Mr Joshua Wilson
2426962
Roop Aruvanahalli Nagaraju
Enterprise and entrepreneurship
LCLM4006
Business Plan 



























Summary	1
Overview of business idea	2
Market research	4
Marketing communications	5
Financials	6
Reference list	7











GreenFit fitness – Business plan 
[bookmark: _Toc1774764988] Summary 
Greenfit fitness is a startup fitness venture designed to provide accessible, energetic group and individual training sessions for adults and young adults within the local/wider community. The business focuses on fun motivated weight-loss programs and high-intensity training otherwise known as (HIIT). These sessions will be delivered in outdoor spaces and hired indoor venues when required. The aim is to create a supportive exercise environment that will encourage people of all levels to improve their health. The business requires an initial investment of £1,500 to purchase equipment, insurance, permits and promotion. With a flexible pricing model combining pay-as-you-go sessions, multi-session bundles and private group/individual bookings the startup is positioned to generate consistent income while keeping fitness accessible and affordable. There is a growing interest in community- based fitness (Carter,2020) suggesting greenfit fitness can attract a loyal customer base and reach break-even within four months.
GreenFit Fitness will also actively engage with customers through regular feedback; this will help us by providing constant improvement to our services and adapting to our client needs. By creating an environment where clients feel heard and valued, the business can adjust its services based on the needs of the community, leading to better client retention and increased referrals.


[bookmark: _Toc1540236245]Overview of business idea
Business concept
Greenfit fitness aims to provide structured group fitness sessions that are affordable and welcoming, especially for individuals who may feel intimidated by traditional gyms. The business highlights the importance of community connection, training from a qualified instructor and enjoyable yet challenging workouts. Session will be run in local parks to minimise overhead costs and offer a refreshing natural environment but also will used indoor venues when needed.
To keep the business adaptable and resilient, GreenFit Fitness will plan for seasonal shifts. During the winter months, the company will ensure that indoor options are available to continue meeting customer needs. By offering a hybrid model that adapts to weather changes, GreenFit Fitness ensures that clients remain engaged year-round, contributing to consistent revenue and customer satisfaction. 

Services provided
· Weight loss focused bootcamp: sessions designed to burn calories, build endurance and sustainable lifestyle habits.
· HIIT training classes: high-intensity interval training that improves cardiovascular fitness and strength.
· community group training sessions: Designed to build consistency and group accountability.
· Drop-in classes: pay-per-session model making the service flexible.
· Multi-class passes: a discounted 10-class pass to encourage repeat attendance. (Kuryllowicz.2001)
· Corporate or private group sessions: targeting small and big businesses and community groups
  As the business grows, additional wellness services such as yoga and stretching classes will be offered, catering to individuals seeking low-impact alternatives or complementary activities. This expansion would appeal to a broader audience, including those interested in mindfulness or mobility-focused programs.
Management structure
The business will be managed by the owner, who is also the lead instructor.
Responsibilities include:
· Delivering training sessions
· Marketing and social media management 
· Administration and booking
· Equipment management 
· Customer support and engagement 
 Customer engagement will be a key focus to ensure retention and satisfaction. GreenFit Fitness will regularly check in with clients to track progress and offer advice or modifications to their fitness plan. Social media channels will also be used to promote success stories and milestones, fostering a community spirit. Over time, as the business expands, the owner may employ a part-time assistant instructor to support additional sessions or open a second location.
Legal format
Greenfit fitness will be registered as a sole trader initially due to ease of registration and full control by the owner. A sole trader structure is suitable for small fitness business as it allows the owner to retain all profits and manage independently. As the business scales, changing to a limited company may be considered to reduce personal liability and other reason that may help the company.
[bookmark: _Toc340349232]Market research
PESTEL Analysis (Marmol,2015)
Political: local councils support community health programs and often provide affordable permits for fitness activities in public parks. The Government trying to tackle public health and obesity.
Economic: although there has been an increase to living costs people continue to invest in affordable fitness. Greenfit fitness low-cost sessions offer a budget friendly alternative to expensive gym memberships.
Social: There is an increasing focus on health, weight management and mental wellbeing. People like to attend group fitness classes for motivation and social interaction. Social trends have risen post- pandemic. 
Technological: Digital platforms such as Instagram, Facebook and TikTok are essential marketing tools. Fitness apps and online communities also support customer engagement. A mobile-friendly website will offer easy booking, and as the business grows, an online class option could be considered to increase accessibility and reach a broader market.
Environmental: Outdoor sessions have hardly any environmental impact and align with eco-friendly and mature based activities.
Legal: The business must comply within the fitness industry regulation, including personal trainer qualifications, insurance, risk assessments and permit for operating in public spaces. Data protection laws apply when managing client bookings and contact details.

Competition analysis
Local personal trainers- 
· Strengths: personalised one-on-one sessions.
· Weaknesses: higher cost, limited group engagement.
Other fitness/bootcamps- 
· Strengths: established business and already have regualr customers.
· Weaknesses: often lack personalised support and charge higher fees.
Gyms and fitness centres:
· Strengths: full equipment access and variety of classes.
· Weakness: expensive memberships, less personal interaction.


Competitive advantage

· More affordable than gym memberships or pt sessions.
· Friendly, welcoming environment.
· Flexible payment options.
· Social interaction provided by having group sessions.
· hybrid model ensures sessions continue year-round.
 These factors differentiate GreenFit Fitness from traditional gyms and bootcamps, which may lack community focus or flexible pricing. Additionally, specialised fitness programs will be introduced in the coming months to expand offerings and attract more customers.

[bookmark: _Toc1000087325]Marketing communications
Target customers
GreenFit Fitness targets all aged groups who want to improve fitness level in an encouraging group setting. Typical customer may include:
· Individuals new to exercise.
·  professional seeking convenient fitness options.
· Parents who need flexible sessions. 
· Students looking for low-cost fitness solutions.
· Parents who want to attend with their children and encourage them with fitness.
The market is broad but united by a shared desire for community driven fitness.
Marketing strategy 
Social media marketing 
GreenFit Fitness will focus on digital and community-based marketing strategies (Vuckovic, 2021). Social media platforms such as Instagram, TikTok, and Facebook will be used for: 
· Posting short workout clips 
· Sharing client progress stories
· Weekly timetables
· Targeted ads
· Engaging with local groups
· Fitness tips
Regular posting will build visibility and encourage new customers to try sessions. Paid ads will target people interested in health and fitness. Paid ads will target people interested in health and fitness. Additionally, local partnerships will further enhance brand visibility, with collaborations, cafes and community centres.
Community promotion
· Partnering with local cafes and shops.
· Flyers in community centres, libraries and cafe.
· Posters on local highstreets and handing them out personally.
· Free trial classes to attract new customers.
· Referral discounts for word-of-mouth. 
Online branding and presence (Chen,2013) 
A simple website or booking page will include:
· Timetable
· Price
· Class details
· Contact information 
· Location
· Consistent branding will create a professional image and gain customer trust.
[bookmark: _Toc294656739]Financials
Funding required
The business requires £1,500 to startup. Funding will be gained through:
· Personal savings: simple and avoids any interest payments.
· Business grants if available: some councils offer grant for health-based community programs. 
· Startup loan only if needed: back up option for further expansion.
Personal savings are the main source as they allow full control and avoid having to pay debt at early stages.
Startup expenses 
Equipment (mats, cones, dumbbells, ropes) - £700
Speakers - £150
Marketing and branding - £250
Insurance - £250
Permits - £150
Total startup cost = £1500
These items are essential for safe and professional delivery of all session that are provided.
Revenue projections
· Four session per week
· 10 participants per session
· £12 per person 
Monthly revenue:
4 session x 4 weeks x 10 participants x £12 = £1,920 monthly
As GreenFit fitness get more established and has a rise in attendance revenue will increase.
Break even estimate 
With startup cost at £1500 and monthly revenue projected to be around £1,920 the business can break even within the first two to four months depending on attendance and marketing success. As customer retention increases and the business expands, additional revenue streams such as online memberships or corporate wellness programs could accelerate profitability.
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