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1. [bookmark: _Toc236199010]Introduction
The UK fitness industry has grown rapidly due to increased awareness of health, wellbeing and affordable fitness options. The Gym Group has established itself as a leading low-cost gym operator by offering flexible, contract-free memberships and modern facilities. This business plan proposes The Gym Group Wellness+, an AI-powered wellbeing service that combines personalised fitness, digital health and wellness support to enhance customer experience, strengthen competitive advantage and support the company's long-term growth.
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[bookmark: _Toc236199011]1.1 Company Overview
The Gym Group plc is a publicly listed company on the London Stock Exchange and is recognised as one of the UK's largest low-cost gym providers. The company operates more than 240 gyms across the United Kingdom and serves over one million members through its affordable membership model. Unlike many traditional fitness clubs, The Gym Group offers flexible monthly memberships without long-term contracts, making fitness more accessible to a wider range of consumers (The Gym Group plc, 2025).
The company's business model is based on operational efficiency, digital technology and affordability. Members can join online, access gyms using the mobile application and benefit from extended opening hours, modern equipment and optional personal training services. According to Barringer and Ireland (2019), successful entrepreneurial organisations continuously identify opportunities to improve customer value through innovation. Therefore, introducing an additional digital wellness service represents a logical extension of The Gym Group's existing business strategy.
[bookmark: _Toc236199012]1.2 Business Idea
This business plan proposes The Gym Group Wellness+, a premium subscription service that complements existing gym memberships by providing integrated health and wellbeing support.
The proposed service will combine fitness, nutrition, recovery and mental wellbeing into one digital platform supported by artificial intelligence. Rather than competing with The Gym Group's existing low-cost offering, Wellness+ will provide optional value-added services for members seeking a more personalised fitness experience.
The main features of Wellness+ include:
· AI-generated personalised workout programmes.
· Individual nutrition planning.
· Integration with wearable technology such as Apple Watch, Fitbit and Garmin.
· Digital progress monitoring.
· Recovery zones equipped with massage guns and stretching areas.
· Mental wellbeing resources, including mindfulness and stress-management programmes.
· Corporate wellness packages for employers.
· Loyalty rewards based on attendance and fitness achievements.
Drucker (2015) argues that innovation is the fundamental tool of entrepreneurship because it creates opportunities to generate new value. The proposed Wellness+ service demonstrates this principle by responding to growing consumer demand for integrated digital health solutions while building upon The Gym Group's existing strengths.
[bookmark: _Toc236199013]1.3 Products and Services
· The Gym Group currently provides several core services, including:
· Affordable monthly memberships.
· 24-hour gym access.
· Group exercise classes.
· Personal training services.
· Mobile application.
· Online membership management.
· Modern cardio and resistance equipment.
The proposed Wellness+ service expands this portfolio by introducing premium health and wellbeing services, including:
· AI-powered fitness assessments.
· Personalised nutrition coaching.
· Wearable technology integration.
· Recovery and rehabilitation support.
· Sleep and wellness monitoring.
· Digital health dashboard.
· Lifestyle coaching.
· Corporate wellbeing programmes.
This diversified product portfolio enables The Gym Group to increase customer engagement, improve retention and create new revenue opportunities while maintaining its affordable membership model.
[bookmark: _Toc236199014]1.4 Purpose, Proposed Vision and SMART Objectives
[bookmark: _Toc236199015]1.4.1 The Gym Group's Official Purpose
The Gym Group states that its purpose is "to break down barriers to fitness by making it more accessible, inclusive and sustainable" (The Gym Group plc, 2025). This purpose reflects the company's commitment to providing affordable, flexible and accessible fitness opportunities for people from all backgrounds.
[bookmark: _Toc236199016]1.4.2 Proposed Vision for Wellness+
The proposed vision for Wellness+ is:
To become the UK's leading affordable technology-enabled fitness and wellbeing service by combining accessible gym facilities with personalised digital health solutions.
[bookmark: _Toc236199017]1.4.3 Proposed Mission for Wellness+
The proposed mission is:
To enhance members' physical and mental wellbeing by delivering affordable, personalised and technology-driven fitness, nutrition and recovery services that complement The Gym Group's existing low-cost gym model.
[bookmark: _Toc236199018]1.4.4 SMART Objectives
· The proposed Wellness+ service aims to achieve the following objectives:
· Launch Wellness+ in 10 pilot gyms within the first 12 months.
· Achieve 2,500 Wellness+ subscribers during the first year.
· Increase average revenue per participating member by 8% within two years.
· Improve member retention in pilot gyms by 5% within two years.
· Expand Wellness+ to 50 Gym Group locations within three years, subject to successful pilot results.
These objectives are specific, measurable, achievable, relevant and time-bound, providing clear performance indicators for evaluating the success of the proposed innovation.
[bookmark: _Toc236199019]1.5 Unique Selling Proposition (USP)
The principal Unique Selling Proposition (USP) of The Gym Group Wellness+ is its ability to combine affordable gym memberships with personalised AI-powered health and wellbeing services.
Many competitors either provide low-cost gym facilities with limited additional services or premium health clubs at significantly higher prices. Wellness+ differentiates itself by offering:
· Affordable premium wellness services.
· Artificial intelligence for personalised coaching.
· Wearable technology integration.
· Recovery and rehabilitation support.
· Mental wellbeing resources.
· Digital health monitoring through one integrated platform.
Porter (1985) suggests that sustainable competitive advantage is achieved through meaningful differentiation. By combining technology, affordability and personalised wellbeing, Wellness+ creates additional customer value while strengthening The Gym Group's competitive position within the UK fitness industry.
2. [bookmark: _Toc236199020]Market and Industry Analysis
[bookmark: _Toc236199021]2.1 UK Fitness Industry Overview
The UK fitness industry continues to grow due to increasing awareness of health, wellbeing and digital fitness solutions. The Gym Group has strengthened its position through affordable, contract-free memberships, investment in technology and an expanding gym network. However, rising customer demand for personalised fitness, wearable technology and digital health services presents an opportunity for innovation. The proposed Wellness+ service responds to these trends by combining affordable gym access with AI-powered fitness, nutrition and wellbeing support, creating additional value for members and a new revenue stream for the company.
[bookmark: _Toc236199022]2.2 PESTLE
PESTLE analysis is a strategic management tool used to evaluate the external macro-environment that influences business performance (Johnson, Scholes and Whittington, 2020).
	Factor
	Analysis

	Political
	Government initiatives encouraging physical activity and reducing obesity positively support demand for gym memberships. Public health campaigns and investment in active lifestyles create opportunities for businesses operating within the fitness sector (Department of Health and Social Care, 2023).

	Economic
	Inflation and the rising cost of living may reduce consumer spending on leisure activities. However, The Gym Group's low-cost pricing strategy makes it more attractive than premium gym operators during periods of economic uncertainty (The Gym Group plc, 2025).

	Social
	Increasing awareness of obesity, mental health and healthy lifestyles has encouraged greater participation in physical activity. Consumers also expect personalised fitness experiences supported by digital technologies (UK Active, 2024).

	Technological
	Artificial intelligence, wearable devices, mobile applications and digital health monitoring are transforming the fitness industry. Integrating these technologies into Wellness+ can improve customer engagement and service quality (Barringer and Ireland, 2019).

	Legal
	The Gym Group must comply with UK GDPR when processing customer data, together with health and safety legislation, equality legislation and employment regulations to ensure legal compliance (Information Commissioner's Office, 2024).

	Environmental
	Consumers increasingly value environmentally responsible organisations. Energy-efficient buildings, sustainable operations and reduced carbon emissions can strengthen The Gym Group's corporate reputation and support long-term competitiveness (The Gym Group plc, 2025).


The PESTLE analysis indicates that social and technological factors create significant opportunities for the proposed Wellness+ service, whereas economic uncertainty and legal compliance represent the primary external challenges.
[bookmark: _Toc236199023]2.3 Competitor Analysis
The UK low-cost fitness market is highly competitive, with several established operators competing on price, convenience and service quality (Porter, 1985). The Gym Group competes directly with PureGym, JD Gyms and Anytime Fitness, while premium operators such as David Lloyd Clubs target a different customer segment through luxury facilities and additional leisure services.
	Competitor
	Strengths
	Weaknesses

	PureGym
	Largest low-cost gym operator in the UK, extensive national network, strong digital platform and wide brand recognition (PureGym, 2025).
	Highly competitive market reduces opportunities for differentiation.

	JD Gyms
	High-quality equipment, attractive gym design and competitive membership pricing (JD Gyms, 2025).
	Smaller network and lower national coverage than The Gym Group and PureGym.

	Anytime Fitness
	Global brand with 24-hour access and personalised customer support (Anytime Fitness UK, 2025).
	Membership fees are generally higher than low-cost competitors.

	David Lloyd Clubs
	Premium facilities including swimming pools, spa services and family-focused memberships (David Lloyd Clubs, 2025).
	High membership prices limit accessibility for price-sensitive consumers.


[bookmark: _Toc236199024]2.4 Porter's Five Forces 
Porter's Five Forces framework evaluates the level of competition within an industry by analysing five key competitive forces: the threat of new entrants, the bargaining power of suppliers, the bargaining power of buyers, the threat of substitutes and competitive rivalry (Porter, 1985). Understanding these forces enables The Gym Group to identify opportunities and challenges associated with introducing the proposed Wellness+ service.

	Force
	Level
	Analysis

	Threat of New Entrants
	Moderate
	Establishing a gym business requires significant investment in premises, equipment and technology. However, the increasing availability of franchise models and digital fitness platforms has reduced some entry barriers. Strong brand recognition, economies of scale and an established customer base provide The Gym Group with a competitive advantage over new entrants (Porter, 1985; The Gym Group plc, 2025).

	Bargaining Power of Suppliers
	Low to Moderate
	The Gym Group purchases equipment, technology and maintenance services from several suppliers, reducing dependence on any single company. The availability of multiple equipment manufacturers limits supplier power, although specialist digital technology providers may possess greater bargaining influence (Johnson, Scholes and Whittington, 2020).

	Bargaining Power of Customers
	High
	Customers have numerous alternatives, including PureGym, JD Gyms, Anytime Fitness, boutique fitness studios and home fitness applications. Membership cancellation is relatively easy because low-cost gyms operate flexible contracts. Consequently, The Gym Group must continually improve customer satisfaction and service quality to retain members (Porter, 1985; UK Active, 2024).

	Threat of Substitute Products
	High
	Consumers can choose home workouts, online fitness programmes, personal trainers, outdoor exercise or fitness applications instead of gym memberships. The popularity of digital fitness services has increased the availability of substitute products. Wellness+ reduces this threat by integrating digital health support with physical gym facilities (Statista, 2025).

	Competitive Rivalry
	Very High
	Competition within the UK low-cost fitness market is intense. The Gym Group competes directly with PureGym, JD Gyms and Anytime Fitness on price, convenience and service quality. Continuous innovation is therefore essential for maintaining market share and achieving long-term competitive advantage (Porter, 1985; The Gym Group plc, 2025).


The analysis shows that strong competition and high customer bargaining power are the main challenges facing The Gym Group, as customers can easily switch providers or choose alternative fitness options. The proposed Wellness+ service addresses these pressures by differentiating the company through AI-powered coaching, wearable technology integration, nutrition planning and recovery support. By offering greater value beyond low-cost memberships, Wellness+ can improve customer loyalty, increase member retention and support long-term business growth.
[bookmark: _Toc236199025]2.5 SWOT
A SWOT analysis evaluates an organisation's internal strengths and weaknesses alongside the external opportunities and threats that may influence strategic decision-making (Gürel and Tat, 2017). For The Gym Group, this analysis helps determine whether the proposed Wellness+ service is a feasible and sustainable business opportunity.
	Strengths
	Weaknesses

	Strong national brand with over 240 gyms across the UK (The Gym Group plc, 2025).
	Heavy reliance on the low-cost pricing model, resulting in relatively low profit margins.

	Affordable, flexible and contract-free memberships attract a broad customer base (The Gym Group plc, 2025).
	Limited premium wellness services compared with higher-end competitors such as David Lloyd Clubs.

	Well-developed digital platform and mobile application.
	Dependence on membership growth for increasing revenue.

	Strong financial performance and continued expansion of gym locations (The Gym Group plc, 2025).
	Introducing AI and digital health technologies will require additional investment and employee training.



	Opportunities
	Threats

	Growing demand for personalised digital fitness and wellbeing services (UK Active, 2024).
	Intense competition from PureGym, JD Gyms and other low-cost operators.

	Increased use of wearable technology and artificial intelligence in health management (Barringer and Ireland, 2019).
	Rising operating costs caused by inflation, energy prices and wage increases.

	Expansion into corporate wellbeing programmes and partnerships.
	Substitute products including home fitness platforms, mobile applications and online coaching services (Statista, 2025).

	Increasing public awareness of physical and mental wellbeing.
	Data privacy and cybersecurity risks associated with AI-powered health platforms (Information Commissioner's Office, 2024).


The SWOT analysis shows that The Gym Group has strong advantages for launching Wellness+, including its established brand, nationwide gym network, affordable membership model and existing digital infrastructure. However, limited experience in personalised wellness services and the costs of implementing AI technology present challenges. Growing consumer demand for digital fitness and wellbeing creates significant opportunities, along with potential partnerships with employers and healthcare organisations. Key threats include intense competition, economic uncertainty and strict data protection regulations, highlighting the need for continuous innovation and regulatory compliance.
[bookmark: _Toc236199026]2.6 Opportunity and Risk
The Wellness+ service presents a strong entrepreneurial opportunity by responding to growing demand for personalised fitness, digital health and wellbeing solutions. By combining AI-powered coaching, nutrition guidance and wearable technology with The Gym Group's affordable membership model, the service creates a clear competitive advantage and new revenue opportunities through premium subscriptions and potential corporate partnerships. However, risks include high implementation costs, data protection requirements, strong competition and uncertainty over customer willingness to pay for the service. To reduce these risks, a phased pilot launch is recommended, allowing The Gym Group to test customer demand, gather feedback and refine the service before a nationwide rollout.
3. [bookmark: _Toc236199027]Marketing Strategy
An effective marketing strategy is essential for the successful launch of any new product or service. It enables organisations to understand customer needs, position themselves against competitors and create value through targeted marketing activities (Kotler and Keller, 2022). For entrepreneurial businesses, marketing plays a crucial role in transforming innovative ideas into commercially successful ventures (Barringer and Ireland, 2019).
This section develops a marketing strategy for the proposed The Gym Group Wellness+ service by applying Segmentation, Targeting and Positioning (STP) together with the 7Ps Marketing Mix. The strategy aims to attract new customers, improve member retention and increase revenue while supporting The Gym Group's purpose of making fitness accessible, inclusive and sustainable (The Gym Group plc, 2025).
[bookmark: _Toc236199028]3.1 Market Segmentation
Market segmentation involves dividing customers into groups with similar characteristics, allowing businesses to develop products and marketing strategies that better satisfy customer needs (Kotler and Keller, 2022).
The Gym Group Wellness+ can be segmented using four key criteria.
	Segmentation Type
	Target Group

	Demographic
	Adults aged 18–45, students, young professionals and corporate employees with moderate disposable income.

	Geographic
	Urban and suburban areas across the United Kingdom where The Gym Group currently operates.

	Psychographic
	Health-conscious individuals, technology enthusiasts and customers seeking affordable personalised wellbeing solutions.

	Behavioural
	Existing gym members, frequent gym users, wearable technology users and customers interested in improving long-term health and fitness.


These market segments are attractive because they represent customers who are already familiar with digital technology and are more likely to adopt AI-supported fitness and wellbeing services (UK Active, 2024).
[bookmark: _Toc236199029]3.2 Target Market
The primary target market for Wellness+ consists of adults aged 18–45 who regularly use digital technology to support their health and fitness goals. This group includes university students, young professionals and working adults who value affordability, flexibility and personalised fitness experiences.
A secondary target market comprises businesses seeking corporate wellbeing programmes for employees. Increasing numbers of organisations invest in workplace wellbeing initiatives to improve employee health, reduce absenteeism and enhance productivity (Deloitte, 2023). Consequently, Wellness+ provides opportunities for The Gym Group to expand into the business-to-business (B2B) market while strengthening its existing consumer business.
[bookmark: _Toc236199030]3.3 Positioning Strategy
Positioning refers to how customers perceive a product relative to competing alternatives (Kotler and Keller, 2022).
The proposed positioning statement for Wellness+ is:
"Affordable personalised fitness and wellbeing powered by smart technology."
Unlike premium gyms that charge significantly higher membership fees, Wellness+ combines affordable pricing with AI-powered coaching, nutrition guidance, recovery support and digital health monitoring. This enables The Gym Group to differentiate itself from competitors such as PureGym and JD Gyms while remaining accessible to price-sensitive consumers.
According to Porter (1985), differentiation through innovation enables organisations to achieve sustainable competitive advantage. Wellness+ supports this strategy by delivering greater customer value without abandoning The Gym Group's low-cost business model.
[bookmark: _Toc236199031]3.4 Marketing Mix (7Ps)
The marketing mix provides a framework for developing strategies that meet customer needs while achieving organisational objectives. For service-based organisations such as The Gym Group, the extended 7Ps Marketing Mix is particularly useful because it includes people, process and physical evidence in addition to the traditional marketing elements (Booms and Bitner, 1981).
	Marketing Mix Element
	Strategy for Wellness+



	Product
	Wellness+ will offer AI-powered personalised workout plans, nutrition guidance, wearable technology integration, recovery facilities, mental wellbeing resources and digital progress tracking.



	Price
	Wellness+ will be offered as an optional premium subscription for approximately £9.99–£14.99 per month, allowing members to access enhanced services while maintaining affordable standard gym memberships. Competitive pricing will encourage customer adoption and remain lower than premium fitness clubs (Kotler and Keller, 2022).



	Place
	The service will be delivered through The Gym Group's existing gyms and mobile application. Members will access digital features through the app while using recovery facilities within participating gyms, ensuring convenience and accessibility (The Gym Group plc, 2025).



	Promotion
	Promotion will include social media marketing, influencer partnerships, email campaigns, mobile app notifications, referral programmes and introductory free trials. Digital advertising on Instagram, TikTok, Facebook and YouTube will target younger, technology-oriented consumers (Chaffey and Ellis-Chadwick, 2022).



	People
	Employees, personal trainers and customer service staff will receive training on AI technologies, digital wellbeing tools and customer engagement to ensure high-quality service delivery. Knowledgeable employees are essential for building customer trust and satisfaction (Kotler and Keller, 2022).



	Process
	Customers will join Wellness+ through a simple online registration process within The Gym Group app. AI assessments, personalised recommendations, wearable synchronisation and progress monitoring will be automated to improve convenience and reduce waiting times.



	Physical Evidence
	Recovery areas, branded wellness zones, digital kiosks, modern equipment, high-quality mobile interfaces and consistent branding across gyms and digital platforms will reinforce customer confidence and demonstrate service quality (Booms and Bitner, 1981).


The marketing mix for Wellness+ is designed to strengthen The Gym Group's competitive advantage by combining affordable gym memberships with AI-powered fitness, nutrition and wellbeing services. The value-based pricing strategy offers Wellness+ as an optional premium subscription, ensuring standard memberships remain affordable. Existing gym facilities and the mobile app provide convenient access to services, while digital marketing, social media, influencer partnerships and referral programmes help attract and retain customers. Strong customer service, efficient digital processes and a modern gym environment further enhance the customer experience, improve member satisfaction and support long-term business growth.
[bookmark: _Toc236199032]3.5 Digital Marketing Strategy
Digital marketing will play a central role in the successful launch of Wellness+ because the target market consists primarily of digitally connected consumers aged between 18 and 45. Research suggests that consumers increasingly use social media, mobile applications and online reviews when selecting fitness services, making digital communication essential for customer acquisition and engagement (Chaffey and Ellis-Chadwick, 2022).
The Gym Group will utilise its existing mobile application as the primary platform for delivering Wellness+ services, including AI-generated workout plans, nutrition advice, progress tracking and wearable device integration. The application will also provide personalised notifications, appointment reminders and reward points based on member activity.
Social media platforms such as Instagram, TikTok, Facebook and YouTube will be used to increase brand awareness and demonstrate the benefits of Wellness+. Promotional content will include exercise tutorials, customer success stories, nutrition advice, expert interviews and short videos highlighting AI-powered fitness coaching. Collaborating with fitness influencers and personal trainers will further enhance credibility and encourage customer engagement among younger audiences (Kotler and Keller, 2022).
Email marketing will complement social media by delivering personalised offers, fitness tips and membership promotions based on customer preferences and previous engagement. This integrated digital marketing strategy aims to strengthen customer relationships, improve retention and increase subscriptions to Wellness+.
[bookmark: _Toc236199033]3.6 Marketing Objectives
To evaluate the success of Wellness+, The Gym Group should establish measurable marketing objectives aligned with the overall business strategy. According to Kotler and Keller (2022), marketing objectives should be specific, measurable, achievable, relevant and time-bound (SMART).
The proposed marketing objectives are:
· Increase awareness of Wellness+ among existing members to 80% within six months of launch.
· Achieve 2,500 premium subscriptions during the first year.
· Increase social media engagement by 25% within 12 months.
· Increase mobile application usage by 20% during the first year.
· Improve customer retention by 5% within two years.
· Achieve a customer satisfaction score of at least 85% within the first year of operation.
These objectives provide measurable indicators for assessing the effectiveness of the marketing strategy while supporting the commercial success of Wellness+.
[bookmark: _Toc236199034]3.7 Marketing Implementation Plan
Successful implementation requires careful planning and resource allocation. The proposed launch strategy is divided into four phases.
	Phase
	Activities
	Timeframe

	Phase 1
	Develop the Wellness+ platform, integrate AI technology and train employees.
	Months 1–3

	Phase 2
	Pilot Wellness+ in 10 selected Gym Group locations and collect customer feedback.
	Months 4–6

	Phase 3
	Launch national digital marketing campaign across social media, email and influencer partnerships.
	Months 7–9

	Phase 4
	Evaluate performance, improve services and expand Wellness+ to additional gym locations.
	Months 10–12


Implementing the service in stages reduces financial risk, enables customer feedback to be incorporated into service improvements and supports evidence-based decision-making before national expansion (Barringer and Ireland, 2019).
[bookmark: _Toc236199035]3.8 Key Performance Indicators (KPIs)
The effectiveness of the marketing strategy should be monitored using clearly defined Key Performance Indicators (KPIs).
	KPI
	Target

	Wellness+ subscriptions
	2,500 in Year 1

	Customer retention rate
	Increase by 5%

	Customer satisfaction
	≥85%

	Mobile application engagement
	Increase by 20%

	Social media engagement
	Increase by 25%

	Monthly active Wellness+ users
	70% of subscribers


Monitoring these indicators will enable management to evaluate performance, identify areas requiring improvement and ensure that the marketing strategy remains aligned with customer expectations and organisational objectives.
4. [bookmark: _Toc236199036]Operations and Financial Planning
A comprehensive operational and financial plan is essential for evaluating the feasibility of a new business venture. Entrepreneurial organisations must ensure that sufficient resources, funding and operational capabilities are available to support successful implementation while maintaining financial sustainability (Barringer and Ireland, 2019). This section outlines the operational requirements, organisational structure and financial projections for the proposed The Gym Group Wellness+ service.
[bookmark: _Toc236199037]4.1 Operational Plan
Unlike a completely new business, Wellness+ will operate within The Gym Group's existing infrastructure. This significantly reduces start-up costs because the company already possesses gym facilities, digital platforms and an established customer base.
· The operational activities include:
· Development of the AI-powered Wellness+ platform.
· Integration with wearable devices (Apple Health, Google Fit, Garmin and Fitbit).
· Staff training for customer support.
· Installation of recovery and wellness equipment in selected gyms.
· Marketing and promotional campaigns.
· Continuous software maintenance and cybersecurity monitoring.
A phased implementation strategy will initially launch Wellness+ in selected pilot locations before expanding nationally. This reduces operational risk and allows customer feedback to improve the service before full implementation (Barringer and Ireland, 2019).
[bookmark: _Toc236199038]4.2 Organisational Structure
	Position
	Responsibility

	Project Manager
	Overall implementation and performance monitoring

	AI & Software Development Team
	Platform development and maintenance

	Digital Marketing Manager
	Marketing campaigns and customer acquisition

	Gym Managers
	Local implementation and staff supervision

	Customer Support Team
	Customer enquiries and technical assistance

	Fitness Coaches
	Customer onboarding and wellbeing guidance


[bookmark: _Toc236199039]4.3 Estimated Start-up Costs
	Item
	Estimated Cost (£)

	AI software development
	95,000

	Mobile app upgrades
	35,000

	Wearable technology integration
	20,000

	Recovery equipment (pilot gyms)
	40,000

	Staff training
	18,000

	Initial digital marketing campaign
	45,000

	Legal, compliance and GDPR implementation
	12,000

	Contingency (approximately 10%)
	26,500

	Total Start-up Cost
	£291,500


[bookmark: _Toc236199040]4.4 Monthly Operating Costs
	Fixed Costs
	Cost (£)

	Software maintenance
	8,000

	Cloud hosting
	3,000

	Technical support staff
	18,000

	Marketing activities
	10,000

	Administration
	4,000

	Total Fixed Costs
	43,000



	Variable Costs
	Estimated Monthly (£)

	Payment processing fees
	2,000

	Customer support usage
	3,000

	Additional cloud capacity
	2,500

	Promotional incentives
	4,500

	Total Variable Costs
	12,000


Total Monthly Operating Cost = £55,000
[bookmark: _Toc236199041]4.5 Six-Month Financial Forecast
	Month
	Revenue (£)
	Total Cost (£)
	Profit/Loss (£)

	Month 1
	25,000
	55,000
	-30,000

	Month 2
	40,000
	55,000
	-15,000

	Month 3
	55,000
	55,000
	0

	Month 4
	70,000
	57,000
	13,000

	Month 5
	82,000
	58,000
	24,000

	Month 6
	95,000
	60,000
	35,000


[bookmark: _Toc236199042]4.6 Break-even Analysis
The financial planning template requires identifying when the business covers all costs and begins generating profit.
Based on the financial forecast, Wellness+ is expected to reach its operational break-even point during Month 3, after which monthly revenues exceed operating costs. Early losses are primarily attributable to launch expenditure, software implementation and promotional activities. Achieving break-even within the first quarter would indicate strong commercial potential for the service.
[bookmark: _Toc236199043]4.7 Funding Requirement
	Description
	Amount (£)

	Start-up investment
	291,500

	Month 1 operating loss
	30,000

	Month 2 operating loss
	15,000

	Total Funding Required
	£336,500


[bookmark: _Toc236199044]Executive Summary
This business plan proposes the introduction of The Gym Group Wellness+, an AI-powered wellbeing service designed to enhance The Gym Group's low-cost fitness model through personalised coaching, nutrition support and digital health technologies. The service aims to meet growing consumer demand for integrated fitness and wellbeing while creating an additional revenue stream.
Market analysis using PESTLE, SWOT, Porter's Five Forces and competitor analysis identified strong opportunities for digital fitness innovation despite intense industry competition. A marketing strategy based on STP and the 7Ps targets health-conscious adults aged 18–45 through affordable pricing and digital promotion.
The operational plan demonstrates that Wellness+ can be implemented using The Gym Group's existing infrastructure, reducing costs and operational risks. Financial projections indicate the service is commercially viable, with break-even expected within the first three months of launch.
Overall, Wellness+ represents a realistic entrepreneurial opportunity that supports The Gym Group's strategic objectives by improving customer experience, increasing member retention and driving sustainable long-term growth.
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