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1. [bookmark: _Toc134721023]
Introduction
1.1. [bookmark: _Toc134721024]Rationale 
[bookmark: _Hlk134557186]The following The following report will concentrate on an environmental marketing analysis taking into account the importance the key external influencing drivers, including an analysis of the internal environment and the significant part marketing plays within an organisation.

2. [bookmark: _Toc134721025]Porters 5 Forces The Gym Group
The five forces that were deemed to be (Porter, 2008) analysis is utilised to determine the preferable strategies that The GYM Group can employ after it identifies the internal ‘strengths’, ‘weaknesses’ it possess and the external  ‘opportunities’ and ‘threats’ that impact it (Gürel and Tat, 2017)and plan and implement the chosen, relevant strategies to counteract and nullify  tits ‘weaknesses and threats and build on the opportunities and strengths. (fernfortuniversity.com) 
Porter’s 5 Forces
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2.1. [bookmark: _Toc134721026]Threat of New Entrants
The Gym Group has a close competition with its industry rival, Pure Gym. Although there are many local gyms, The Gym Group’s brand encompasses value for money with access to modern equipment and fitness services at economical prices, that is also seen with the introduction of its diversification into selling complimentary products to its services, not offered by its competitors, which sets The Gym Group apart from its rivals. Threat of future competition within its rivals with an introduction of their own fitness shoe, is a possibility, but The Gym Group see its competition from the fitness shoes from established organisation leaders, Nike and Reebok. However their pricing strategy will reflect The Gym Group brand value of value for money, thus removing it from direct competition with its narrower smaller demographic of it potential and present customers resulting in a low threat of new entrants.
2.2. [bookmark: _Toc134721027]Bargaining Power of Buyers
The bargaining power of its potential The Gym Shoe customer will be high, given the choices available withing the leisure shoe industry market competitors, but once its targeted customers  realise the benefit of the adoption of The Gym Shoe to The Gym Group Membership and additional services, in a reductio of price, it is highly likely to encourage a sharp uptake in the sale of The Gym Shoe, thus reducing and balancing the buyers barging power.
2.3. [bookmark: _Toc134721028]Threat of Substitutions
With The Gym Shoe design reflecting The Gym Group brand, with its intended gym service use, and economical pricing, the threat of substitutes will be low, due to its narrow demographic reach. 
2.4. [bookmark: _Toc134721029]Bargaining Power of Suppliers
The level of bargaining power with The Gym Group is low, as the volume of suppliers far outweigh the demand for contracts for the development and manufacture of leisure footwear, especially in developing countries, such as India and China, where there are a plethora of manufactures, resulting in The Gym Group being in control of which supplier to employ in the construction of The Gym Shoe.
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(statista.com)
2.5. [bookmark: _Toc134721030]Rivalry Among Existing Competitors
The Gym Group’s Gym Shoe’s main rivals are Nike and Reebok, both established in the leisure and fitness footwear industry, with high brand value and a loyal customer base. With little movement from The Gym Group’s leisure and fitness gym service main competitors veering into diversification into the manufacturing of their own gym focused leisure footwear sector, the rivalry with The Gym Group would be reduced. The Gym Group will increasing its brand value with its introduction of its  competitively priced The Gym Shoe.

3. [bookmark: _Toc134721031]SWOT analysis of The Gym Group 
The SWOT analysis is utilised to determine the preferable strategies that The GYM Group can employ after it identifies the internal ‘strengths’, ‘weaknesses’ it possess and the external  ‘opportunities’ and ‘threats’ that impact it (Gürel and Tat, 2017)and plan and implement the chosen, relevant strategies to counteract and nullify  tits ‘weaknesses and threats and build on the opportunities and strengths. (fernfortuniversity.com)


SWOT Analysis

What does The Gym Group, organisation, staff and services do well?


What does The Gym Group, organisation, staff and services need to improve?



Are there any trends, areas of investment, or growth that The Gym Group can take advantage of and turn into and strength? 


How much does the competition’s standing and The Gym Group’s weakness impact and expose the company? 




(Faucher, A. 2023)
3.1. [bookmark: _Toc134721032]Advantages of SWOT analysis 
· Assists in the identifying The Gym Group strengths and weaknesses are enabling them to be addressed 
· Allows for focuses planning and development 
· Enables the planning and development of relevant strategies
· Collate successful and unsuccessful ventures for future management consideration and decisions (cipd.com)
3.2. [bookmark: _Toc134721033]Disadvantages of SWOT analysis
· The gathered information can be generalised and not specific enough to allow ease of use due to a lack of information
· An excessive amount of data can hinder adequate analysis for forward progression
· Collative information may be time-consuming 
· Information may be assumptive rather than fact-based 	(cipd.com)

4. [bookmark: _Toc134721034]STP Analysis of The Gym Group (Segmenting Targeting and Positioning)
The STP analysis of The Gym Group customers within the leisure and fitness market sector focuses on the characteristics detailed through Segmentation, Targeting and Positioning, and assists in detailing specific information, marketing and promotion for a specified demographic. (Decker, 2021)
The use of STP analysis allow for the creation of The Gym Group’s increased  market performance cantering on a redeveloped and redefined relevant marketing strategies aimed at its identified target demographic, producing new brand, service and product awareness, thus increasing The Gym Groups value and market position. (Hooley, Piercy and Nicoulaud, 1998)
Identifying which segmented customer demographic to focus on
Segmentation is the process of separating your customers into smaller groups based on certain characteristics
Identify how best to should position your product, or service to target the customer segments that will yield the most value













(Faucher, A. 2023)

4.1. [bookmark: _Toc134721035]Segmenting
Segmentation will usually be bases on one or more of the following areas
· Demographics - Who The Gym Group Customers are?
· age 
· gender
· highest attained education level
· location of residence
· profession
· income
· Psychographics - Why become a member, or customer of The Gym Group?
· priorities in life
· personality traits
· beliefs set
· life values
· Lifestyle traits -  Activities participated in outside if work by Gym Group members and customers
· hobbies
· entertainment choices
· non-work activities

· Behaviour – Voluntary actions undertaken by Gym Group Members and customers
·  brand loyalty
· channel preferences
· shopping habits 			(hubspot.com)

The Gym Group should focus on the segmentation demographic group
Segmentation 	Young, middle income individuals with a need for a healthy lifestyle 
4.2. [bookmark: _Toc134721036]Targeting
Strategically identifying which segmented area of  The Gym Group customer demographic to focus on and target using specified questioning:
· Does the focused segmented section comprise of enough potential customers to justify targeting? 
· Would the profit margin increase with focused targeting?
· Is the focused target section clearly and easily differentiated from the other segmented sections?
· Can all members of Marketing and Sales access the focused target section easily?
· Does The Gym Group have the capability to direct their sales towards the focused target section? 
· Have the Gym Group clarified that any and all physical, legal, social, or technological barriers that could prevent targeting been addressed? 		(hubspot.com)

The Gym Group should focus on the target demographic group
Targeting 		Mid to heavy social media users, brand ambassadors, leisure and fitness enthusiasts
4.3. [bookmark: _Toc134721037]Positioning
Consider and make a decision on the best market position for The Gym Group that will create a unique and preferential selling position, that will yield the highest returns from current members and potential customers.
(mindtools.com)
  
The Gym Group should focus attaining the correct position 
Positioning 		First class service with the latest equipment economical prices and  24 hour service
5. [bookmark: _Toc134721038]Map Marketing strategy mix The Gym Shoe
Neil Bordon introduced the concept of a mixed marketing strategy in ‘The Concept of the Marketing Mix’, an article published in the Harvard Business School Journal in the late 1950’s. He was influenced by a piece written piece penned by Professor James Culliton, in 1948. 
The phrase ‘Marketing Mix, was heavily influenced by Culliton’s idea of likening marketing executive to a chef selecting ingredients to create a recipe for success. (business.adobe.com)
Originally the Marketing Mix was a concept developed around 4 elements, Product, Price Place and Promotion, to meet the wants and needs of a targeted demographic market, and fulfil customers’ service and, or product desires. (proquest.com, 01.05.23) It has developed to included additional aspects needed to focus on the better improve and influence the customer during their journey during the pre-purchase, purchase and post-purchase phases of the customer purchase process. Physical Evidence, People and Process, are additional elements, associated to the 4P’s of the Marketing Mix creating the 7Ps associated with marketing products. The Marketing Mix will be employed to develop and promote brand awareness of it new product with the fundamental objective to primarily increase The Gym Shoe product sales and secondly expand The Gym Group membership.
5.1. [bookmark: _Toc134721039]Product
The materials used in indoor training gym footwear is of significant importance to produce the ideal cushioning and absorption during physical activity.  Various biomechanical testing of the users’ perceived optimum thickness and actual product effectiveness were performed to produce the most relative, comprehensive data to produce several prototypes for male and female users.  (Morio et al., 2020) Utilising recent cushioning and absorption technology research, The Gym Group has developed its universal leisure and fitness shoe, The Gym Shoe, which is available in multiple sizes from a UK size 3 to 12 with a choice of  3 width sizes, slim, standard and wide.  
5.2. [bookmark: _Toc134721040]Price
The Gym Group’s brand’s reputation for providing cost effective value gym experience have been expanded to include its launch of The Gym Shoe. With Reebok fitness gym shoes ranging from £38 to £110 (rebook.com) and Nike fitness training shoes ranging from £103 to £179 (nike.com) The Gym Shoe will be introduced at an economical rate mirroring The Gym Group’s gym service prices. The Gym Shoe will be competitively priced from £30 to £60 depending on the combination of size and width fittings.

(rebook.com) 						(nike.com)  
5.3. [bookmark: _Toc134721041]Place
The Gym Group’s launch of The Gym Shoe will concentrate on online promotion on its social media  and websites, alongside their instore promotion. The use of video advertisement on YouTube, Instagram and Facebook social media,  upselling during the purchase stage during the customer journey and Vending machines (available in all local gyms) will provide future and present members the access to The Gym Shoe along multiple stages in their purchasing journey. 

5.4. [bookmark: _Toc134721042]Promotion
The application of a multi-phased marketing promotion along the Customer Journey with insure that all stages will attract customer to purchase The Gym Shoe to complement their membership to The Gym Group gyms. 
The Gym Group’s launch of its Gym Shoe will increase its current use of on online promotion on its social media and websites, alongside their instore promotion. Adverts will run on The Gym Group’s website, app, personal YouTube Channel and employ social media personalities as brand ambassadors to review The Gym Shoe and offer tailored discounts to their followers on various social media platforms including YouTube, Instagram and Facebook. 

· Pre-Purchase 
The use of vouchers and limited price offers in all adverts
· Purchase 
The use of upselling in the purchase stage of The Gym Group gym membership
· Post-Purchase 
Reduction in price for members offered online through its app through a multi-purchase discount for 2, or more of The Gym Shoe purchases.

5.5. [bookmark: _Toc134721043]Physical Evidence
The physical display of The Gym Shoe in The Gym Group’s gyms and on its gym’s digital screens displaying The Gym Shoe adverts detailing its benefits and member discounts, visibility of vending machines in The Gym Group gym foyers and staff uniforms are designed to encourage potential customers and current members to make purchases.
5.6. [bookmark: _Toc134721044]People
The Gym Group offers a 24hour gym service, but not all gyms have member access to on-site staff for the duration of the gym’s operation times. Those that do have a reduced service during the evening. Training of staff to broaden their customer focussed service to include full knowledge and ability to sell The Gym Shoe and update membership as a combination purchase at a discount to members throughout a gym’s operation would assist to drive sales upwards and increase the brand recognition for drop-in customer queries form non-members.

The addition of The Gym Shoe to The Gym Group uniforms for all staff, including personal trainers and fitness class instructors, will aid in brand recognition useability for all gym purposes.  


( Faucher, A. 2023)
5.7. [bookmark: _Toc134721045]Process
A addition of a stock room at all gyms will allow the on-site staff to replenish the vending machine, and or aid in returns and refunds for members, building the face-to-face customer service accessible for current members and walk-in queries.

6. [bookmark: _Toc134721046]Recommendations
6.1. [bookmark: _Toc134721047][bookmark: _Hlk134642945]Ansoff Matrix
The Ansoff Matrix was designed and developed by Henry Ansoff, a mathematician and pioneer in business strategies. In 1957, his strategic development was originally published in the Harvard Business Review and is often implemented in conjunction with other analytic strategies, namely SWOT, Porter’s 5 Forces (Corporate Finance Institute, 2023) and the STP Analysis, concentration on Penetration, Market Development, Product Development, and Diversification and is utilised to direct marketing service, or product market direction. (ansoffmatrix.com) 

Ansoff Matrix
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6.2. [bookmark: _Toc134721048][bookmark: _Hlk134643411]Diversification – New product (The Gym Shoe)
With the introduction of a new product, The Gym Group would be moving into new area of Diversification, originally being a service-based company and now producing its first gym-focused product. The intensity of Product Development will be fundamental in informing its existing and new members of its new product, The Gym Shoe. 
Market Penetration will be utilised to form the driving force propelling the concept of increasing sales of existing products with a free or reduced price The Gym Shoe. As The Gym Group will also focus on a new market for its Gym Shoe, as a trendy multi-use Gym Shoe for internal and external use in person gyms and local council outdoor public fitness equipment available in local parks. The Gym Group intends to increase the awareness of existing gym services in new markets with its diversification with the sale of its The Gym Shoe.
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(Faucher, A. 2023)
6.3. [bookmark: _Toc134721049]Market Development
The advancements in digital and online technology have redesigned the way customers interact with sellers, with growing access to the expanding service and product market with its price and selection variety, available on multiple platforms increasing the convenience and ease of access diverting customers away from in-person purchasing to online sources such as, social media, ecommerce sites and mobile apps. (Chaffey and Ellis-Chadwick, 2016). 
Gym Group will be introducing a new product which is aimed increase its customer gym sessions while using The Gym Group’s gym services. Their new The Gym Shoe is designed to comfortably support, complement and enhance its customers gym experience while generating confidence and satisfaction at an affordable price. The Gym Group The Gym Shoe will be available in vending machines at all of its gyms. It will be advisable that members utilise the examples, available on request from staff, to ensure the best fit.
The Gym Group is increasing its online presence via digital advertising, increasing the traffic on its own social media and website aimed at introducing, to its current and future members, The Gym Shoe and its all-round suitability as an universal gym and leisure footwear a competitive, but economical price. 

7. [bookmark: _Toc134721050]Conclusions
To successfully launch The Gym Group’s diversification into the sale of its first product, The Gym Shoe, it is advisable that Gym Group should employ a more aggressive marketing approach, than it currently runs, to target its identified customer demographic group, offering current members incentives and attractive discounts to prospective members and customers on multiple online and social media platforms, utilising brand ambassadors to promote its new product, expressing The Gym Shoe’s versatility of use in a variety of leisure activities, that compliments The Gym Group’s modern 24-hour gym service, that’s both affordable with 24-hour gym availability.

8. [bookmark: _Toc134721051]References
1. Adobe Communications Team (2022) The marketing mix and 4 Ps of marketing. Available at: https://business.adobe.com/blog/basics/marketing-mix-and-four-ps-of-marketing (Accessed: April 23, 2023).
2. Ansoff, H.I. (1957) Strategies for Diversification.
3. Chaffey, D. and Ellis-Chadwick, F. (2016) Digital Marketing Strategy, Implementation and Practice, 7/E., Pearson eBooks. Available at: http://dspace.uniten.edu.my/handle/123456789/16971.
4. CIPD | SWOT Analysis | Factsheets (2021). Available at: https://www.cipd.org/uk/knowledge/factsheets/swot-analysis-factsheet/ (Accessed: April 16, 2023).
5. Corporate Finance Institute (2023) “Ansoff Matrix,” Corporate Finance Institute [Preprint]. Available at: https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/ (Accessed: April 6, 2023).
6. Decker, A. (2021) “The Marketer’s Guide to Segmentation, Targeting, &amp; Positioning&nbsp;(STP Marketing),” hubspot.com, 9 December. Available at: https://blog.hubspot.com/marketing/segmentation-targeting-positioning (Accessed: May 7, 2023).
7. DeSarbo, W.S., Blanchard, S.J. and Atalay, S. (2009) “A New Spatial Classification Methodology for Simultaneous Segmentation, Targeting, and Positioning (STP Analysis) for Marketing Research,” in Review of marketing research. Emerald Publishing Limited, pp. 75–103. Available at: https://doi.org/10.1108/s1548-6435(2008)0000005008. (Accessed: May 6, 2023)
8. DeSarbo, W.S., Grewal, R. and Scott, C.J. (2008) “A Clusterwise Bilinear Multidimensional Scaling Methodology for Simultaneous Segmentation and Positioning Analyses,” Journal of Marketing Research, 45(3), pp. 280–292. Available at: https://doi.org/10.1509/jmkr.45.3.280. (Accessed: May 1, 2023)
9. Drummond, G., Ensor, J. and Ashford, R. (2007) Strategic Marketing: Planning and Control, Routledge eBooks. Available at: https://doi.org/10.4324/9780080498270. (Accessed: April 26, 2023)
10. Gürel, Ş. and Tat, M. (2017) “SWOT ANALYSIS: A THEORETICAL REVIEW,” The Journal of International Social Research, 10(51), pp. 994–1006. Available at: https://doi.org/10.17719/jisr.2017.1832. (Accessed: April 9, 2023)
11. Hako, B.A. (1972) “Strategies for diversification,” Long Range Planning, 5(2), pp. 65–69. Available at: https://doi.org/10.1016/0024-6301(72)90048-9. (Accessed: April 16, 2023)
12. Hooley, G.J., Piercy, N.F. and Nicoulaud, B. (1998) Marketing Strategy and Competitive Positioning. Available at: http://alaso.lnx.warwick.ac.uk/id/eprint/44225. (Accessed: April 11, 2023)
13. Leading 10 global footwear producers, by country 2021 | Statista (2022). Available at: https://www.statista.com/statistics/227256/leading-10-global-footwear-producers-by-country/. (Accessed: May 8, 2023)
14. Meissner, F. and McCarthy, E.J. (1978) “Basic Marketing: A Managerial Approach,” Journal of Marketing, 42(4), p. 103. Available at: https://doi.org/10.2307/1250097. (Accessed: April 6, 2023)
15. Miller, I. (2018) History of the Ansoff Matrix – Ansoff Matrix. Available at: https://www.ansoffmatrix.com/ansoff-matrix-history/. (Accessed: May 9, 2023)
16. Mind Tools Content Team, “segmentation targeting and positioning model”. Available at: https://www.mindtools.com/a5llt9t/segmentation-targeting-and-positioning-model (Accessed: May 1, 2023).
17. Morio, C. et al. (2020) “A multidisciplinary approach to the engineering of footwear cushioning: A practical example of gym training shoes,” Proceedings of the Institution of Mechanical Engineers, Part P: Journal of Sports Engineering and Technology, 236(1), pp. 5–16. Available at: https://doi.org/10.1177/1754337120957227. (Accessed: May 8, 2023)
18. Palmer, A. (2003) “Introduction to Marketing: Theory and Practice”. Available at: http://ci.nii.ac.jp/ncid/BB0980844X. (Accessed: May 7, 2023)
19. Porter, M.E. (2008) “The five competitive forces that shape strategy.,” PubMed, 86(1), pp. 78–93, 137. Available at: https://pubmed.ncbi.nlm.nih.gov/18271320. (Accessed: May 4, 2023)
20. Strategic Management Department “The Gym Group Plc Porter Five Forces Analysis, Porter 5 forces analysis,” Fern Fort University [Preprint]. Available at: http://fernfortuniversity.com/term-papers/porter5/lse/499-the-gym-group-plc.php. (Accessed: May 7, 2023)
21. Strategic Management Department “The Gym Group Plc SWOT Analysis Matrix (Strengths, Weakness, Opportunities, Threats),” Fern Fort University [Preprint]. Available at: http://fernfortuniversity.com/term-papers/swot/nyse/6902-the-gym-group-plc.php. (Accessed: May 2, 2023)
22. The Five Forces - Institute For Strategy And Competitiveness - Harvard Business School. Available at: https://www.isc.hbs.edu/strategy/business-strategy/Pages/the-five-forces.aspx. (Accessed: April 16, 2023)
23. THE MARKETING MIX IN THE ONLINE ENVIRONMENT - ProQuest. Available at: https://www.proquest.com/docview/1658463146?pq-origsite=primo. (Accessed: May 6, 2023)
24. Unisex Training & Gym Shoes. Nike GB. Available at: https://www.nike.com/gb/w/unisex-training-gym-shoes-3rauvz58jtozy7ok. (Accessed: May 7, 2023)

2 | Page

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
Threat of
New Entrants

Rivalry

Among
Existing

Competitors,

<4
Bargaining
Power of

Bargaining
Power of

Suppliers Buyers

Threat of
Substitute
Products or
Services




image3.png
Threat of
New Entrants

Rivalry

Among
Existing

Competitors,

<4
Bargaining
Power of

Bargaining
Power of

Suppliers Buyers

Threat of
Substitute
Products or
Services




image4.png
5.000

China
@ Pakistan
® Th

@ India
Bangladesh

Vietnam
Mexico

® indonesia
® Iran

2020

® Brazil
® Philippines

® Turkey
® raly




image5.png
STRENGTH

WEAKNESS

The

Gym Group
SWoT

Analysis

OPPORTUNITIES

THREATS




image6.png
STRENGTH

WEAKNESS

The

Gym Group
SWoT

Analysis

OPPORTUNITIES

THREATS




image7.png
STP Analysis

D) (©) (&

Segmenting Targeting Positioning




image8.png
STP Analysis

D) (©) (&

Segmenting Targeting Positioning




image9.png
Q : A
S “Opg s T
e R
£50 £43 £50 £38
NFX Trainers ‘Work N Cushion 4.0 Shoes NFX Trainers. Flexagon Energy 4 Shoes
Fitness & Training Shoes Walking Shoes Fitness & Training Shoss Fitness & Training Shoss
2colours 2colours 2colours 2colours
v v v
£10 £75 £85 £65
Nano X3 Shoes Astroride Trail GTX 2.0 Shoes Nano 2 Shoes Nanoflex TR V2 Shoes
Fitness & Trining Shoes Walking Shoes Fitness & Training Shoss Fitness & Training Shoss
2colours

3colours




image10.png
Nike Romaleos 4
Training Shoe
2 Colours

£179.95

RN

AN
oo S

Nike Savaleos
Weightifting Shoe
2 Colours

£103.47 £414.95




image11.png
Q : A
S “Opg s T
e R
£50 £43 £50 £38
NFX Trainers ‘Work N Cushion 4.0 Shoes NFX Trainers. Flexagon Energy 4 Shoes
Fitness & Training Shoes Walking Shoes Fitness & Training Shoss Fitness & Training Shoss
2colours 2colours 2colours 2colours
v v v
£10 £75 £85 £65
Nano X3 Shoes Astroride Trail GTX 2.0 Shoes Nano 2 Shoes Nanoflex TR V2 Shoes
Fitness & Trining Shoes Walking Shoes Fitness & Training Shoss Fitness & Training Shoss
2colours

3colours




image12.png
Nike Romaleos 4
Training Shoe
2 Colours

£179.95

RN

AN
oo S

Nike Savaleos
Weightifting Shoe
2 Colours

£103.47 £414.95




image13.png
Thesymeroun





image14.png




image15.jpeg
join the gym group

The Gy

nembership:  student i

monthly memberships

£2399

manth

£10joining
s




image16.png
B, S~

belvnu ¢ cost nationwide 2 m um





image17.png




image18.png
Thesymeroun





image19.png




image20.jpeg
join the gym group

The Gy

nembership:  student i

monthly memberships

£2399

manth

£10joining
s




image21.png
B, S~

belvnu ¢ cost nationwide 2 m um





image22.png




image20.png
EXISTING

NEW

Products And Services

Market

Penetration

Diversification

EXISTING NEW

DNILSIX3

M3IAN




image23.png
EXISTING

NEW

Products And Services

Market

Penetration

Diversification

EXISTING NEW

DNILSIX3

M3IAN




image24.png




image25.png
the

gym
shoe




