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Element 1: Business Idea, Product/Services, Objectives and USP

Business Idea Overview 
In recent years, there has been a significant increase in awareness surrounding health, fitness and overall wellbeing, particularly among women. However, this growing interest, many women continue to face barriers when engaging with traditional gym environments. These barriers often include feeling of intimidation, lack of privacy and discomfort in mixed gender spaces (Sport England, 2022). In addition, women with childcare responsibilities often struggles to access fitness facilities due to a lack of supportive services. 
[bookmark: _Int_TO0rHRqB]In response challenges, this business proposal introduces Frame Shape, a woman only gym located in Cambridge. The gym is designed to provide a safe, inclusive and supportive environment specifically to women, while also addressing practical barriers such as childcare and manage their time. 
Cambridge is an ideal location due to its diverse population of students, professionals and young families, many of whom look for flexible and accessible wellbeing solutions. The business aims not only to offer fitness services but also to create a community where women feel empowered, confident and supported in achieving their health goals. Research suggests that women are more likely to engage in physical activity when they feel comfortable and supported within their environment (Women in Sport, 2021). 


Product and Services 
Frame Shape offers a comprehensive range of diverse services to the needs of women at different life stages and fitness levels. The core service is access to a fully equipped gym space designed for strength training, cardiovascular fitness and general wellbeing, with an emphasis on creating a comfortable and non-intimidating environment. 

In addition to the gym facilities, the business provides a variety of women only fitness classes, including yoga, high intensity interval training (HIIT) and particularly Pilates sessions, which are increasingly popular among women due to their benefits for flexibility, core strength and injury prevention. Group exercise classes have been shown to improve motivation and confident to physical activity (ACSM, 2021). 

A key feature of the business is the availability of female personal trainers, offering personalised programmes to individual fitness goals. This personalised approach enhances effectiveness and supports long term behavioural changes. 

Importantly, Frame Shape introduces a dedicated childcare area, allowing mothers to attend the gym while their children are supervised in a safe and engaging environment. This feature addresses a significant barrier to participation, as lack of childcare is often cited as reason for reduced physical activity among women (Sport England, 2022).

Finally, the gym will offer wellbeing workshops, including basic nutritional guidance, mental health awareness sessions and body confidence programmes. This reflects a growing trend within the fitness industry towards all-inclusive health solutions that integrate both physical and mental wellbeing (Deloitte, 2023).


Business Objectives 
The short-term goal of Frame Shape is a to successfully show the gym within Cambridge by building strong brand awareness and attracting a first customer base. Marketing efforts will focus on students, young professionals and mothers, using digital platforms and local partnerships to promote the business.

In the medium term, the business aims to increase membership retention by expanding its class offerings, improving customer experience and supporting high quality service standards. Customer satisfaction is a key determinant of success within the fitness industry (Kotler et al., 2020). 

The long-term goal is to expand the Frame Shape brand to other Uk cities, positioning the business as a leading provider of women focused fitness services. The company also aims to develop a powerful reputation for inclusivity, empowerment and community engagement. 

Unique Selling Proposition (USP)
Frame Shape fitness differentiates itself through its fully female centred and inclusive approach, combined with practical solutions that address real barriers faced by women. Unlike traditional gyms, the business provides a space where women can exercise comfortably without fear of judgement or intimidation. 
A key element of the Unique Selling Proposition is the integration of fitness and childcare services, allowing women with children to prioritise their health without compromising family responsibilities. This added convenience significantly enhance accessibility and inclusivity. 

Additionally, the gym offers all-inclusive fitness experience, combining gym access, Pilates and group classes, personal training and wellbeing support within one environment. 
This integrated model aligns with current industry trends that prioritise personalised and experience-based services (Deloitte, 2023).

The presence of female trainers and customed programmes further strengthens the value proposition by creating a relatable and supportive atmosphere. Research highlights that a positive and comfortable environment can significantly increase participation and long-term engagement among women (Women in Sport, 2021).
Finally, Frame Shapes positions itself as more than just a gym. It is a supportive and empowering space designed to meet the physical, emotional and practical needs of women in modern society. 


Element 2: Market Analysis (PESTEL and SWOT)

PESTEL Analysis – Frame Shape 
[bookmark: _Int_T1Kv25aa]A PESTEL analysis is essential to evaluate how external factors influence the success of Frame Shape, a woman only gym based in Cambridge. The business operates within a niche market, meaning that social, economic and regulatory conditions play a particularly significant role in shaping demand and operational particularly. 

Political Factors 
Government support for public health and physical activity presents a strong advantage for Frame Shape. In the UK, organisations such as Sport England actively promote increased participation in physical activity, particularly among women, due to historically lower engagement levels (Sport England, 2022). This creates a comfortable environment for a business that directly addresses these participation gaps. 

For example, Frame Shape aligns with national health priorities by providing a safe and inclusive environment specifically designed for women, this could open opportunities for partnerships with local councils or community initiatives in Cambridges. 

However, there are also disadvantages. The inclusion of a children’s play area introduces more regulatory responsibilities. UK safeguarding and childcare regulations require strict compliance, trained staff, and risk management procedures (UK Government, 2023). This increases operational costs and complexity. While these regulations enhance trust and safety, failure to meet them could lead to reputational damage, especially as parents prioritise safety when choosing service involving their children. 



Economic Factors 
Cambridge offers a strong economic environment due to its high skilled workforce and higher income levels compared to other UK regions (Cambridge City Council, 2025). This is helpful for Frame Shape, as consumers in such areas are more likely to invest in health and wellbeing services.

There has been a growing trend the consumers prioritising spending on fitness and mental wellbeing, particularly following the COVID-19 pandemic (Deloitte, 2023). This supports the long-term viability of the business. 

However, there is a disadvantage in inflated cost of living in Cambridge. Rising housing costs and general living expenses may reduce deposable income, particularly for students and young families (Office for National Statistics, 2023). For example, a student or part time working mother may value the gym’s services but still perceive membership as non-essential spending. 

This creates a strategic challenge; the business must balance pricing with perceives value. The inclusion of childcare and specialised services can justify higher prices, but only if customer clearly recognise the added benefit. 

Social Factors
Social factors are one of the strongest advantages for Frame Shape.
According to Women in Sport, (2021) many women feel uncomfortable or intimidated in traditional mixed gender gyms, which negatively affects participation rates. This directly supports the need for a woman only fitness space. 

In recent reports highlight that gym intimidation stays a significant barrier, particularly for women, who are more likely to feel judged or self-conscious in gym environments (PureGym, 2024). This reinforces the importance of creating a supportive and inclusive atmosphere. 

For example, a beginner may avoid a traditional gym due to fear of judgement but feel more comfortable attending a woman only Pilates class. This proves how Frame Shape can convert nonusers into active customers by addressing emotional and social barriers. 

This inclusion of a children’s play area also responds to a well-documented issue. Lack of childcare is often identified as barriers to physical activity among women, particularly mothers (Sport England, 2022). By addressing this, the business significantly increases accessibility. 

However, there is a potential disadvantage. By focusing exclusively on women, the business limits its target market. While this creates strong differentiation, it also reduces overall market size. The success of this strategy depends on whether the niche is large and engage enough, which in Cambridge is likely due to its diverse population of students, professionals, and families. 

Technological Factors 
Technology presents a major opportunity for Frame Shape to enhance customer experience and operational efficiency. Digital tools such as mobile apps for booking classes, tracking attendance, and managing memberships can improve convenience and engagement (Chaffey, 2022).

For example, users could book Pilates classes, schedule personal training sessions, or receive schedule personal training sessions or receive progress updates through a mobile platform. This aligns with modern consumer expectations for seamless digital interaction. 

Social media also plays a key role in marketing. Platforms such as Instagram and TikTok are widely used within the fitness industry to promote services, shares results and build communities. This is particularly effective for targeting younger audiences in Cambridge. 

However, there are disadvantages that are implementation and claiming digital systems require financial investment and technical ability. Additionally, data protection regulation such as GDPR must be followed when handling customer information, increasing legal responsibility. 

Environmental Factors 
Environmental awareness is increasingly influencing consumer behaviour. Many customers prefer businesses that prove sustainability practices, such as energy efficient equipment or reduced plastic use (Deloitte, 2023).
Frame Shape will be adopting eco-friendly practices could enhances brand image and attract environmentally conscious consumers. For example, using sustainable materials or promoting reusable water bottles could strengthen brand positioning. 

However, implementing sustainable solutions may increase initial costs. The challenge is to balance environment responsibility with affordable cost, particularly during the first stages of the business. 

Legal Factors 
Legal compliance is critical for the success of the business. Frame Shape will follow the health and safety regulations, employment laws, and data protection requirements (UK Government, 2023). 

The inclusion of childcare services significantly increases legal responsibility, particularly about safeguarding and supervision. This requires trained staff, background checks and clear policies. 

While compliance builds trust and credibility; it also increases operational complexity and cost. Failure to meet legal standards could result in fines or reputational damage, making this a key risk factor. 



SWOT Analysis – Frame Shape 
The SWOT analysis evaluates the internal strengths and weaknesses of Frame Shape, as well as the external opportunities and threats it faces within the competitive fitness market in Cambridge. This framework is particularly useful as it allows the business to critically assess its positioning and find strategic priorities. 

Strengths 
One of the main strengths of Frame Shapes is its clear differentiation as a woman only gym. In a market fitness competitive, many gyms offer similar services, making it difficult to stand out. However, by focusing exclusively on women, the business addresses a specific and well documented gap in the market. Research shows that women are more likely to take part in physical activity when they feel comfortable and supported, particularly in single gender environments (Women in Sport, 2021).
This creates a strong emotional and psychological advantage. For example, a woman who feels intimidated in a mixed gym may feel significantly more confident attending a woman only space. This increases the possibility of both first sign up and long-term retention. 

Another main strength is the integration of childcare support (play area). This directly addresses one of the most common barriers to exercise among women, particularly mothers (Sport England, 2022). While many gyms ignore this issue, Frame Shape incorporates it into its core offering.

The advantages here is both practical and strategic, it not only attracts a wider audience but also creates loyalty. A mother who relies on the childcare feature is less likely to switch to a competitor that does not offer this service. 
Also, the inclusion of Pilates and group classes strengthens the business model. Group fitness is increasingly popular because it combines physical activity with social interaction and motivation (Deloitte, 2023). This supports customer retention, as members are more likely to continue attending when they feel part of a community. 

Finally, the location in Cambridge stands for a strength. The city has a high concertation of students and professionals who value health, flexibility, and wellbeing services (Cambridge City Council, 2025). This increases the possibility of demand for a specialised fitness offering. 


Weaknesses 
Regardless its strengths, Frame Shape faces several internal limitations. One of the main weaknesses is the high first investment cost. Setting up a gym requires significant spending on equipment, space, and staffing. The addition of a childcare area further increases costs due to safety requirements, staffing, and facility design. 

Another weakness is the limited target market. By focusing exclusively on women, the business deliberately reduces its potential customer base. While this supports differentiation, it also means that the business relies heavily on the engagement of a specific segment. 
For example, if demand from this segment is lower than expected, the business has fewer alternative markets to rely on compared to a traditional gym. 

This is also operational complexity. Managing gym facilities, classes, personal training strong organisation, and staffing. Poor management could lead to reduced service quality, which directly changes customer satisfaction. 

Finally, as a new brand, Frame Shape lacks brand recognition. Established gym chains already have strong reputations and customer trust, making it more challenging for a new business to attract initial members (Kotler et al., 2020).


Opportunities 
[bookmark: _Int_ykXN6OH7]The business operates within a growing market, creating several opportunities. One of the most significant is the increasing demand for female focused fitness environments. 
Social awareness around inclusivity, safety and body confidence is growing, which supports the long-term relevance of the business (Women in Sport, 2021). 
There is a strong opportunity linked to health and wellbeing trends. 
Consumers are increasingly prioritising mental health alongside physical fitness, creating demand for all-inclusive services (Deloitte, 2023).

Another main opportunity is the expansion of services into digital platforms. For example, the business could offer online classes, fitness tracking, or virtual coaching. This would allow Frame Shape to reach customers beyond Cambridge and create more revenue streams. 

Partnership also stands for a valuable opportunity. Collaborating with local universities, businesses or healthcare providers could increase brand visibility and credibility. For instance, offering student discount or workplace wellness programmes could attract new members. 

Threats 
The main threat to Frame Shape comes from intense competition within the fitness industry. Large gym chains and boutique studios in Cambridge may offer lower prices, more facilities or established reputations. These competitors may also introduce women only spaces or classes, reducing differentiation. 

Another significant threat is economic uncertainty. Rising living costs in the UK may lead consumers to reduce spending on non-essential services such as gym memberships (Office for National Statistics, 2023). This is particularly relevant for students and young families, who are key target market for the business. 

Changing consumer behaviour also presents a risk. The growth of home workouts and digital fitness platforms means that some individuals may prefer exercising at home rather than paying for a gym membership. This trend increased during the COVID-19 pandemic and continues to influence behaviour. 

Finally, there are legal operational risks, particularly related to childcare services. Any issues related to safety or safeguarding could have profound consequences for the business, both financially and reputationally (UK Government, 2023).



Element 3: Target Market, Segmentation and Marketing Strategy (4PS)

Market Segmentation, Targeting and Positioning 

[bookmark: _Int_lMX3bgCE]Understanding the target market is essential for the success of Frame Shape, as the business operates within a niche segment of the fitness industry. Market segmentation allows the business to divide the broader market into smaller groups with similar needs, behaviours and characteristics (Kotler et al., 2020).

Segmentation 
Frame Shape primarily segments the market based on the demographic, behavioural, and psychographic factors. 

From a demographic perspective, the business targets women aged between 18 and 45, including students, young professionals, and mothers. This group is particularly relevant in Cambridge due to its high student population and working age demographic (Cambridge City Council, 2025). 

Behaviourally, the target customers include women who are either inactive or irregularly active due to barriers such as lack of confidence, time constraints, or childcare responsibilities. Research shows that these barriers significantly affect women’s participation in physical activity (Sport England, 2022).

Psychographically, the business focuses on women who value wellbeing, self-confidence, and personal development, rather than aesthetic fitness goals. This reflects a broader shift in consumer attitudes towards all-inclusive health and mental wellbeing (Deloitte, 2023). 


Targeting 
Based on this segmentation, Frame Shape adopts a focused targeting strategy, concentrating on women who are currently underserved by traditional gym environments. 

The primary target market includes 
· Women who feel intimidated or uncomfortable in mixed gyms
· Mothers who face time and childcare pressure 
· Students and professionals looking for flexible and supportive fitness solutions 

This strategy allows the business to create a highly customized service offering, increasing customer satisfaction and loyalty. However, it also requires a deep understanding of customer needs, as the business relies on a specific segment rather than a mass market. 


Positioning 
Frame Shape is positioned as a safe inclusive and empowering fitness space for women, rather than a traditional gym focused solely or physical performance. 

The brand emphasises:
· Comfort and confidence 
· Community and support 
· All-inclusive wellbeing 

This positioning is particularly effective because it aligns with research showing that emotional and environmental factors play a significant role in women’s engagement with fitness (Women in Sport, 2021). 

For example, instead of promoting weight loss or muscle gain, the business promotes confidence, wellbeing, and empowerment, which creates a stronger emotional connection with the target audience. 

Marketing Mix (4Ps)

Product 
The product offered by Frame Shape goes beyond a standard gym service. It includes:
· Access to a woman only gym 
· Pilates and group fitness classes 
· Female personal trainers 
· A children’s play area
· Wellbeing workshop for example, nutrition, and mental health.

This creates an all-inclusive service offering, which is increasingly important in the modern fitness industry. Consumers are no longer looking only for physical exercise but also for experiences that support mental and emotional wellbeing (Deloitte, 2023). 

The advantage of the approach is strong differentiation. For example, while a traditional gym may offer equipment, Frame Shape offers a complete lifestyle solution. However, the disadvantage is increased complexity and cost, as more service require more resources and management. 


Price 
Pricing is critical element of the marketing mix, as it directly influences customer feeling, demand, and profitability. For Frame Shape, a value-based pricing strategy will be adopted, where prices reflect the perceived benefits of the service rather than simply competing with low-cost gyms (Kotler et al., 2020).

Membership Pricing Structure 
To encourage initial sign-ups and reduce entry barriers, Frame Shape will offer a no joining fee policy for online registrations. 

Standard Memberships Plans 

· Introductory Offer (First Month): £25 
· Standard Monthly Membership: £45-£55
· Student Membership: £35
· Flexible (No Contract) Membership: £45

The lower introductory price is £25 is designed to attract new customer and allow them to experience the service without a high financial commitment. This is particularly important for student and first-time gym users, who may be more price sensitive (Office for National Statistics, 2023).
After first month, the price increases to £45-£55, reflecting the full value of the service. 


Additional Services Pricing
· Personal training sessions: £40 per session 
· Pilates premium classes: £15 session or included in premium plan 
· Childcare access: Included in the membership (limited hours)

Including childcare within certain memberships creates memberships creates strong
Perceived value, particularly for mothers.


Place 
[bookmark: _Int_J2Bb9u2i][bookmark: _Int_klcIOPGl]The place element refers to how the service is delivered. Frame Shape operates as physical gym located in Cambridge, but its accessibility is a main strategic factor.

The location should be:
· Easily accessible, example: near university or residential areas
· Safe and convenient for women and mothers 
· Close to public transport links 

In addition, the business can extend its reach through digital platforms, such as:
· Online class booking 
· Virtual fitness sessions
· Social media engagement 



Promotional Strategy 
Promotions play a key role in attracting and keeping customers. Frame Shape will implement targeted promotional offers, including:
· No joining fee (online sign up only)
· First month discounted £25
· Bring a friend day (free guest access)
· Student discounts and seasonal offers
· Referral programme, example: £10 credit per referral

These promotions are designed to reduce perceived risks and encourage trial, which is essential in service-based industries where customers may hesitate before committing (Kotler et al., 2020).


Element 4: Legal, Management, and Financial Planning 

Legal Structure 
[bookmark: _Int_IUR0BdvT]Frame Shape will operate as a private limited company (LTD) in the United Kingdom.
This legal structure is commonly adopted by small and medium sized enterprises due to its balance between flexibility and financial protection. 

The main advantage of a limited company is limited liability, meaning that the persona assets of the owners are protected in case of economic loss or legal issues (UK Government, 2023). This is particularly important for a business such as a gym, where there are inherent risks related to physical activity and childcare services. 


Organisational Structure 
Frame Shape will adopt a functional organisational structure, where roles divided based on specific responsibilities. This allows for efficient management of different areas of the business.

Main Roles:
· Owner/Manager 
Responsible for overall strategy, operations, and decision-making 

· Fitness Instructors and Personal Trainers 
Deliver classes (Including Pilates), provide personal training and support members. 
· Childcare Staff 
Supervise the children’s play area, ensuring safety and compliance with safeguarding standards.

· Reception/Admin Staff 
Manage membership, booking and customer service 

This structure ensures that each aspect of the business, including fitness service and childcare, is managed effectively. Having specialised staff also improves services quality and customer satisfaction (Kotler et al., 2020).


 Start- Up Costs 
Setting Frame Shape requires significant first investment, particularly due to the combination of gym facilities and childcare services. 

 Estimated Start-Up Costs:

· Gym Equipment: £15,000- £25,000
· Facility Rent and Deposit (Cambridge): £10,000-£20,000
· Renovation and Interior Design: £8,000-£15,000
· Childcare Area Setup: £3,000- £7,000
· Licences, Insurance and Legal Costs: £2,000 - £5,000
· Marketing and Launch Campaign: £2,000- £5,000

Total Estimated Cost: £40,000 - £70,000

The inclusion of a childcare facility increases costs compared to a standard gym but also adds significant value and differentiation. This reflects the need to balance investment with long term competitive advantage. 

Sources of Finance 
To fund the business, Frame Shape can use a combination of internal and external financing sources. 

Main Funding Options:

· Personal Saving 
Provides full control of the business but may be limited in amount. 

· Bank Loans
A common option for start-ups, allowing access to large capital, although it requires repayment with interest 

· Government Start-Ups Support 
The Uk government offers schemes such as Start Up Loans, which provide financial support and mentoring for new businesses (UK Government, 2023).

· Private Investors
Investors may provide funding in exchange for equity, which can support business growth but reduces ownership.

Using a combination of these sources reduces financial risks and ensures sufficient capital for both initial setup and early operations. 




Evaluation 

The chosen legal structure and funding approach provide a durable foundation for the business. Operating as a limited company reduces financial risk, while a structured team ensures efficient management. 

[bookmark: _Int_tNrsx3Ja]However, the business must carefully manage its first costs, particularly due to the added complexity of childcare services. Securing sufficient funding and maintaining cash flow will be critical in the first stages. 
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