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[bookmark: _Toc102440082]Business Idea Proposal – Background and Overview
GYMHITT is a special wellness club that expects to put a solid focus on upgrading the lifestyle of each of its individuals in a cordial, energetic and adult-friendly climate. With the latest equipment, exercise equipment, well-informed health professionals and personalized administrations of the highest level; wellness club means to have an effect on the wellness local area through commitments led by respect, adapts well to its central purpose and vision.
[bookmark: _Toc102440083]Vision and Mission of GYMHITT
The mission of the wellness club is to teach its people the mastery and discipline behind science-supported wellness to help the masses achieve a solid and manageable lifestyle system. The club's vision is to spread awareness of the benefits of wellness in a world full of people focused on an unhappy lifestyle and thus helping to develop confidence.
[bookmark: _Toc102440084]Reasons for Establishment and Entrepreneur Background
The business visionary enjoys individual interest and prefers wellness and loves to train. She actually appreciates cardiovascular activities, kangu hop and lifting loads, sometimes with a meeting of almost five years in wellness. On her own trip to lose weight and reduce the ratio of muscle to fat, there were several groups that promoted different ways to the best way to lose weight. The businessman realized that the wellness business is full of ideas, especially in terms of training, diet, cardiovascular activities, performance supplements, performance enhancers and also steroids (upon observation and strict approval policy).
[bookmark: _Toc102440085]Gaps in the Market
With the wellness business prone to the forced use of drugs to improve performance, the market is full of wellness clubs that thrive and bring in painless revenue from fraudulent amateurs. This is where GYMHITT hopes to make up for the lack of surveillance and teach the majority about the relentless real factors and the central discipline of the regime and the pure consistency behind wellness. The club remains with its main beliefs and means to instruct young people that "Improvements cannot improve hard work.
[bookmark: _Toc102440086]Positioning, Location and Legal Responsibilities
The business company GYMHITT will be located in the heart of Whitechapel, just near the focal point of London, which is one of the most important and ideal places in London in the United Kingdom. Overtaking at least one affluent area, London is currently considered perhaps the best area to live in the more remarkable area of ​​London. The business visionary will create the club as the only exchange ideas and managerial approaches for the business, thinking about the size of the activities and simple for a set of legal methods of the equivalent (Hisrich, Peters and Shepherd, 2019). In addition, the businessman expects to hold the entire functional command over the business.
[bookmark: _Toc102440087]SWOT Analysis of GYMHITT
The SWOT analysis tool is one of the most well-known vital administrative devices that can help identify the central qualities, shortcomings, incredibly open doors and dangers of a business that is trying to work with internal investigation and pursue key choices that allow businesses to use their assets against its shortcomings and potentially open doors to alleviate dangers. The only parts of the GYMHITT device are identified and inspected as the following points (strengths, weaknesses, opportunities, and threats) show:
[bookmark: _Toc102440088]Organisational Strengths
There are several sources of quality related to GYMHITT tasks. Most importantly, the core beliefs of business, which include instructing the majority on the discipline and consistency behind wellness, are seen as an impetus for business progress in the long run. The administrations have specially designed projects to order, reckless assessment, completed health professionals, the latest equipment and a clean climate in the gym as a whole to be significant signs of business solidarity.
[bookmark: _Toc102440089]Organisational Weaknesses
In addition, there are several inherent shortcomings associated with the proposed adventure. The main source of business failure is that GYMHITT needs insight. As the business is just starting, it needs functional experience. In addition, it is the main constant activity of the business visionary, who also needs insight into the work of the business (Mansoori and Lackéus, 2019). One more probable bad service of the business is the target market chosen by it. Regardless of the way GYMHITT is open to itself and all this will focus more on ladies who have a place with the age group from 16 to 40 years.
[bookmark: _Toc102440090]Organisational Opportunities
In addition, there are several unique open doors that are accessible to business and the business visionary. Overall, there is an incredible chance to expand topographically to other expected areas in London. In fact, so well, another important point is that GYMHITT may also open an additional concern, more focused on serious training with an alternative target market together. GYMHITT can also set up a small business with a store that sells a variety of dietary supplements such as whey protein, pre-workouts, protein bars, creatine supplements, weight gain products and more.
[bookmark: _Toc102440091]Organisational Threats
One of the main sources of danger for business is the headlong danger. London already hosts several well-known wellness clubs, such as PureGym and Fitness Club, as well as others that can imagine GYMHITT in London, and much more. The market is currently flooded, which will pose a huge danger to GYMHITT. In addition, the coronavirus pandemic has further made people much more aware of physical elimination and, for the most part, kept away from cooperatives and crowded regions (Ong et al., 2021). 
[bookmark: _Toc102440092]PEST Analysis of GYMHITT
The PEST investigation is another important administrative / managerial tool that helps identify and break down external influences or full-scale environmental impacts that may affect business. The device includes a sum of four different external powers, which in relation to GYMHITT are distinguished as the factors indicate:
[bookmark: _Toc102440093]Political Factor
Before the blockade and after the coronavirus pandemic, recreation centres and wellness clubs were adversely affected. Businesses need political assistance and government funding to support the antagonistic effects of the pandemic. Accordingly, the public authority was active and reported £ 100 million to help rebuild the business (Sivan, 2020). 
[bookmark: _Toc102440094]Economic Factor
The coronavirus pandemic has negatively affected the UK economy, which has indeed affected the exposure of businesses, creating an environment of financial vulnerability. The equivalent can be said for the welfare and wellness industry, which is most affected. The blockades have led to the complete closure of the leisure centre since the beginning of the long period of 2020. In the colder part of the year, the blockade in the year 2020 and also 2021 for the majority of the time of exercise centres and wellness offices in the UK led to a consolidated revenue reduction of profit for many firms in the fitness industry (Sayed, Walsh and Sheikh, 2020). 
[bookmark: _Toc102440095]Social Factor
The outbreak broadened attention to well-being, nutrition and prosperity among Britons. People in the UK are focusing on being more dynamic than ever in recent memory. Live and on-demand exercises have also expanded, with interest in people who further appreciate web wellness classes and exercise useful from home without visiting the leisure centre (Alexandris et al., 2021).
[bookmark: _Toc102440096]Technological Factor
Advancement in technology and digital means of work and management is a necessity for admitting people to wellness clubs to top-level administrations, which can help divide the administration and achieve supremacy. Periodic repairs to machinery and equipment are needed, as energy-producing hardware can help reduce electricity costs, but there are constant costs to pay. Wellness clubs use their best-in-class presentation to make it easier to present their exercise centres as an advertising procedure to attract new customers (Alexandris et al., 2021).
[bookmark: _Toc102440097]Positioning Market Strategy and Overview of Target Market for GYMHITT
GYMHITT will be equipped and set up with the latest hardware and sound training trainers to cater to the needs and assumptions of a large crowd. Nevertheless, the main part that the leisure center may want to focus on are ladies in London, who have a place with an age group of 16 years and 40 years. From a psychographic point of view, the objective section should be ladies who are dynamic, related to sports, who want to maintain a stable lifestyle, seeing wellness as a way of life and ladies who hope to mainly eliminate the ratio of muscle to fat and to tonify their bodies.
GYMHITT will be located in line with the expected market goal, followed by a wellness club for fans who will learn the intricacies of wellness, and will offer real value to the end customer in exchange for a hefty and highly valued subscription fee. The reference centre will choose the separation of assistants, as well as a methodology for managing the costs of gaining excellence and attracting new customers in an excellent objective market share.
[bookmark: _Toc102440098]GYMHITT Approach to Marketing and Marketing Plan
GYMHITT aims to take care of advertising for dominance, as investing in the right promotion procedures can help reach the planned target market of the exercise centre, which is finally attracting more people along these lines, expanding with income and benefits. Some of the demonstration techniques that the owner will depend on to reach the planned target market are considered as follows:
Sign-up or membership advertising: This is one of the most amazing promotion procedures that can do something amazing for any wellness club. The fitness centre chain in the United Kingdom has excellently implemented such a procedure, which includes recommendations for raising existing faces in terms of recovery (Meahjohn and Persad, 2020). This can also help when working with verbal exchange techniques.
Promotion through online 'influencer' marketing: The virtual entertainment demonstration procedure also provides a form of power that must be adhered to in an advertising methodology that again does something amazing for the wellness business. GYMHITT also hopes to focus on specific wellness fans who have critical supporters through web-based entertainment and who can be glorified for wellness. Getting them to train at GYMHITT can help attract numbers (Grix et al., 2020). The recreation center will also offer long-term sponsorships.
Digital marketing (general): GYMHITT also expects to focus on improving the design of the website (improving the site) and the PPC (pay per click) procedure to target crowds looking for and browsing online leisure centers online, which helps for spreading the news there. A much-improved site affiliated with PPC can gain new leads (Chaffey and Ellis-Chadwick, 2019).
Promoting through social media (part of digital marketing): Since the Covid19 pandemic, the rise of web-based entertainment has expanded rapidly. GYMHITT will have official virtual entertainment handles in various web-based entertainment stages such as Instagram, YouTube and Instagram to demonstrate, promote and interact in the local wellness area (Chaffey and Ellis-Chadwick, 2019).
Traditional marketing/promotion: During the main stages, GYMHITT will also use conventional presentation procedures, such as flyers, business cards, print and standard advertising to promote the portfolio for help and progress.
Word-of-mouth advertisement reliance: This methodology is not worth a pound, as the GYMHITT is guided by respect and will be concentrated after the deployment and cost-sharing system. It also allows existing individuals to receive new confirmations that increase income and expand the local area.
[bookmark: _Toc102440099]Marketing Mix Overview of GYMHITT
Price - In the world of wellness, think about what you have to offer, while it is worthwhile, while promoting your evaluation plan for your classes and administrations.
Product - The way you improve your administration and attract the right people to your wellness club is vital. GYMHITT has a wide range of items to attract a huge range of customers.
Place/location - GYMHITT is located in Erdington, probably the best place for business and wellness, an exceptional situation with a lot of walking activity will certainly help to attract additional possible results through the entrance.
Promotion (advertisement) - Progress is a vital part of advertising and an essential part of the promotion mix. GYMHITT needs to improve the best administrations in terms of their value. GYMHITT will offer excellent help that people will appreciate and love.
[bookmark: _Toc102440100]Financial Plan Overview of GYMHITT
In view of the study, a reasonable estimate can be made of the cost of setting up a club in an exercise wellness center. The total cost of setting up GYMHITT is estimated at £ 80,000 (Madura, 2021). The statement about costs and requirements is constructed as follows:
	Particulars
	Amount (£)

	Equipment Costs
	20,000

	Interior Management Cost
	20,000

	Ventilation Costs
	7,000

	Cost of Furniture
	4,000

	Cost of IT Tools
	2,000

	Rent Costs
	15,000

	Insurance Costs
	2,500

	Marketing Costs
	4,500

	Cash Reserves
	2,500

	TOTAL ESTIMATED COST
	77,500



The full estimated capital costs are likely to be subsidized by two unique sources of money, which includes 50% value (owner commitment) and 15% liability (15% bank loan). The visionary's own speculation allows the equipment and monetary impact to be low, which reduces the risk of default. Also, a bank advance with 15% annual financial costs allows the businessman not to invest each of the individual reserve funds in the business.
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