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[bookmark: _Toc235715268]1. Introduction
[bookmark: _Toc235715269]1.1 Background
Over the last ten years, fitness in the United Kingdom has seen consistent growth as the public's recognition and interest in healthy lifestyle have grown, the advancement of technology and the focus on prevention in healthcare. The sector has grown far beyond fitness centres with a spread of commercial gyms, boutique fitness studios and digital fitness services, adding value to the UK economy and adapting to changing consumer preferences (Deloitte, 2024). Since the COVID-19 pandemic, people are more health conscious than ever before, with more are looking to participate in more physical activity and increasing the demand for flexible and technology-driven fitness services (Sport England, 2024). Digital fitness technologies, including wearable devices, mobile fitness applications, online coaching and health-monitoring platforms, are becoming increasingly important within the UK fitness industry. These innovations enable fitness providers to deliver more personalised services, improve customer engagement and support long-term health outcomes (McKinsey & Company, 2024; Deloitte, 2024; ukactive, 2025)
[bookmark: _Toc235715270]1.2 Business Problem
In spite of the constant expansion of the industry, the traditional gyms have stuck with standardised exercise programmes which don't sufficiently cater to individual customer needs. Customer motivation, satisfaction and long term membership retention is often diminished by limited personalisation, poor digital integration, and sub-optimal progress monitoring. Moreover, customers often fail to make it to regularly scheduled fitness classes due to their busy time, making a need for more flexible and personalised fitness solutions (Kotler, Keller and Chernev, 2022). These challenges are particularly relevant in urban communities such as, Levenshulme Manchester, where residents include students, working professionals, and health-conscious adults seeking convenient fitness solutions.
[bookmark: _Toc235715271]1.3 Business Opportunity
The changing fitness market presents a significant opportunity for the development of FitLife Smart Gym in Levenshulme, Manchester. Customers are increasingly looking for customized wellness packages, online fitness coaching, the integration of wearable fitness technology, and blended fitness solutions that integrate both in-person and online. Advances in digital fitness technologies, wearable devices and data-driven wellness services enable fitness providers to deliver personalised training programmes, monitor customer progress and improve service quality (McKinsey & Company, 2024; Deloitte, 2024; ukactive, 2025).
[bookmark: _Toc235715272]1.4 Scope
This Business Development Proposal focuses on the UK fitness and wellness industry, with, Levenshulme Manchester, England, United Kingdom, selected as the proposed launch location for FitLife Smart Gym.. The study will examine how feasible it is to build a smart fitness and wellness centre called FitLife Smart Gym which provides personalised fitness, nutrition, and digital wellness services. Outline of the analysis: market opportunities, the needs of the customers, analysis of the competitors and development of the business model, but not detailed financial forecasting and going international.
[bookmark: _Toc235715273]1.5 Aim
To develop a commercially viable business model for FitLife Smart Gym, a smart fitness and wellness centre that provides personalised fitness and wellness services in Levenshulme Manchester, United Kingdom.
[bookmark: _Toc235715274]1.6 Objectives
The objectives of this study are to:
· To analyse the UK fitness and wellness market. 
· To identify customer needs and preferences for personalised fitness services. 
· To evaluate the competitive environment within the Levenshulme Manchester fitness market. 
· To develop a sustainable business model for FitLife Smart Gym. 
· To recommend an effective implementation strategy for launching the business. 
[bookmark: _Toc235715275]1.7 Research Question
· How can a commercially viable business model be developed for FitLife Smart Gym in Levenshulme, Manchester, England, United Kingdom
· What customer needs and market opportunities exist within the fitness and wellness market in Levenshulme, Manchester?
· What external environmental factors and competitive forces are likely to influence the successful development of FitLife Smart Gym?
· How can the Business Model Canvas and Value Proposition Canvas be applied to develop a sustainable and competitive business model for FitLife Smart Gym?
[bookmark: _Toc235715276]2. Literature Review
The literature review is used to lay the foundation for the theory of the proposed business opportunity in the case of FitLife Smart Gym. It covers business development and strategic management frameworks commonly used to understand customer needs, business environments, competition, value creation and designing business models. The selected frameworks are: Jobs-to-be-Done (JTBD) Framework, PESTLE Analysis, Porter's Five Forces, Value Proposition Canvas and Business Model Canvas. These models can be used together to understand market opportunities and formulate a sustainable business strategy (Osterwalder and Pigneur, 2010; Porter, 2008).
[bookmark: _Toc235715277]2.1 Jobs-to-Be-Done (JTBD) Framework 
The Jobs to be Done (JTBD) approach states that people buy products or services to perform a certain function, a certain emotion or a certain social role (Christensen et al., 2016). In the fitness world, people sign up for fitness clubs to boost their health, shed weight, improve physical fitness, lower stress, or boost their wellbeing. Businesses can better meet the expectations of their customers if they grasp these underlying motivations. FitLife Smart Gym would be a good company to use the JTBD framework for because they are providing personalised fitness experiences, meeting the individual customer's fitness goal. 
[bookmark: _Toc235715278]2.2 PESTLE Analysis
PESTLE Analysis involves external macro-environment analysis, which considers the Political, Economic, Social, Technological, Legal and Environmental factors that can impact business performance (Johnson, Scholes and Whittington, 2020). FitLife Smart Gym has market opportunities due to political will to support public health initiatives, the rise of Health Awareness, innovations, and a rising demand for digital fitness services. Meanwhile, uncertainty in the economy, legal obligations like UK GDPR and environmental concerns can affect business activities. PESTLE offers a structure to consider outside opportunities and threats but it does not consider the capacity of the organisation or the level of competition and should be used in conjunction with other frameworks of strategic analysis.
[bookmark: _Toc235715279]2.3 Porter's Five Forces
Porter's Five Forces framework is used to examine the attractiveness of an industry by looking at the level of competition, supplier power, buyer power, threat of substitutes and threat of new entrants (Porter 2008). Established companies including PureGym, The Gym Group and David Lloyd Clubs compete with the fitness industry in the UK. There are many membership options, so there's a lot of bargaining power for consumers and there's a lot of substitutes in the form of digital fitness applications. Using this framework can help identify competitive pressures and guide a strategy for differentiation. 
[bookmark: _Toc235715280]2.4 Value Proposition Canvas
The Value Proposition Canvas is used to understand customer needs and align these with business offers, by breaking down customer jobs, pains, gains, products and services, pain relievers and gain creators (Osterwalder et al., 2014). The framework provides a way for companies to create products and services that address customer needs and provide value. For the company FitLife Smart Gym, it helps in creating personalized fitness programs, digital coaching, health tracking, and flexible membership options, which align with customer needs. While very effective in the context of customer-centred innovation, the framework does not take into account external factors, the environment in which the innovation is to be realized or competitive pressures, which will have to be incorporated into the broader analyses of the company's strategy.
[bookmark: _Toc235715281]2.5 Business Model Canvas
Business Model Canvas, as an all-encompassing framework for designing, analysing and communicating business models has nine distinct building blocks: Customer Segments, Value Proposition, Customer Relationships, Channels, Key Resources, Key Activities, Partners, Cost Structure, and Revenue Streams (Osterwalder and Pigneur, 2010). The framework is well suited to FitLife Smart Gym as it allows for the operational, financial and strategic elements to be combined, thus creating a commercially viable framework for development. But, although it is a good representation of business design, it does provide little direction about competition in the market or changes to the external environment and therefore needs to be complemented with other analytical tools.
[bookmark: _Toc235715282]2.6 Critical Discussion with Recent Literature 
Recent industry reports indicate that customer-centred service design, digital innovation and personalised fitness experiences have become important competitive factors within the UK fitness sector (Deloitte, 2024; ukactive, 2025; McKinsey & Company, 2024). One framework is not enough to understand all the possibilities of business in the new fitness business. Rather, integrating JTBD, the PESTLE Analysis, Porter's Five Forces, the Value Proposition Canvas and the Business Model Canvas allows for a more thorough analysis of customer needs, market dynamics, competitive positioning, and the creation of value.  
Overall, the integration of the above five analytical frameworks (Jobs-to-be-Done Framework, PESTLE Analysis, Porter's Five Forces, Value Proposition Canvas and Business Model Canvas) provides a comprehensive theoretical foundation for evaluating the commercial feasibility of FitLife Smart Gym. 
2.7 Framework–Application Table

	Framework
	Application in the Proposal
	Purpose

	Jobs-to-be-Done (JTBD)
	Analyse customer needs, motivations and expectations within the fitness and wellness market.
	To identify why customers seek fitness services and how FitLife Smart Gym can address their unmet needs.

	PESTLE Analysis
	Evaluate the political, economic, social, technological, legal and environmental factors affecting the proposed business.
	To identify external opportunities and threats influencing the development of FitLife Smart Gym.

	Porter’s Five Forces
	Assess the competitive environment within the UK fitness industry.
	To evaluate industry attractiveness, competitive rivalry and barriers to market entry.

	Value Proposition Canvas
	Analyse customer pains, gains and desired outcomes to develop an effective value proposition.
	To ensure that the proposed services meet customer needs and create competitive value.

	Business Model Canvas
	Design the overall business model, including value creation, customer segments, key resources, channels and revenue streams.
	To develop a commercially viable and sustainable business model for FitLife Smart Gym.

	Competitor Analysis (Benchmarking)
	Compare FitLife Smart Gym with PureGym, The Gym Group and David Lloyd Clubs.
	To identify market gaps, best practices and opportunities for competitive differentiation.

	Market Segmentation
	Identify the primary and secondary target customer groups in Levenshulme, Manchester.
	To support effective market positioning and service development for the proposed business.


[bookmark: _Toc235715283]3. Methodology
The methodology describes the method on which the commercial feasibility of the proposed smart fitness and wellness centre for Levenshulme, Manchester, UK is assessed. This study uses secondary research methodology which is based on the available published data available for the study to investigate opportunities, customer needs, industry trends and competitive environment. Secondary research is suitable for Business Development Proposal since it provides analysis of credible evidence from various sources, is cost effective and time efficient (Saunders, Lewis and Thornhill, 2023).
3.1 Research Philosophy
This research is Pragmatism type. Pragmatism is more concerned with solving practical business problems and choose research methods that best provide answers to the research objectives, rather than maintaining a single philosophical stance (Saunders, Lewis and Thornhill, 2023). Pragmatism in this proposal provides a platform to analyse commercial viability of FitLife Smart Gym on the basis of secondary evidence and frame the practical proposal for business development.
3.2 Research Approach
The method used will be qualitative secondary research approach. The study will not gather new data, but it will critically examine and synthesize data from a variety of trustworthy sources. This helps in defining market trends, customer expectations, competitive market conditions, and strategic opportunities in the UK fitness and wellness market. It is appropriate for building up an evidence-based business proposal and is consistent with the objectives of the study.
3.3 Secondary Data Source
A variety of secondary sources will be employed, such as peer-reviewed academic journal articles, books, industry reports, market research publications and official government statistics. Some of the key sources are from the Office for National Statistics (ONS), NHS England, Sport England, ukactive, Statista, and business reports. Competitors such as PureGym, The Gym Group and David Lloyd Clubs will also be consulted and their service offerings, pricing policies and positioning in the market will be discussed. The more multiple credible sources used, the more reliable and valid the findings will be.
3.4 Data Analysis
Thematic analysis will be used to identify themes concerning customer needs, digital fitness trends and business opportunities from the collected secondary data (Braun and Clarke, 2022). Furthermore, benchmarking and competitor analysis will be conducted to enable FitLife Smart Gym to be compared with the competition in the UK fitness industry. For the external environment, the customer value, industry competitiveness and the proposed business model will be analyzed using strategic frameworks discussed in the literature review: PESTLE Analysis, Porter's Five Forces, Jobs-to-Be-Done and Value Proposition Canvas.
3.5 Ethical Considerations
This study is completely secondary and will not be gathering any human participants, nor will it be collecting any personal data. All information will be gathered from public and credible sources, and referenced in accordance with the UWTSL Harvard (Cite Them Right) referencing system. All published findings will be presented accurately, plagiarism will be avoided and all sources evaluated critically before being included in the study. The analysis and conclusions will be based on reliable, up-to-date and relevant evidence.
[bookmark: _Toc235715290]4. Initial Market Opportunity Analysis
4.1 Market Size and Growth
The fitness and wellness sector in the UK is experiencing continued robust growth, which provides good conditions for new fitness businesses. Overall, the UK Health & Fitness Market Report 2025 found a total market revenue value of £5.7 billion in 2024, which is a 8.8% rise from the previous year. The report also reveals that in the UK, there are around 11.5 million individuals signed up for gym membership, and 5,607 health and fitness clubs in the UK (ukactive, 2025). Additionally, the UK fitness industry is projected to grow further, as people are increasingly looking to improve their well-being and prevent illness by focusing on health and fitness (Statista, 2025).
The proposed business will be located in Levenshulme, Manchester, an area that benefits from access to a large urban population, university students, young professionals and office workers. Manchester's diverse population and strong employment base create favourable conditions for fitness and wellness businesses. Combined with increasing public awareness of physical activity, preventive healthcare and digital fitness technologies, these demographic characteristics strengthen the commercial potential of FitLife Smart Gym.
4.2 Customer Segmentation
The main target market is the young professional male and female aged 25-40 who require flexible fitness services that can fit around their working lives. The secondary target is university students and health conscious adults who prefer affordable membership, personalised fitness programmes and digital wellness support. The increasing awareness of health and preventative healthcare of these customer groups is creating substantial demand in Manchester
4.3 Customer Pain Point
Although the market is growing, there are still some customers' needs that have not been met. In many traditional gyms there are exercise programmes that are well structured and limitedly customised and monitored. High workload, low member engagement and inadequate digital support due to lack of motivation. These loopholes present opportunities for companies that provide individual fitness services, flexible memberships, and integrated digital fitness solutions
4.4 PESTLE Analysis
The external environment continues to be positive. Government action on physical activity continues to drive industry growth and rising awareness of obesity prevention and mental wellbeing is driving demand for fitness services. The opportunities for service innovation continue to grow in the era of technological progress, like wearable devices and mobile fitness applications. However, business challenges could include inflation and increased running costs
4.5 Competitor Analysis
There are also some established operators like PureGym, The Gym Group and David Lloyd Clubs that cater to the local market. The Gym Group and PureGym both offer low cost memberships, 24-hour access but are in competition with David Lloyd Clubs, who are aiming for premium customers with higher membership prices and luxury facilities. This creates an opportunity in the market to cater to the needs of a smart fitness centre that can provide personalised fitness programmes, nutrition support and hybrid fitness services at an affordable price.
	Competitor
	Approximate Monthly Price
	Digital Features
	Market Gap

	PureGym
	£20–£26
	Mobile app, workout tracking
	Limited personalisation

	The Gym Group
	£20–£25
	App, online workouts
	Basic coaching services

	David Lloyd Clubs
	£165+
	Wellness app, premium facilities
	High membership cost

	FitLife Smart Gym (Proposed)
	Mid-priced
	Personalised fitness plans, nutrition support, wearable integration and hybrid coaching
	Affordable personalised smart fitness


4.6 USP Analysis
The key advantages that set FitLife Smart Gym apart are its personalised fitness programs, nutritional advice, integration with wearable tech, digital tracking capabilities, and hybrid fitness services. Through convenience and flexibility, and ongoing health monitoring, these features allow increased value for customers.
4.7 Initial Business Opportunity
Overall, the evidence indicates that the UK fitness market has a great potential for commerce. FitLife Smart Gym has the potential to secure a competitive sustainable position in the fitness industry of Manchester because of the strong growth within its market segment, the number of gyms that use this service and the positive demographic trend.
Table 4.1: Market Evidence Supporting FitLife Smart Gym
	Factor
	Evidence
	Implication for FitLife Smart Gym

	UK fitness market
	The UK health and fitness market generated £5.7 billion in revenue in 2024, representing 8.8% annual growth.
	Demonstrates strong industry growth and commercial potential.

	Gym membership
	Around 11.5 million people are members of UK health and fitness clubs, with 5,607 clubs operating nationwide.
	Indicates sustained consumer demand for fitness services.

	Target market
	Younger adults (particularly those aged 16–34) are the most likely to hold gym memberships, suggesting strong demand among students and young professionals.
	Supports targeting young professionals and university students in Levenshulme.

	Manchester location
	Manchester is one of the UK's largest urban centres, with a diverse population, major universities and a large working-age population, creating a broad customer base for fitness and wellness services.
	Provides a suitable catchment area for a smart fitness and wellness centre.

	Local competition
	Major competitors include PureGym, The Gym Group, and David Lloyd Clubs, offering budget and premium membership options across Manchester.
	Demonstrates an established market while highlighting opportunities for differentiation through personalised digital services.

	Competitor pricing
	Budget operators such as PureGym and The Gym Group typically charge around £20–£26 per month, whereas David Lloyd Clubs charge premium fees averaging over £165 per month.
	Creates a market gap for a mid-priced smart gym offering personalised coaching and digital wellness support.


[bookmark: _Toc235715298]5. Limitations
This study has some limitations associated with secondary research. The results are based on existing academic literature, government publications, industry reports and market data, which are available, of good quality and accurate. There may be some information specific to the Levenshulme, Manchester, fitness market that is not available and so Manchester and/or UK level data has been used to support the analysis. Furthermore, the methodologies used, publication dates and market estimates in industry reports can vary, and this may lead to variations in the results. Some of the information published may also lack long-term relevance as a result of the dynamic nature of the fitness industry and digital technologies. These limitations will be reduced by triangulation of multiple secondary sources, which involves cross-referencing findings from peer-reviewed journals, official government reports, trusted industry reports, and authoritative organisation websites. To increase the credibility, accuracy, and validity of the research findings, only credible and relevant sources will be used.
[bookmark: _Toc235715299]6. Timeframe
Gantt Chart
	Activity
	July
	August
	September
	October

	Topic approval and proposal planning
	
	
	
	

	Literature review
	
	
	
	

	Methodology development
	
	
	
	

	Secondary data collection
	
	
	
	

	Secondary data analysis
	
	
	
	

	Market opportunity analysis
	
	
	
	

	Business Model Canvas development
	
	
	
	

	Draft writing and revision
	
	
	
	

	Final editing and proofreading
	
	
	
	


[bookmark: _Toc235715300]7. Conclusion
This is a Business Development Proposal for the establishment of FitLife Smart Gym, a smart fitness and wellness centre in Levenshulme, Manchester, England, United Kingdom which has been prepared after a feasibility study. A business opportunity was defined by analysing the UK fitness and wellness market, needs and wants of customers, industry trends and competitive landscape. Relevant business frameworks such as the Business Model Canvas, the Value Proposition Canvas, Porter's Five Forces Analysis, PESTLE Analysis and the Jobs-to-be-Done (JTBD) Framework were used to evaluate the commercial viability of the proposed business. The methodology of the project was qualitative secondary research with the use of bibliographic research, government reports, reports from industry, and information about competitors. The results highlight the potential for launching FitLife Smart Gym as demand for personalised fitness services, digital wellness solutions, and flexible membership options increases. 
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