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Abstract 
This report is to investigate the Southbank Club key direction, through their association with the internal and external conditions. Also, to give an assessment on the stakeholder’s desires and to provide an understanding of their long-term procedure, furthermore to, propose another framework that will potentially improve, benefits, and enhance the association. There has additionally been an assortment of the management devices that were used to show theories, an activity that the Southbank Club has utilizations to affirm and described the long-haul strategy for the Southbank Club.






















Introduction  
Purpose 
This Report will give a complete knowledge of the Southbank Club's strategic path, through their interaction with the internal and external conditions. The aim is to provide an understanding of their long-term strategy and to verify or propose a new approach that could add value. 
Scope 
The notion is to critically evaluate the Southbank Club's strategic direction, the components of the Southbank Club internal and external condition stakeholders, and to verify strategies for sustainable development within the Southbank Club.
[bookmark: _Hlk26035423]The points that will be discussed and analyzed are the Strategic direction of Southbank Club. Southbank Club Vision, Mission, and Core Values, services related diversification, the Ansoff matrix of the Southbank Club, PESTLE and SWOT analysis, stakeholders analysis matrix grid, benchmarking tool, and a one recommendations based on sustainable strategic development.  

Brief Information of the Southbank Club
Southbank Club was founded in (1981), it is a small family-run business based in the south of London, this establishment has been running for thirty-eight years. Southbank Club has employed over fifteen employees and has partnered up with independent personal fitness instructors. In the local community, the leaders of the Southbank Club are well-known as father and son. However, Southbank Club is London’s largest squash and fitness club, member-driven and an independent establishment, that have direct contact with their members only. The main attraction of this fitness business is Squash sports, premium gym membership, and phenomenal fitness classes. However, it is still a growing market within the fitness world, not many gym's in London have squash sports, excellent classes, and fitness clubs together within the same facilities.
[bookmark: _Hlk26034818]Alongside squash, there are several fitness classes, plenty of excise machines, and wet areas comprise of separate sauna and steam rooms and exclusive individual skincare, body, and beauty treatments. The building also has a long history, as it was once a cinema, and now it has been transformed into a spacious and wisely considered gym. The organisation is a diverse business that reflects their clients, with a friendly, trustworthy, relaxing environment that caters for all types of people. However, although Southbank Club has been running for thirty-eight years, and have an extensive journey within the fitness industry. Southbank Club is thinking about other ways to maximize customer satisfaction, profits and to reach out to clients through a live virtual direct contact. As this innovation involves fitness classes for people that cannot make the classes, or if the classes are full of long waiting lists, members can still take part in the fitness classes from home.





Section One
1.1         The Strategic direction of Southbank Club 
[bookmark: _Hlk24709202]Southbank Club is a small, robust business that has been standing strong for the last thirty-eight years, and it is an asset to its current community. For example, the company has a long history of greatness, which they have achieved in many ways and to still further capitalize on being successful. Southbank Club's vision is to be recognized as the UK’s leading squash sports gym provider and to enhance services to all clients. According to (Club 2014), Southbank Club continues to provide outstanding services through its employees and facilities as the facilities are designed to accommodate a large-scale of members that will have a more breathable space to workout. Not like gyms that are packed and uncomfortable with hardly any-room to enjoy their fitness workouts, as this adds value to the organisation objectives. Furthermore, the Southbank club is committed to building a healthier community.

According to (Admin, 2019), three things must take place when adding value to an organisation. For instance, the step must modify the form or task of the product or service, the second is the client must be informed and prepared to pay for the change, and finally, the step must be available first time appropriately. Value stream mapping is perceived as one of the incredible assets in Lean Six Sigma for this very reason. The guide at that point is utilized to plot out a definite, phase by phase guide for a procedure where everybody can see the whole activity visibly.
Southbank Club’s strategy will donate to the individual’s health and fitness, ensuring one and all can be healthy. For example, the plan is to encourage, motivate, and educate all members to live well and accomplish their goals by providing excellent membership deals, promoting health and wellbeing within the community. Southbank Club also has excellent excise equipment, quality, seven squash courts, over twenty classes that are popular, and always full as there is a high demand for the fitness classes.
As stated by (Albright, 2018), it is vital in keeping the business alive and thriving, at the point when things are going proficiently, they will, in general, proceed without many intercessions. Everything begins with representative commitment; disengaged workers drag an organization down. However, engage in workers appear more regularly, remain longer, and are progressively profitable by and large. There are many vital strategies of a successful business which consist of, equipping the workforce with the right tools.  Improve cultural fit with better recruiting, Improve employee skills with training, encourage autonomy by not micromanaging,  focus on the future with clear communication, boost productivity by encouraging self-care, get more done with remote work, understanding the use of social media, increase employee satisfaction with great perks, gain insight by measuring productivity, Get higher-quality work by fostering morale. Overall this will contribute and provide excellent customer services, furthermore to, build relationships with all customers as this will maximize values and profits. 
The Club also has a sauna and steam rooms and a comfortable member lounge with WIFI access for the current members and to possibly attract new members. For example, the Southbank Club strategy mission is to focus on continuously refining members experience and business advantages through the Lean Six Sigma, to enable the Southbank club to deliver sustainable, profitable growth and a robust return on wealth. According to, (George, 2003) lean six sigma is used in all successful businesses, whether it is big or a small organisation. Furthermore, it is a business improvement practice that maximizes stakeholder value is by accomplishing the quickest rate of growth within consumer's satisfaction, cost, quality, process speed, and invested wealth. Below is a simplified visual diagram of the Southbank Club Vision, Mission, and core values.  

[bookmark: _Hlk26034837]
1.2        Southbank Club Vision, Mission, and Core Values

Source: (student) The Author
[bookmark: _Hlk26034900]

1.3         Services Related Diversification   

The business strategy is now moving towards a related diversification in relation to adding new but associated services. For example, the Southbank club is thinking about proposing another new service that is a virtual revolution to maximize profits, through providing quality services in addition to, widen their market and to reach out to people globally. As stated by (Charlotte, 2019), In some gyms, virtual instructors are already being implemented into gyms that are low budget, as this type of virtual service has grown within the last five years. Nevertheless, now several gyms are implementing this type of virtual practice as there is an opportunity for the instructors to produces fitness recorded copies and to then make a profit online. 

The notion of the virtual services is focused on those that cannot attend the most popular classes such as legs, bums and tums, dancehall fitness, yoga, spin cycling, and Pilates classes. Moreover, those fitness classes mentioned are always full of a very long and lengthy waiting list. For example, the Southbank Club is well known within the community of London, because of their phenomenal fitness instructors. However, the Southbank Club's fitness instructors provide excellent classes, as well as working in the largest squash and sports facilities within the UK. 

Because the Southbank Club is a small, robust business, the leadership style that the company has adopted is democratic. Democratic leadership is useful within this type of business. In the opinion of, (Becker, 2019) democratic leadership style gives the lower-level workers the opportunities to manage some areas without authorization, such as a few decision-related options.
The leader of the Southbank Club will accomplish its objectives by achieving realistic and measurable goals. Such as financial success within the growth of the Club’s revenue and earnings and to increase competitive membership fees. They are improving human resources with talented employees that will implement the leadership's decisions and continue productivity and efficiency within the business. Furthermore to, retain quality staff, customer satisfaction, and marketing the brand through their website, word of mouth, the local community, local newspaper’s and to continue to concentrate on other value-added actions. 
Furthermore, to ensure key goals are achieved, the business and employees will be monitored through a balanced scorecard. For example, the Southbank Club managers measure Financial and non-financial performances, which are measured and identified for the entire organisation in different departments within the business. These measures are compared to the actual results achieved previously before. However, by accomplishing their mission, Southbank Club has acknowledged that it is vital to educate the workforce about their mission and to keep all stakeholders update of the company, effective changes. In the opinion of (Niven, 2002) the measures selected for the scorecard signify, a tool for managers to use in imparting to workers and outside partners, the results and executions drivers by which the business will accomplish its crucial and vital destinations.

Southbank Club is continually reviewing its position within the sports and leisure market, such as focusing on changes. The type of changes that will impact on the culture, training developments, risks, and to adopt the correct attitude and behavior. In addition, to put customers first, making things more straightforward, and making a difference collectively, as this will add value to the organisation and improve the expected overall business performance. In the past, the Southbank Club did not communicate well to all associates of the business. Southbank Club is now looking at a variety of ways to strengthen their communication. According to, (Riel, 2010) companies are networks of individuals who communicate with one another, in all business communication levels, within the external and internal and formally and informally.
Southbank Club’s plan is also, include their four core values, which are to enhance services, trained employees, a healthier community, and developing a robust business. For instance, these four core values are significantly essential to the procedure to the vision of the company, that is present to the world outside of the business. As claimed by, (Deutschendorf, 2019) adopting core values will help the business to make a decision, grow and evolve, as having purpose will provide an ethical path to guide the company through the ups and downtimes. Core values are in an unstable situation of fast technological, environmental, and societal changes, it is a much needed and constant within a company that wants to be successful. Below is a visual diagram of the Ansoff matrix for the Southbank Club as this tool is used within the Southbank Club to identify growth and opportunity. This model is essential for the business to tap into the new markets that will add value and maximize profits. 












(Pollalis, 2017)
[bookmark: _Hlk26034962]1.4.         The Ansoff Matrix of the Southbank Club

                                              Services
                                                    

                                               Existing                               New   Market Penetration Strategy
Building outstanding services 
Services development strategy 
Utilizing the website to add value and extend services on to a bigger platform

Market 

                              Existing 

Diversification strategy
upstream integration and to provide online virtual class
Market Development strategy
To enhance online services at a practical cost and to attract new customers






                                    New
[bookmark: _Hlk25504590]Source: (student) The Author

[bookmark: _Hlk25581844]








1.5.         The Authors (student) Analysis of Southbank Club strategic direction
[bookmark: _Hlk23639814]Having analyzed the Southbank Club’s ambitious long-term strategic direction, such as its vision, mission, and core values. It has given clarity in where the Southbank Club would like to be, and the phases, they will take to achieve it. Their vision is to be the leading squash sports gym provider within the UK, which will maximize profits and services in addition to, execute their goals and objectives. However, if the Southbank Club follows its ambition and develops a robust strategy to utilize its strategic plan. The company will potentially maximize their expected profits, minimize potential risks and obstacles that could prevent them from achieving their overall goal.
Southbank Club is a robust business, because they change their ways, to reflect the demands of their customers, and in line with the marketplace. However, the directors of the Southbank Club continuously review their plan of actions in addition to, build a practical strategic framework that will help them to achieve their set goals. As stated by, (Buist, 2014), there are a variety of actions that most successful company ought to engage in if they want to produce robust approaches for business growth. Such as comprehensive clearness, about their starting point, identifying issues, problem-solving, measurable targets, attitudes, and behaviors. A robust approach also consists of products and services, branding and adding value processes, operational plans, building relationship with all associations that shear an interest within the business, policy and procedures, teamwork, and several more elements that will build a robust business. 
[bookmark: _Hlk25504538]What will make the Southbank Club better is to provide a more assessable service through a virtual direct online class. This service will reduce the class waiting list and enhance the quality of services offered. This will also add value to the organisation. Implementing a direct virtual class will be more of an attractive membership package and a sense of satisfaction for the customers that can take part in the classes from home. What Southbank Club has not done so well is have the most popular classes frequent to meet their client's demands. However, due to this, they may have lost some loyal clients, but they can gain these customers back through virtual direct contact. Having a live virtual direct contact from Southbank Club to their very own homes will keep the clients motivated and on track with their fitness journeys, as this will also be a significant asset and credibility to the organisation as this will potentially retain members. 

[bookmark: _Hlk26035051]










Section Two
2.1.        Southbank Club PESTLE Analysis
	Political 
	Technology

	· Brexit 
· Taxation 
· Minimum Wage 
· Anti-trust laws 
· bureaucracy and intrusion in sports & leisure industry by the government
	· Fast Disruption of Technology
· Recent technology developments by Southbank Club competitor  

	 Economic
	Environment

	· Price Increase Rate, Investments
	· Climate Change
· Recycling
· renewable energy

	Social 
	Legal

	· The Local Community
· Media
	· Legal Requirements of the Sports and Leisure Industry, within the UK
· Change of employment contrate 



[bookmark: _Hlk26010423]Source: (student) The Author

2.2.        Southbank Club SWOT Analysis
	Strength 
	Weaknesses 

	· The largest Squash and Sports Gym
· Small Robust Business 
· Customer loyalty 
· Quality service
· Excellent Fitness Classes
· Community-focused
	· Need more investment in technology
· Research and Development
· Southbank Club needs more fitness class availability 

	Opportunity 
	Threats 

	· Expand members through an online live virtual contact 
· [bookmark: _Hlk25573230]Utilize Technology to provide efficacy for the business, customers and all stakeholders
· Special membership deals
	· The uncertainty of Brexit 
· Members leaving due to the low communication and availability of the fitness classes
· Products 



[bookmark: _Hlk25583433]
[bookmark: _Hlk25750259]Source: (student) The Author



2.3.        The Authors (student) Analysis of the external and internal environment 
When thoroughly analyzing the external and internal factors and forces that could impact the Southbank Club. Using the PESTLE and SWOT analysis has provided a clear vision of the uncertainty of how the external and internal factors could potentially impact and shape the Southbank Club's strategic decisions. For example, the Southbank Club regularly observes the external conditions as this could hypothetically transform the way how things are done within the internal environment. The managers of Southbank Club use the PESTLE and SWOT tools to improve their culture, policy, and procedures, so it is aligned with the government rules and the overall business strategy. Using these tools, it will help the managers identify obstacles and minimize potential risks that could potentially impact the Southbank Club norms. According to, (Duncan, 2018) there is several ways to communicate to the business ethos to distinguish the organisation from other entrants such as, to develop a clear mantra, foster a company culture based on the company's ethos, actions speak louder than words, build a network of meaningful allies and engage in education,

What is shaping the fitness and leisure industry, is the rapidness of technology as it is vastly disrupting the naturalization of the fitness and leisure industries. Southbank Club competitors are now digitalizing their classes for free, with a recorded virtual trainer. The Southbank Club has observed that other well-known competitors within the macro and micro-environment have already implemented technology systems to maximize their values. Technology is changing rapidly, and adapting to all types of human functions, the Southbank Club’s idea of new services related diversification strategy will adjust and enhance technology, in addition, to provide a better service for the members.  According to, (Hogan, 2018) Virtual fitness is the mixture of exercise with technology; generally, virtual exercises are played within some gyms and displayed on a large screen in private areas. Some gyms have them prescheduled, and some gym allows members to play the recorded fitness workout when the members want for free.

Southbank Club managers have regular meetings about how they will educate the staff, members, and stakeholders about the external factors and forces that will change the way how things are typically done. The managers will educate staff through there one tow one meetings, and team huddles, the staff will then communicate changes to all members and stakeholders through an email or a letter sent to them in the post. However, what Southbank Club did not do in the past, was communicate to all associations of the business regularly. Due to the lack of communication, members have left because of the long waiting list of the popular classes. In addition to, the Club not being efficient enough to adapt to the demand of the members. However, Southbank Club managers decided to communicate to all associations of the business, in a more formal way, as this will add value to the organisation, and keep all members frequently informed as this will donate to the quality of services.    

As claimed by, (Bruckmann, 2002), communication is believed to be denied in moderately diverse conduct. For instance, people can dene communication as, and shared significance made among at least two individuals through a verbal and nonverbal exchange. This underlines the sharing of thoughts or data. In a perfect world, toward the finish of the procedure, all associations included offer similar thoughts and data. What are the significant variables which will either help or degrade from accomplishing this objective? People underscore some vital components which are frequently dismissed practically speaking.






Section Three 

3.3         Southbank Club Stakeholders Analysis Matrix Grid

	Stakeholder 
	Interests
	Influence
	Needs 
	Expectation 

	Director 
	[bookmark: _Hlk25753893]Enhance the financial performance of Southbank Club, setting a tactical path and objectives concerning the vision, mission, core values, and its new relative diversification business strategy. 
	High
	Keep informed daily on, communicate to the director via email of business financial and plan updates, participate regularly.   
	The project is running efficiently and will begin and finish on time within a cost-effective way,
Significant players concentrate on efforts.

	Employees 
	[bookmark: _Hlk25754034]To build a win, win relationship with the managers, the team customer, flexibility, honesty and feedback, growth within the company. 
	High
	To be kept informed, lunch break, security, social connection, self-confidence, self-growth.  
	Timely and correct salary, upskilling, and personal promotions. Accountabilities Safe environment, diversity, and equality.

	Customers 
	[bookmark: _Hlk25754339]Excellent membership price, quality services.
	Low 
	Quality services, accurate information, and communication build a relationship and personalize to them individually.    
	Class availability, comfortable atmosphere, and space to workout, personal instructors on-demand, and quality services always. 

	Independent fitness instructors 
	Responsible for the health and safety of fitness plans.
	High
	Member's fitness developments and to build effective relationships.
	Efficacy, in the fitness plans, and advisories.

	Suppliers 
	Quality products.
	Low 
	Contact weekly to restock.
	To promote their products effectively. 

	Local Communication 
	Improvements to the local environment.
	Low
	Community updates through the media.
	Tangible and intangible, Municipal services. 

	Government 
	Paying the correct amount of taxes. 
	Low
	to adapt to the UK policy and procedures in line with the health and fitness industry.
	To be in line with the country policy and procedures 


[bookmark: _Hlk25847989]Source: (student) The Author





3.1.        The Authors (student) Analysis of the stakeholder’s matrix grid 

When thoroughly analyzing the stakeholders, interest, influence, needs, and expectations of the Southbank Club, it has provided a clear picture of the stakeholder’s impact, on the Southbank Club. As maintained by, (Schmeer, 2019) It is significant to Identify the key stakeholders as it is highly essential to the success of the analysis based on the resource available. The Stakeholders of the Southbank Club is the director, employees, customers, independent fitness instructors, suppliers, the local community, and the government. However, these people are the ones that can make an external and internal impact on the Southbank Clubs strategies. Southbank Club stakeholders have a specific interest that contributes to business sustainability. For example, the director of the Southbank Club focused on enhancing the financial performance of the Southbank Club. In addition, develop a tactical path and purpose in relation to the vision, mission, and core values, as it will back up the proposed new related diversification strategy. All stakeholders of the Southbank Club contribute to the sustainability of the business and shear different interests, different levels of influences, needs, and expectations. However, they are all aligned and play a significant part within the holistic business goal.  
Southbank Club has been up and running for the last thirty-eight years; they are familiar with their competitors within the UK. The company frequently observes the global fitness and leisure industry market. When evaluating the fitness and leisure industry, it has come to the managers of the Southbank Club's attention that they need to invest more money into technology that will help them to provide first-class services through an online live class virtual contact. It will also benefit the stakeholders of the Southbank Club, as the director will gain the predicted profits and perhaps more. There would be new jobs created at least twenty vacancies, such as a career in instructing the classes, a camera recording jobs, and employs contribution around the online customer applications and queries. However, the new service-related diversification strategy will benefit all members as they will have this service for free. Still, the people outside of the UK will have this service for just one-pound per session. 
The independent fitness instructors will get more recognition and potentially gain a better return in revenues. The suppliers can promote their products online and to the globe through the Southbank Club's online services. The local community can also take part in the online live virtual classes, this will also benefit the government through contributing to the taxation and staying within the guidelines of the UK’s rules, as this will add value to Southbank Club, and it will improve the UK economy. Utilizing technology to develop better services within the business is an excellent idea, not only better services but better communication levels, information storage, and live interaction as this reflects the world we all live in today. On the report of, (Sheng Ya: Tao Ruii, 2006) As of late, investigation on technology development changed from, investor point of view, to partner Stakeholders philosophy. Partners not just influence the endurance and improvement of business but, decide the actions and efficiency of enterprises in the technology revolution.






Section Four

[bookmark: _Hlk26035245]3.2.        Southbank Club Benchmarking Tool
	
	Southbank Club
	The Better Gym
	Pure Gym 
	The Gym Group
	Fitness First Gym
	F45 Gym

	Membership Price 
£20, £30, or £49+
	High 
£49 Per Month
	Medium 
£35 Per Month 
	Low 
£23 Per Month
	Medium
£27.98 Per Month
	High
£45 Per Month
	High
£49 Per Month

	Quality 
	Quality Equipment 
	Standard Equipment 
	Standard Equipment
	Quality Equipment 
	Standard 
Equipment 
	Quality Equipment 

	Services 
	Top-quality services
	Medium services 
	Low as it is a Self-services system
	Excellent services 
	Medium Services 
	Excellent Services

	How many Club’s or Branches 
	Only 1, Club
	291, Branches
	230, Branches
	169, Branches
	45, Club’s
	7,000, Club
it is

	Technology 
	Yes, utilizing technology and enhancing it to benefit and reflect the demands of our members and advertise their product and services via 
Website 
	Technology just for employees uses to input customer's membership information. and promote their product and services via 
Website
	Technology is highly used to book class, and to self-serve flintiness information and advertise their product and services via
Website
	Low usage of technology but they use technology for promoting their product and services via
Website 
	Low usage of technology
but advertise their product and services 
Website
	Low usage of technology
But advertise their product and services 
Website

	Virtual Live Classes
	Coming Soon
	No,
	No,
	No,
	No,
	No,

	Virtual video recorded fitness sessions
	No,
	No,
	Yes,
	No,
	No,
	No,

	How old is the company 
	38, Years 
	25, Years
	10, Years
	11, Years
	26 years
	8, Years

	Squash facilities 
	Yes, seven squash courts
	Yes, three squash courts in each branch
	No,
	No,
	No,
	No,

	Environment 
	Motivational, comfortable, spacious, social, Relaxing, Safe, planned development secure, and trained staff on demand.
	Safe and supervised environment, small and hectic
	Digitalized security, self-driven environment  
	Social, safe environment goals, supervised
	Self-driven environment,
Social  
	Small and focus driven fitness within 45minitues 

	Wi-Fi Access 
	Yes, with fiber optic speed
	No, WIFI Access
	Yes, but a prolonged connection
	Yes, but very standard 
	No, WIFI Access
	Yes, excellent Speed 






[bookmark: _Hlk26042968]
[bookmark: _Hlk26993616]3.3        The Authors (student) Analysis of the Southbank Club Benchmarking Tool
Southbank Club continuously analyses what their competitors are doing, as it will help them to be better, stronger, and stand out from the rest, within the fitness and leisure industry. Southbank Club uses a benchmark analysis tool to view their overall performance of them self's and, in comparison, to the Better Gym, Pure Gym, The Group Gym, Fitness First Gym, and F45 Gym. Above is a visual diagram of a brief stakeholder analysis tool that the managers use within the Southbank Club to identify their competition. However, this will show the similarities and the difference between these gyms. Such as membership price, quality, services, the number of clubs each brand has, technology, virtual live classes, virtual video sessions, when the company was founded, squash facilities, environment, and WIFI access.

As stated by (Kong, 2015), benchmarking is utilized to improve procedures and execution just as to make new standards. There are a variety of types of benchmarking practices. Internal benchmarking is centered around various areas or divisions inside an association. The primary reason for internal benchmarking is to recognize the accepted practices from one branch, and afterward, the exercises become the standard for different departments to learn and additionally improve. The related diversification strategy for the Southbank Club is an innovation that will still sustain profits and revenues, customer retention, retaining quality employees. The Southbank club is becoming more mindful of how their actions impact the environment in addition to, grasp a more dynamic and genuine method to sustain their customer service effectiveness.  

The proposed long-term strategy for the Southbank Club is on a service-related diversification, as it will enhance the quality services of the business. The Services related diversification is to add a new service that will benefit the members that cannot attend the most desirable classes or cannot attend due to other pressing commitments. Such as parents with no childcare support, working times, members that are traveling, but still would like to take part in the classes overseas. Furthermore, to encurage people that want to work out in their own comfortable space, through a live and direct virtual session, with the same fitness instructors of the Southbank Club.

As we are now approaching the year (2020), nearly every organisation that strives to be successful is now integrating with the virtual reality of high-tech systems. Providing a high-tech live virtual network to the Southbank Club will add value to the customer's services, enhance employee interaction, and the business in an extraordinary way. High-tech will retain members and free up space within the Club also, the health and safety measure of doing a class workout from home, is that all participants must fill out a fitness consent form online and submit it a week before they join the classes. High-tech will also minimize any risks for the Southbank Club as this will cover them legally.

Working out from home with a live instructor works better than watching an excise video or just jumping on an excise machine with no motivation. A virtual live reality class is not an illusion but only real; there is other workout equipment within the globe that have their built-in interactive systems, such as ride with a pro, cross-training, ellipticals, and a few more equipment's. Nevertheless, the downside is that they are machines built with video recorded apps, whereas those types of material create a sense of isolation that can demotivate an individual. Those types of equipment cannot beat a live virtual class; after paying so much money for those types of products, it is a fact that they will eventually gather up dust as people prefer real human interaction.  

A virtual live class is the same as being in the excises class at the Southbank Club on the same day at the same time, the fitness instructors cannot see the client, but the client can see him or her. People that are in the class sessions will stand behind the camera when recording; as the Southbank Club considers an individual’s privacy, the fitness instructor can see who is logged in and can personalize greetings to the members at home. Even the non-members around the globe can become a member and participate for just one pound per session. The Southbank Club needs this type of service to be implemented as this will push them primarily into the global market and may make them more profits then what they predicted. Southbank Club's service diversification will contribute to the recognition of the brand, other competitors will follow, being the first to produce this action will put them in good stead of the fitness and leisure industry. Leading and implementing a new service diversification is sustainable development and will enhance what they already have in place. 

[bookmark: _Hlk26035311]
3.4        Recommendations 

Analyzing the Southbank Club, current strategic strategy, and reviewing the thoughts to implement a new service-related diversification. One believes that it will retain customer loyalty, customer satisfaction, and it will also enhance customer services, by introducing a reality lives virtual direct contact, direct from the Class sessions into the member’s homes and overseas. One highly recommends that the Southbank Club needs to implement the live virtual direct contact system as having researched all gyms. There is no other gym in the UK or globe that has achieved a live virtual fitness class. However, introducing this to the Southbank Club will open a door for a new global market, a potentially higher return, give the company a more recognition, providing the community and all members of the UK, and the globe a healthier lifestyle within fitness. Implementing the live virtual direct contact will contribute to the core values of enhancing services, trained employees, a healthier community, and also, develop a robust business. Nevertheless, contrary to the Southbank club's long-term sustainable goal, the company should invest in the live virtual class contact as it is customer demand.


Conclusions
  
This report was to analyze the Southbank Club's strategic direction, through their connection with the internal and external conditions. Also, to provide an evaluation of the stakeholder's expectations and to give a comprehension of their long-haul methodology in addition to, propose another system that could potentially enhance profits and add value to the organisation. There has also been a variety of management tools that were used to demonstrate theses action that the Southbank Club has uses to confirm and described the long-term tactic for the Southbank Club. 
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Southbank Club Growth in Quality Service Pic Chart



Southbank Club quality Services has been a focal point, since the business has been established, and have grown so much as a small company. The Club has developed from strength to strength, consistently within its last thirty-eight years, and has maximized its members and revenues. Nevertheless, Southbank Club's quality services have also led the company to lose a few customers because of the lack of utilizing technology to provide excellence within their facilities. Furthermore, technology is the way forward, and other competitors are already using the use of technology presently, as technology improves the quality of speed and matches the customer's demands. In the opinion of (Bell, 2017), any regular gym person can take advantage of taking tabs on their exercise workouts through using technology. Whether it is to track their fitness information and having their fitness data in one place. Such as calories, distance covered, and new individual bests and to the desire to make exciting, additionally enjoyable. However, there is a variety of technology out there and capable of improving an individual's fitness journey, as this will help individuals to be on top of their fitness regimen
[bookmark: _Hlk25839192]In the last ten years, technology has vastly developed and has disrupted the natural runnings of the Southbank Club norms of services. However, customers, these days want things now as their expectations and needs are high as a result of this, the Southbank Club uses the Lean Six Sigma, to strengthen their quality service. However, as a company, it can be sometimes achievable to satisfy the demands of the customers, and sometimes it is not so possible due to the lack of resources. According to, (George, 2003) lean six sigma in services is used in all successful businesses, whether it is big or small organisations. Lean six sigma is a business improvement practice that maximizes stakeholder value is by accomplishing the quickest rate of growth within consumer's satisfaction, cost, quality, process speed, and invested wealth. Above is a visual pic chart diagram of the Southbank Club, thirty-eight years of quality service growth. 
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