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Introduction
COVID-19, short for coronavirus disease 2019, is an infectious disease that is caused by the severe acute respiratory syndrome coronavirus 2 SARS-CoV-2. The World Health Organization announced on March 11, 2020. coronavirus pandemic.  This virus is spread during close contact between people, most often through small droplets produced by sneezing, talking and coughing. Although they are "launched" as sprays in the air and breathed in, and usually land on surfaces and/or the ground rather than being contagious over long distances. People can also become infected by touching infected and contaminated surfaces and then touching their faces. The virus can survive on surfaces for up to 72 hours. It is most contagious during the first three days after the first symptoms appear, although it can be spread before symptoms appear and after the late stages of the disease. It has been proven that COVID-19 is a zoonosis. Animal infections with SARS-CoV-2 have been reported from several countries. American minks (Neovison vison), gorillas (Gorilla gorilla) and macaques (Macaca fascicularis and Macaca mulatta) can transmit the infection to humans.
Due to the rapid spread of the disease, a global pandemic was declared, which lasted for quite a long time and adversely affected business and the local and global economy. Some authors compare the consequences on the economy similar to the results of the second world war. People were forced to stay at home, a small number worked from home, schools and universities were on online learning. Only hospitals, care homes, grocery stores, food productions, transport workers, police, army so called key workers were working. Many businesses were forced to shut down and close due to the Covid-19 pandemic.

[image: Coronavirus disease (COVID-19)]
1. PESTEL Analysis for Great Britan
1.1 Political factors affecting the United Kingdom.
It consists of England, Wales, Scotland and Northern Ireland. It is one of the strongest and most powerful countries in the world. It is a modern parliamentary democracy and constitutional monarchy, with the monarch (currently King Charles III) as head of state. The monarch's role in the legislative process is largely ceremonial.
 The Prime Minister, who is elected for a five-year term, is also the head of the government. There are four political parties that mainly dominate the politics of the country, these are the Conservatives, Labour, the Liberal Democrats and the Scottish Nationalist Party. The capital of the United Kingdom is London, which is a global and strong center of finance and culture.
 The United Kingdom maintains very good relations with the United States and many other countries around the world. It is a permanent member of the United Nations and a great power with significant influence on global economic, political and military affairs. There are cultural and scientific processes on a global scale.


 1.2 Economic factors affecting the United Kingdom
The economic environment is a key area of ​​discussion in this UK PESTEL analysis. The UK is the world's 6th largest economy by nominal GDP. However, global lockdowns due to the Covid-19 pandemic in 2020 and 2021 put enormous pressure on the treasury. They are the cause of the destruction of many businesses in various industries. The Bank of England has therefore injected an extra £100 billion into the economy in 2020. According to research, it reports that the economy has started to recover much more strongly than expected, as evidenced by increases in household savings.
 The National Wage, which usually increases every year, which is extremely helpful in helping people on low incomes.
 Financial services also plays a large role as a sector in the UK economy. It contributes enormously to GDP, with London leading the sector from the top. It employs over 2 million people across the country, along with related sectors such as accountancy and law.
 The UK has long been a popular destination for so many foreign investment. Many business tycoons and organizations from all over the world have invested in the country in various industries. Technology, sports, real estate, food and many other fields have attracted huge interest from overseas.
1.3 Social factors affecting the United Kingdom
The country has a large consumer market. With a population of more than 68.5 million, the latest data from 2022. 
 The UK has historically been influenced by the concept of social class; however, the population is multicultural. Over the years, different companies have developed different new markets and products to meet the needs of different religions and races. However, there are many more opportunities for organizations to explore.
The population as a whole is aging. This has an impact on both the health system and the labor market. However, there are many opportunities for organizations to address the needs of the older population, such as disease prevention and treatment, sports and rehabilitation. Companies in healthcare, sports, fitness, real estate, vacations, insurance, and many others have already benefited from this demographic.
 1.4 Technological factors affecting the United Kingdom 
Britain is one of the most technologically advanced countries in the world. London is a great hub for both technology and financial institutions. Businesses try to develop new technologies to be able to offer the best and most innovative solutions to their customers. Entrepreneurs have unlimited opportunities to do business in the country thanks to the advanced technological infrastructure.
 The high level of internet connectivity in the UK creates opportunities for people to use online services for their business, social and personal needs. It also provides businesses with opportunities to discover new customers through the development of digital marketing and social media channels.
1.5 Environmental factors affecting the United Kingdom.
The UK has actually made significant improvements in reducing the negative impact of economic activities on the environment. Various initiatives have been taken to create environmental awareness and reduce the negative impact of economic growth on the environment by the government, local councils, newspapers, charities and many others.
  Sometimes the country also faces difficult climatic conditions, such as the drought this year, unforeseen situations, such as the Covid-19 pandemic. However, the weather and conditions of the pandemic still play an important role in tourism. Millions of tourists from all over the world come to the UK, especially in summer. In fact, tourism is an important pillar contributing significantly to the economy every year. During the pandemic there was a standstill in tourism, the hotel and restaurant business was at a standstill.

 1.6 Legal factors affecting the United Kingdom.
 We will briefly look at some of the most key areas.Employees' rights are protected by the Employment Act 1996. Maternity and paternity leave, the minimum wage, holidays, sick leave and certain other rights are protected by law. People are protected from all discrimination by the Equality Act 2010.
The regulatory documents for Covid-19, government recommendations and guidelines for the prevention of the spread of the virus, testing and the passing regime, financial compensations for the payment of wages in companies that did not work during the pandemic and during the lock down period.


2.Marketing mix
The marketing mix is ​​a complex of marketing variables that are controlled by the firm and it combines them to achieve the desired appropriate response to the target market, for example increasing profit by satisfying consumer needs. The marketing mix contains elements through which the company can dynamically, multidirectionally and comprehensively influence the demand for its products. Marketing mix variables allow the firm to change its actions on them in accordance with market dynamics. She uses them as a means by which she achieves her goals. The mix includes four variables – product, price, place and promotion.
2.1. Product. It completely covers the field that is related to the creation and development of the right item or service for the target market. Marketing provides solutions for product line, product features, quality, packaging, branding, warranties, service, design and product accessories. Marketing must create a product that meets the needs of consumers and that has precisely defined characteristics.
2.2 Price. It encompasses the area concerned with creating prices that support the realization of company goals and create a sense among consumers of a successful and profitable transaction. Marketing supports decision-making regarding the price list, price dynamics, payment periods, credit terms, discounts, markups and other characteristics.
2.3. Place of distribution. These are the points of sale, the place where the product can be purchased. This variable includes company actions that make the product readily available to the target market and consumers, thereby influencing sales. The product must be offered in the most convenient place and time for consumers. The variable includes actions on the type of delivery channels to consumers; the territories to be covered; the location of the points of realization; the types of commercial establishments; forms of service; intermediaries; conversion channel management; transportation and storage of the products.
2.4. Promotion. It is related to actions that present the qualities of the company and the product and persuade consumers to become customers of the company. Includes personal selling, sales promotion, advertising and public relations.
The marketing mix consists of controllable variables, which allows the firm to:
- to set clear and quantifiable marketing goals and control the degree of their implementation,
- to use the elements as tactical means to achieve company goals
- to change the actions on the elements in accordance with the dynamically changing market environment
- to develop and control the implementation of the marketing plan and to plan and control the financial means for its implementation.
The concept of mix emphasizes the possibility of coordination and synchronization of decisions and actions on certain elements. Achieving company and marketing objectives requires coordinating actions across all elements of the mix.
For the first time, the content of marketing was clarified through the marketing mix by E. McCarthy in 1960, which indicated the following model-Marketing Mix Guidelines:
The schemes of the remaining elements look the same:
- place or distribution with directions of manifestation: channels of realization; intermediaries; transportation; warehouse network; distribution methods
- price with instructions for manifestation: price level; price dynamics; modifications; commissions; discounts
- promotion with guidelines: advertising; sales promotion; Public Relations; personal selling; informing.
[image: The 4Ps of Marketing with Complete Example]


3 more People, Process and Physical Evidence are added to complete this picture:
2.5. People - these are the users of the products, such as individual actions, individual customers and contracts, culture, religion, geographical location, age, training and skills, remuneration, recruitment.
2.6. Process such as user focus, business lead, IT support, Design futures, search and development.
2.7. Physical sales records, contact with staff, brand experience, product packaging, online experience.
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All this affects the development of the marketing strategy and determines the position of the company in the market. For example, for Pure Gym, the products are fitness, yoga and pilates, the promotions are 3 types in different packages, the price is relatively low to break into the market, the place is the big cities in the UK, People are of different age groups, culture and skills . The process to reach the customers is through the digital marketing of the social networks. Physical evidence is the trainers, meetings with the staff and trainers, online training.






3.PureGym Group
"Inspiring a healthier world"
“Founded in 2008, PureGym Group is one of the largest gym and fitness companies in Europe and provides high quality, affordable, flexible fitness equipment. The group has approximately 1.6 million members in over 500 gyms and holds market leading positions in the UK, Denmark and Switzerland, operating under the PureGym, Fitness World and Basefit brands respectively.
They are very customer oriented and their offer, which sets them apart from traditional gym operators and appeals to a wide range of customers. Key elements of the offer include affordable membership fees, no fixed term contracts and '24 x 7' access to high quality gyms.
A gym for everyone
At PureGym, they have made it easy, convenient and affordable for everyone to achieve their personal health goals. Whether for beginner or pro, young or old, everyone is welcome.
Quality set and classes with quality gym, with members having access to 50-80 classes plus meals, equipment and off-plan personal training options. Easy way to join members can join in just 2 minutes, through their website or apps.”
[image: quality kit]




They have competitive prices and offer their customers products without binding them to a contract:
[image: competitive pricing]
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This is a map of Pure Gym locations for the UK.

Their brands are:
[image: PureGym logo][image: UK]
„PureGym is the UK’s largest private gym operator, both by number of gyms and members. As of 30 June 2022 the company operated 310 gyms (30 June 2021: 286). Member volumes have increased significantly over the last year to 1,213,000 at 30 June 2022, up 9% on the volume at 30 June 2021 of 1,110,00031

[image: Fitness World logo][image: Denmark]
Operating under the Fitness World brand, the Group is the leading operator in Denmark, both by number of gyms and members. As of 30 June 2022, having undergone a programme of estate optimisation, the company operated 169 gyms (30 June 2021: 180) with 369,000 members (30 June 2021: 385,000). Fitness World is a household name, with membership accounting for over 8% of the adult population in Denmark.


[image: PureGym Logo][image: Switzerland]
The Group successfully completed a rebrand of its Swiss operations to PureGym in 2021. As at 30 June 2022, PureGym operated 39 gyms in Switzerland (30 June 2021: 40) with 75,000 members (30 June 2021: 70,000) and is the second largest gym operator and the leading high value, low cost operator in the country.
PureGym offers really great fitness facilities with enthusiastic, supportive staff. They offer 99% of what 99% of the population could want for a truly great workout.”



4. SWOT analysis of PURE GYM
• Strengths: the unique resources that your team possesses, the excellent location of the fitness centers, the affordable and competitive price of the service, the occupied niche in the market, are some of the competitive advantages of Pure Gym. This is the result of the company's successful business and marketing strategy. We have an appropriate and very clear approach and hierarchy to pursue value-creating growth.
A business built on solid foundations with excellent prospects for sustainable growth
They are looking at franchising, digital and new market entry where it is attractive to do so
Opening new high-quality sites - particularly in the UK and Switzerland, where significant "empty spaces" remain
Delivering full performance potential to all existing properties in the UK, Denmark and Switzerland.
Their business model is profitable through:
-.Excellent core product offering delivered across a large range of site sizes.
 -Great consumer value proposition - low price, no contract and 24/7.
-Superior skills, rigor and sophistication in the selection and development of objects.
 -The operating model combines strong revenue management and low labor costs.
 -Superior technology platform and digital capabilities 
-Excellent performance management and continuous improvement.
• Weaknesses: Weaknesses are that in order to be successful the business must have physical visits of customers and in lock down conditions the flow of funds stops and sales stop in all areas. Businesses are dependent on government rules during a pandemic.
• Opportunities: Opportunities are areas that the company can benefit from. For example, work from home, online channels for communication and training are an alternative, as a way out of this difficult situation. Compliance with anti-epidemic measures and prescriptions, distance from a few customers in the same area, use of disinfectants for the surfaces around the hands, maintenance of higher hygiene requirements. The use of the funds allocated by the state to pay wages, free tests for covid-19. Cashless payment via post terminal or electron transfer . The use of personal protective equipment such as masks and gloves. Minimize physical contact. Similar to threats, opportunities are external factors because they are beyond the company's control.
• Threats: Threats are anything that can negatively affect the business from the outside or any obstacles that their business is currently facing such as Covid-19 which is the cause of the pandemic. Businesses were forced to close their doors during the lockdown. Analysis of the marketing market was not one hundred percent useful because no one predicted the events of the pandemic in the global market. As an external factor, threats are often beyond a company's control.
   5. Government guidance: Prevention and individual prophylaxis according to World Health Organization (WHO), which gives the following general recommendations for reducing the risk of infection with Covid-19
1. Use of medical masks by the population.
2. regularly wash hands with soap or alcohol-containing products;
3. when coughing or sneezing, cover the nose and mouth with the bend of the elbow or a disposable napkin with subsequent mandatory hand washing;
4. keeping a distance of 1 meter from other people in public places, especially if they have respiratory symptoms or an elevated temperature;
5. if possible, not to touch the nose, mouth and eyes with hands;
6. In case of fever, cough or difficulty breathing, consult a doctor for help.
Although under favorable conditions a virus can remain viable on various surfaces for days, it is destroyed in less than a minute by common disinfectants such as bleach and hydrogen peroxide.
Recommendations for the healthy
A meta-analysis and systematic review of mask wearing during the pandemic showed that they are very effective in preventing the spread of SARS-CoV-2 infection when widely used in the population. Masks can prevent inhalation of large or small droplets of the virus. Research has also shown that masks are capable of filtering submicron dust particles. WHO recommendations are generally reduced to wearing masks by healthy people in regions with a mass spread of the infection or when it is impossible to keep a distance, for example in public places such as shops, workplaces, at mass events, in hospitals and medical centers, in school and kindergartens, homes for the elderly. According to the WHO, it is not necessary to wear rubber gloves, but regular hand washing is effective enough. A person can transfer the infection to the nose or eyes by touching the hand, both without and with gloves. Gloves are recommended when serving the sick or when performing cleaning and disinfection. Prolonged use of gloves may cause dermatitis. gloves can reduce the probability of infection up to 1.3 times.
Contagion can be avoided by keeping a distance, avoiding contact with sick people, and also refraining from shaking hands with other people.
The company complied with all the requirements of the industry, which included: observance of Distance, cleaning and Sanitizer hands, use of Masks and Gloves, Over cleanings.
Particularly important for the company was Financial Help from government for Wedges
 And the recommendations for Work from home. Pandemic circumstances beyond the control of the company and a drop in sales for the duration of the pandemic were naturally reported. It survived due to the help and support of the government and the supportive timely measures that were taken. Britain is strong economically and has been able to show it to support the home economy during the Covid-19 pandemic.
The company's marketing strategy should be aimed at a more complete use of social networks and digital marketing, this is the future, successfully conquering free niches in the market, offering related or new products on the market, such as using a swimming pool, sauna, steam room bath, training and classes in karate, boxing, zumba and more to attract new customers.
Conclusion
The following conclusions can be drawn from all that has been said so far:
1. Because the UK is one of the strongest economies in the world. It is always good to open and develop a business in a strong political and economic country. Because the environment is much more favorable and the business climate is suitable. In the conditions of the Covid-19 pandemic, the state supported the business
even materially. Which has a wide economic, social and cultural aspect.
2. Thus, the state's position on the world political and economic scene is confirmed, especially after Brexit and the exit from the European Union.
3. For a successful business, digital marketing through social networks and the opportunities provided by the Internet and its users is vital.
4. Pure Gym is a powerful company that has a future in the market, but needs to develop
And backup plans of action because the Covid-19 pandemic caught him unprepared for the new situation and he flourished and developed thanks to the help from the state.
5. The products that are available on the market can be expanded with new ones such as sauna, massage, spa, swimming pools, boxing classes, karate, tai chi, zumba and others.
6. The firm successfully uses all components of the marketing mix to break into and hold the market in its niche. Although less common during the pandemic and hopefully much more successful after it.
7. The company offers not only service, it offers style and culture, this is the right strategy to win new customers.
8. The negative aspects of the pandemic are related to the lockdowns, where the sites are closed, no profit is generated but loss, social isolation, health consequences
work from home for some occupations, but not applicable for all.
  9. The economic consequences for the state budget, social and health system of the country are very serious. The restoration of which will require technological time.   
It is worth noting that it is in the midst of negotiating new trade deals with many countries, which bodes well for the future.
Even the ancient sages said it "A healthy mind in a healthy body", the future is in sports
prevention and prophylaxis, the crisis with the Covid-19 pandemic only reminded us of that.
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