.

Success metrics (non-negotiable)
* INPI trademark application filed within 30 days of go-decision.
 Brazil country manager hired and in seat within 60 days.
* PIX+ BRL pricing live on 'Rest of World' site by end of Month 2.
« Phase 1 influencer engagement rate > [benchmark set pre-campaign] at 90-day review.
* Manufacturing partner under LOI by end of Month 5.
* Pilot production QC audit: pass with independent auditor by end of Month 6.
* CNPJissued and Mercado Livre official store live by end of Month 6.
e Launch sell-through 2 60% within 30 days of Phase 3 go-live.
» At least one channel contribution-positive by end of Month 12.

» Zero LGPD enforcement actions or data incidents in Year 1.

Portfolio sample — Standard engagement ($4,500), all 10 layers applied end-to-end. Commission your market
entry analysis at fiverr.com/s/akrX48N or connect at linkedin.com/in/gzoliveira - Giovanni Oliveira, Market Entry
Specialist, LATAM - 2026
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Appendix A — Research Prompts by Layer

These prompts drive the desk research for each analytical layer. Always finish with primary/local validation — that
is the step competitors skip and the layer that cannot be faked.

PESTLE
» '[Country] GDP growth inflation interest rate FDI [current year] IMF World Bank OECD national statistics
office’
+ '[Country] import tax duty [product category] HS code [current year] Receita Federal / trade ministry'
« '[Country] e-commerce market size growth payment methods [current year]'
» '[Country] [industry] market size premium segment competitors [current year] market research’
« '[Country] political stability governance index [current year] World Bank WEF'
» '[Country] data protection privacy law compliance requirements [current year]'

« '[Country] trademark registration process timeline IP office [current year]'

Five Forces
« '[Industry] [country] market concentration leading brands market share [current year]'
* '[Industry] [country] entry barriers capital investment local manufacturing requirements'

» '[Product category] [country] distributor landscape logistics infrastructure'

Intercultural

» 'Hofstede dimensions [home country] vs [target country] comparison'

« 'Meyer Culture Map [target country] business culture negotiation style'

« '[Target country] consumer behavior online shopping social media [product category] [current year]'
Entry mode & regulation

+ '[Country] company registration CNPJ equivalent process timeline cost'

+ '[Country] import licensing [product category] labeling requirements certification'

« '[Country] e-commerce platform landscape top marketplaces [current year]'

+ '[Country] contract manufacturing [product category] quality standards suppliers'

Giovanni Oliveira - linkedin.com/in/gzoliveira - fiverr.com/s/akrX48N Page 20 of 22



Giovanni Oliveira - Market Entry Specialist Gymshark - Brazil Market-Entry Analysis

Appendix B — Hofstede Dimension Scores: Brazil vs. UK vs. USA

Source: Hofstede Insights country comparison tool. Scores are on a 0-100 scale. Used as one directional lens only
— see Section 6 caveat on ecological fallacy and intra-country variation.

Power distance Brazil significantly higher: senior sponsorship essential in all B2B
relationships; influencer hierarchy matters (mega > macro >
micro in credibility, not just reach)

Individualism 38 89 91 Brazil collectivist: community-tribe messaging; gym-as-
belonging narrative; team content outperforms solo-
achievement content

Masculinity 49 66 62 Brazil more balanced: mix aspiration with warmth; inclusive
body representation matters more than pure performance
aesthetic

Uncertainty avoidance 76 85 46 Brazil much higher: returns policy, size guides, CS in Portuguese,

quality certifications are trust requirements — not nice-to-haves

Long-term orientation 44 51 26 Similar: blend immediate urgency (drops, exclusives) with long-
term brand building

Indulgence 59 69 68 Both high: joy, self-expression, and celebration are the register;
fitness-as-punishment messaging will underperform

Interpretation note: never use these scores to predict individual behavior. Use them to calibrate default
assumptions and direct primary validation questions. A Brazilian influencer, a manufacturing partner CFO, and a
Sao Paulo boutique gym owner will have different profiles — these are national averages across millions of people.
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Appendix C — Key Sources & Bibliography

All sources are dated and tiered as referenced throughout the report. Tier 1-2 sources are primary; Tier 3
estimates are corroborated across multiple providers where possible.

Tier 1 — Multilateral

» OECD Economic Outlook (2025-2026) — GDP projections, structural read

* UNCTAD World Investment Report 2024 — FDI into Brazil figures

* IMF World Economic Outlook (April 2026) — macro projections

* ILO Labor Statistics — wage and employment data

» World Bank Governance Indicators — political stability, rule of law
Tier 2 — National official

« Banco Central do Brasil (BCB) — Selic rate, inflation data, PIX payment statistics

» IBGE (Instituto Brasileiro de Geografia e Estatistica) — GDP growth, demographics

» Receita Federal — import duty structure (Il, IPI, ICMS, PIS/COFINS)

» ANPD (Autoridade Nacional de Protecido de Dados) — LGPD enforcement framework

« INPI (Instituto Nacional da Propriedade Industrial) — trademark registration process

» Health & Fitness Association — Global Fitness Industry Report 2025 (club count, memberships)
Tier 3 — Industry / analyst

* IMARC Group — Brazil Activewear Market 2025 (USD 9.4B estimate)

» Credence Research — Brazil Fitness Market 2025 (USD 1.32B digital fitness)

» Decisions Advisors — Brazil Sports Apparel Market (USD 4.8B estimate)

« PaymentsCMI — PIX in Brazil: statistics and forecast (40% e-commerce share, 51% by 2027)

* Business Wire / ResearchAndMarkets — Brazil B2C Ecommerce Market Report 2025-2029 (USD 64B, 9.9%
growth)

*  Mordor Intelligence — South America Health and Fitness Club Market

Tier 4 — News / press
« Athletech News — 'Gymshark Makes Its Biggest Bet Yet on the US Market With New NYC Flagship' (2025)
» Business of Fashion — 'Gymshark's Path to $1 Billion in Sales Leads Through the US' (2025)
« FashionNetwork — 'Gymshark continues to make progress as revenue and EBITDA rise' (2025)
* The Brazilian Report — Olympikus vs Nike running shoe analysis
* Retail TouchPoints — Gymshark Dick's Sporting Goods wholesale debut
* Modaes Global — 'Gymshark record turnover of €748.6 million in 2025' (FY25 results)

End of analysis. Giovanni Oliveira - Market Entry Specialist - linkedin.com/in/gzoliveira - fiverr.com/s/akrX48N -
2026
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